Advertising Age j 


Entered as second-class matter Jan. 6, 1932, at the post office Chicago, Ill., under the act of March 3, 1879. Copyright, 1954, by Advertising Publications, Inc. 


-_ — THE NATIONAL NEWSPAPER OF MARKETING ~ 


‘Shower of Stars’ 
Sizzles, While 
Mario Fizzles 


Detroit, Oct. 7—Despite the fact 
that it paid Mario Lanza $40,000 
for not singing, Chrysler Motor 
Corp. seemed far from unhappy 
about “Shower of Stars,” first 
$200,000 shot in its new CBS color 
tv series. 

Mr. Lanza, who made his tv de- 
but on the hour show along with 
such other celestial bodies as Betty 
Grable and Harry James, hit the 
front pages with a first-magnitude 
bang when he dubbed in his voice 
on the program via three-year-old 
RCA Victor records. The cosmic 
fizzle seems to have been more 
embarrassing to CBS than to 
Chrysler, however. 

For the record, the auto compa- 
ny publicly expressed its upset. 
James Cope, Chrysler v.p., told 
newsmen he was “seeking assur- 
ance that nothing of this kind will 
be done on our future shows.” 


a More privately, though, the 
sponsor and its agency, McCann- 
Erickson, were “delighted” with 
the initial reaction to the show. 
A Chrysler spokesman told AA 
that the company could point with 
pride to the largest listener rating 
for any “spectacular” so far 
(though both company and net- 
work refuse to apply this NBC- 
like term to their series). 

The Chrysler ratings picture 
was this: For the first half-hour, 
“Shower of Stars’ got a 10-city 
Trendex rating of 25.8 (48.3% of 
audience), compared with a 23.7 
(42.5%) figure for “Justice,” its 
NBC opposite number. 

For the second half-hour, 
“Shower” came close to edging 
out “Dragnet”; the figures were 
“Shower of Stars” 30 (46.3%) and 
“Dragnet” 30.4 (46.8%). 

Chrysler officials made much of 
the fact that their new show had 
cut “Dragnet” down from a 35.3 
rating a month ago, and from 
ratings last season of 40 to 50. 

“We held our audience, and the 
reviews were very good,” one ex- 
uberant Chrysler man declared. 
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Where SERVICE Comes FIRST - 


SOGLOWING PLACES—O. Soglow is one of a group of famous cartoonists 

featured in a new series of Richfield Ethyl ads starting this week in 

newspapers in 200 key markets in the East. The agency is Morey, 
Humm & Johnstone, New York. 


New York, Oct. 7—Mutual 
Broadcasting System has released 
the preliminary findings in its 
who-what-when-where study of 
radio listening. 

The survey, covering 7,000 fam- 
ilies, was made in March of this 
year by J. A. Ward Inc. Each 
family kept a diary to record the 
daily doings of each person in the 
family six years and older. A 
total of 40,000 separate diaries 
were completed. 

In addition to confirming that 
practically every home in this 
country—96%—has a radio in 
working order, this analysis point- 
ed up the fact that listening is 
very much of a concurrent activ- 
ity. 

“Radio is clearly established 
anew as a dynamic force which 
affects the working, playing and 
buying habits of the majority of 
individual Americans,” Thomas 
F. O’Neil, Mutual president, said. 


= “Our concepts of radio—both 
network and local—must be re- 
assessed,” he continued. “This 
study reveals that millions of 
people listen to radio at the mo- 
‘ment they awake, while they 
|dress, while they eat, while they 
work and drive their autos, while 
ithey relax—at home and outside 
‘the home—until they retire at 
night. No other medium has be- 
|\come so extensively an all-day 


Crossley Joins with Stewart, Dougall 
Operation to Create Research Giant 


NEw York, Oct. 6—The double 
merger of Archibald Crossley Inc., 
public opinion analyst, with S-D 
Surveys, a market research organi- 
zation, and with Stewart, Dougall 
& Associates was announced today. 
The resultant combine is said to be 
the largest comprehensive con- 
sumer marketing research service 
in the U.S., with a staff of 1,600 
permanent field interviewers. 

Under the new setup, Mr. Cross- 
ley will be president, and Arthur 
B. Dougall chairman of the board 
of Crossley S-D Surveys. Mr. 
Crossley will be a v.p. of Stewart, 
Dougall & Associates (whose basic 
business will continue to be mar- 
keting management) and Mr. 
Dougall will be president of SD&A. 

In explaining the merger, Mr. 


Crossley noted that the two organi- 
zations had worked together from 
time to time, that both were busy, 
and that they had to decide wheth- 
er “to expand separately and com- 
petitively or to join forces.” 


a Mr. Dougall told AA that the 
merger, resulting in a larger field 
staff, would mean better survey 
coverage, and that Stewart, Doug- 
all & Associates would have im- 
proved and more widespread re- 
‘search facilities on which to base 
its management level conclusions 
and advice. Since Crossley was 
moving in the direction of man- 
agement consulting, too, the mer- 
ger seemed natural. 

The merger brought together 

(Continued on Page 97) 


Mutual-Ward Listenership Survey Portends 
Pitch for Radio as ‘Concurrent Activity’ 


companion in modern living.” 

Richard J. Puff, the network’s 
director of research and planning, 
summarized the highlights of the 
findings in this $150,000 study: 

1. “Radio in a typical day is 
listened to by 58% of all the 
people in the country. 

2. “Radio is listened to by 
people everywhere—it follows 
them in all rooms of the home... 
For example, during a morning 
period 41% of all radio listening 
is in the kitchen, 35% in the living 
room. At night, this pattern is re- 
versed, with 55% listening in the 

(Continued on Page 97) 


Canada’s Big Boom 

Starting on Page 63 of this 
issue, ADVERTISING AGE sum- 
marizes marketing develop- 
ments in Canada, a country 
whose postwar industrial 
progress has no parallel. Also 
reported are the operations 
of Canada’s second largest 
agency—MacLaren Adver- 
tising—and the ground-gain- 
ing techniques of an aggres- 
sive new advertiser in the 
market, Motorola Canada 
Ltd. 
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Cecil & Presbrey Clients, Personnel 
Start Move to Other Spots on Ad Row 


D’‘Arcy Gets General. 
Tire & Rubber Co. | 


Plastic Divisions 


CLEVELAND, Oct. 7—D’Arcy Ad- 
vertising Co. has landed Bolta and 
Textileather divisions of General 
Tire & Rubber Co., Akron. 

These were the accounts for 
which the agency recently re- 
signed Cleveland Illuminating 
Co.’s $500,000 account (AA, Sept. 
27) with the announcement that 
it had to make room for heavier 
and new business. D’Arcy already 
was the General Tire & Rubber 
agency. 

General acquired Bolta and 
Textileather earlier this year and 
with them the claim of “the 
world’s largest manufacturer of 
plastic fabrics and vinyl] film.” 


= Combined sales of the General 
plastics division, Bolta and Texti- 
leather were approximately $50,- 
000,000 iast year and will total 
about $60,000,000 in 1954, the 
company said. 

A big supplier to furniture 
manufacturers, Bolta has done 
research in many new applica- 
tions of plastic products, such as 
wall covering material to replace 
paneling. It also has a patented 
saran process to supply material 
for use in drapery and upholstery 
fabrics, shoe materials, hats and 
luggage and filter cloths and 
screens used in industry. Its 
plants are at Lawrence, Mass. 

Textileather is a leading pro- 
ducer of specially-processed fab- 
rics. Its Toledo plants, employ- 
ing 850, produce coated fabrics, 
plastic film and coated fiberbase 
materials for automobiles, up- 
holstery, book-binding, luggage, 
clothing and other uses. 


= In addition to the new Bolta 


and Textileather divisions, Gener- 
al’s. plastic operations include 
(Continued on Page 4) 


Last Minute News Flashes 


Tatham-Laird Resigns Admiral; To Get Norge? 


CuHIcaco, Oct. 8—Tatham-Laird this week resigned the “white 
goods” advertising of Admiral Corp. (worth about $1,000,000 in bill- 
ings), which it has handled since 1948. At the same time, ADVERTISING 
AGE learned that Norge division of Borg-Warner Corp. (now with J. 
Walter Thompson Co., Chicago) will probably announce a new agency 
next week, with Tatham-Laird reportedly the likely choice, although 
Lennen & Newell and Campbell-Mithun—and possibly others—are still 
in the running. Judson S. Sayre, who became president and general 
manager of Norge this summer, was the first client of Tatham-Laird 
in 1946, as president of Bendix Home Appliances. 


Art Porter Leaves Leo Burnett to Join JWT 


Cuicaco, Oct. 8—Arthur A. Porter, v.p. in charge of media at Leo 
Burnett Co., will become v.p. and media director of J. Walter Thomp- | 
son Co., New York, on Dec. 1. He will fill the position that has been 
vacant since George C. Dibert, v.p., moved to the agency’s Chicago 
office (AA, April 19). Dr. Seymour Banks, formerly media supervisor 
at Burnett, has been named manager of the agency’s media depart- 
ment. Mr. Porter joined Burnett as director of research in 1945. 


Paul Masson Wines, Brandies Go to Geyer 


New York, Oct. 8—Fromm & Sichel has moved its Paul Masson 
line of domestic wines, champagnes, vermouths and brandies from 
Weiss & Geller to Geyer Advertising. Its Christian Bros. wines and 
brandies remain with Kelly, Nason. 

(Additional Neus Flashes on Page 101) 


New York, Oct. 8—Cecil & Pres- 
brey, which last year billed an 
estimated $21,500,000, was in the 
process of dissolution this week 
(AA, Oct. 4), with people and ac- 
counts moving, or getting ready to 
move, from 247 Park Ave. 

It was expected that Philip Mor- 
ris & Co. would announce momen- 
tarily the agency which would 
pick up where C&P leaves off on 
Marlboro cigarets and Bond Street 
tobacco. 

A spokesman for the cigaret 
company said C&P had done “an 
outstanding job” on a_ current 
Marlboro test campaign. He inti- 
mated that David G. Lyon, v.p. at 
C&P, and others at the dissolving 
agency who worked on Marlboro, 
would turn up at the new agency. 

Cunard Steamship Co. said to- 
day it has sent out a questionnaire 
to more than a dozen agencies, 
and expects to name the successful 
survivor within a few weeks. Cu- 
nard, whose magazine advertising 
is handled by Kelly, Nason, will 
retain the two-agency setup, with 
the C&P replacement doing news- 
paper advertising. 


# Cunard said its questionnaire is 
based on one which appeared in 
the Sept. 27 issue of ADVERTISING 
AGE in connection with a front- 
page story detailing how Pullman 
Co. selected a new agency (Mac- 
Farland, Aveyard) with the help 
of Buchanan-Thomas Advertising 
Co. 

Necchi Sewing Machine Sales 
Corp. and Elna Sewing Machine 
Co. were expected to announce the 
appointment of Biow Co., which 
recently gained ex-C&P v.p. Jack 
Tarcher, along with Benrus Watch, 
Seeman Bros., Julius Wile and 
other accounts. 

The Mennen Co. (Foam shave 
and Aftashave) today confirmed 
AA’s report of last week that it 
was moving to McCann-Erickson, 
effective next Jan. 1. 

Topps Chewing Gum Inc., 
Brooklyn (Clor-Aid and Bazooka 
gum) is expected to move to Grey 
Advertising, where the Block Drug 
products and V.P. Samuel Dalsi- 

(Continued on Page 101) 


Grunow Buys Ward, 


Goes International 


New York, Oct. 8—Victor 
Grunow Co., Toronto and Mon- 
treal, Canada’s largest market re- 
search organization, has purchased 
the Patricia Ward Co., and will 
open offices at 11 W. 42nd St. here 
next week. John Myles, Grun- 
ow’s Montreal manager, will as- 
sume control of the New York 
operation. 

Mrs. Ward, who is retiring from 
active business life because of ill 
health, will join her husband in 
San Francisco. She established her 
organization here in 1944 and 
numbers among her clients Amer- 
ican Telephone & Telegraph Co., 
Federated Department Stores, Bell 
Telephone Co. of Pennsylvania, 
New England Telephone Co. and 
several advertising agencies, in- 
cluding Doyle Dane Bernbach and 

Cunningham & Walsh, 
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Orchid Walls & Lavender Caddie... 


Coast Realtor Expands Nationwide 
Via Big Space on Classified Pages 


By Kenneth R. MacDonald 
San FRANCIscO, Oct. 6—Forced 
into starting his own business sev- 


en years ago by lack of experience | 


or trade, William E. Cohan, one- 


time Hollywood stunt man, is now 


irritating real estate circles and 
Better Business Bureaus. 

He also is enriching major met- 
ropolitan newspapers by his ex- 
tensive and expensive use of full- 


| page classified advertising to sell 


rea] estate. 

Mr. Cohan, rosy-cheeked Irish- 
man with a flair for fine clothes 
and colorful surroundings (they 
include 12 beautiful girls—the en- 
tire staff of his Pacific Empire 
Co.), told AA he is now spending 
between $2,500 and $3,000 a 
month for advertising in 15 major 
newspapers. He spends another 


. | $2,500 to $3,000 a month on direct 


mail. 


‘|}@ “Our direct mail advertising 


+ |campaigns produce the properties 


= 4 
$ 
t 


CONNIE KONOPIK, Pacific Empire’s 
advertising manager, doubles as a 


model to sell this yacht. 


for listings,’ he explained, “and 


| our classified newspaper advertis- 


ing helps to sell the properties.” 
Approximately $3,000,000 worth 
of real estate, ranging from a gold 
mine on the Rogue River to a 
worm farm in the Valley of the 
Moon, is sold each year directly or 


‘jindirectly by Pacific Empire Co., 
1} according to Cohan. 


“And newspaper advertising is 
the heart and foundation of our 
entire business,” declares Cohan, 
whose colorful career has also in- 

(Continued on Page 94) 


Films and Tapes Cause Cut-Rate Networks 
to Mushroom in Both Radio and Television 


San Dieco, Oct. 6—At the rate 
independent networks are being 
formed in both radio and tv, time 
buyers should be in clover by 
1955—if the various new schemes 
come off. 

Latest entrant is National Film 
Network, now being formed by 
two executives of XETV, Channel 
6, Tijuana, Mexico. National Film 
Network is in competition not only 
with the Big Four tv webs, but also 
with Lee International TV Net- 
work, another film web recently 
formed at Madison, Wis. (AA, 
Aug. 16). Both of them claim to 
be a “5th major network.” 


Burlington to Sell 


Palm Beach Division 


New York, Oct. 6—Burlington 
Mills Corp., which recently bought 
control of Goodall-Sanford Inc., 
plans to sell the Palm Beach Co. 
to a group headed by Elmer Ward, 
former president of Goodall-San- 
ford. The Palm Beach firm is a 
Goodall-Sanford subsidiary. 

According to plans announced 
this week, Burlington will retain 
ownership of “Palm Beach” and 
other trademarks, but will license 
them to the Ward group for 20 
years. Goodall-Sanford will con- 
tinue to supply fabrics for men’s 
clothes made by Palm Beach. 


Henry Rauch, exec. v.p. of Bur-}| 


lington, told a Goodall-Sanford 
stockholders meeting that 
Ward and his asscciates had made 


the best offer for Palm Beach Co. | 


s Elmer Ward Jr., ad director of | 


Palm Beach Co., this week ap- 
pointed Charles A. Thompson ad 
manager and director of public re- 


lations for the firm. Mr. Thomp- | 


son was ad manager of Goodall 
Fabrics Inc. from 1948 to last July, 
when he joined Palm Beach. 

Mr. Thompson told AA that no 
major changes are planned in 
Palm Beach advertising. He said 
that Palm Beach men’s suits will 
continue to be advertised strong- 
ly in newspapers. He did say, how- 
ever, that a new campaign for 
sportswear will break this winter, 
with pages scheduled for The New 
Yorker and Sports 


Mr. |} 


Headquarters of the latest ven- 
ture in tv networking are at 
XETV’s San Diego sales and pro- 
gramming offices at 1229 Park 
Blvd. The principals—Julian M. 
Kaufman, general manager of 
XETV and former station manager 
of KPHO-TV, Phoenix, and Gil 
Lee, sales manager of XETV—re- 
cently filed incorporation papers 
for the network with the Califor- 
nia secretary of state. 


a Mr. Kaufman told ADVERTISING 
AGE he will call an organizational 
meeting within 30 days at Los An- 
geles, and that present prospects 
are for an “early start’ of NFN 
as a West Coast operation of eight 
to 12 major independents. Even- 
tually, the organization hopes to 
have 50 affiliates. 

According to present plans, the 
network will work this way: 

It will be owned by its station 
members. Film distributors would 
initially, at least, become its sales 
organization. They would sell their 
top films directly to national ad- 
vertisers with assurance from NFN 
that Class A time would be cleared 
on all stations. 

The stations would sell this time 
to national advertisers at any- 

(Continued from Page 6) 


| J. JAY HODUPP has been named v.p. 


in charge of merchandising and 
advertising of Personal Products 
Corp., Milltown, N. J. Formerly 
v.p. in charge of sales and mer- 


Illustrated. 


chandising of John B. Stetson Co., 
| Philadelphia, he succeeds Robert 


W. Johnson Jr., who has moved to | 


Ruthrauff & Ryan handles the|the executive committee of John- 


Palm Beach account. 


son & Johnson, the parent company, 
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GLORIFIED SITTING—Herman Miller Furniture Co., Zeeland, Mich., is 
kicking off its advertising and dealer promotion of Charles Eames- 
designed chairs with this b&w bleed spread in October House Beau- 
tiful, to be repeated in November Living for Young Homemakers. 
Alfred Auerbach Associates, New York, is the agency. 


PHILADELPHIA, Oct. 6—More than 
a little fed up with what he calls 
“jabberwocky” in marketing re- 
search, Albert J. Wood, president 
of the market research company 
bearing his name, took 800 lines 
in yesterday’s Wall Street Journal 
to print an “open letter” to presi- 
dents and research directors. 

Mr. Wood, who was one of the 
pioneers of motivation research 
(he calls it motivation analysis), 
begins his letter with a four-line 
verse from Lewis Carroll’s “Alice 
in Wonderland” to illustrate the 
“jabberwocky” in market research 
as evidenced by stories recently 
published by the Journal, Business 
Week and Modern Industry, among 
others. 


# “As reputable marketing re- 
searchers we have tried to steer 
clear of this mish-mash of contro- 
versial ‘Who Struck John’ breast- 
beating and journalistic competi- 
tion over something made to ap- 
pear new, intriguing and ultra- 
sophisticated,’ he wrote. “But 
| finally, in the interest of our many 
clients and the profession, we are 
‘forced reluctantly to insert some 
‘FACTS into the picture. We do not 
want you to think that Marketing 
Research is no longer a practical 
usable tool for practical marketing 


Postal ‘I-Men’ Join 
G-Men and T-Men on 


TV's Program Menu 


WASHINGTON, Oct. 7—With the 
premiere tonight of a half hour 
weekly program, “The Mail Story” 
on the ABC-TV network, the Post 
Office Department joined the 
ranks of government agencies 
which have become sources of 
television program fare. 

The post office program, pro- 
duced by Prockter Television En- 
terprises Inc., draws on the files of 
the inspection service, the oldest 
investigating unit of the federal 
government. Its cases cover a var- 
iety of subjects involving violation 
of postal laws. 

Opening show in the _ series 
dramatized the case of an Atlanta 
dentist who received a series of 
anonymous threatening letters and 
cards. The inspection service even- 
|tually traced the source to a for- 
mer patient. 

The program opened live on 32 
stations, with delayed broadcasts 
set for six others. While it started 
as a sustaining program, officials 
said it is available for sponsorship. 
‘Postmaster General Arthur Sum- 


| 


,merfield appeared on _ tonight’s 
‘broadcast to express delight that 
the public will have an opportunity 
to see a series of cases emphasizing 
the care and skill exercised in 


safeguarding the mail. 


Market Analyst Takes ‘Jabberwocky’ Ad to 
Lash ‘Mome Raths’ of Motivation Research 


executives.” 

He pointed out that A. J. Wood 
& Co. has been applying the study 
of motivations in its marketing re- 
search for some time; in fact, “we 
started using this tool when most 
of the present practitioners were 
still having their professional mar- 
keting research pants held up by 
safety pins, and developing those 
infantile inhibitions and frustra- 
tions which they now seek to un- 
cover in others.” 

Mr. Wood then outlined the his- 
tory of market research beginning 
with “nose counting,” which he 
claimed proved that a standardized 
questionnaire and reliable sam- 
pling methods could reflect buying 
behavior within a degree. 

After that came the search for 
“why,” which he describes as the 
“reclining couch approach.” This 
also brought about some benefits, 
because it revealed that by the ap- 
plication of some realistic psycho- 
logical techniques, many real rea- 
sons why people did things could 
be brought to light. 


s However, too many marketing 
researchers then did away with the 
standardized questionnaire and 
reliable sampling and began 
praising the “reclining couch ap- 
proach” as something to be used 
alone. 

Wood & Co.’s_ solution, he 
insisted, is a combination: “why” 
people do things, and aiso “how 
many.” 

“ ‘Psyche’ is not behind all pur- 
chases,” Mr. Wood continued. “In 
fact, millions of people aren’t buy- 
ing your brand simply because it is 
faulty in comparison to other 
brands, and not because it reminds 
them of the time their mother beat 
the old man over the head with a 
frying pan. 

“You can’t change people, but 
you can darn well change your 
product, distribution and advertis- 
ing to suit people. ..,” he added. 


RCA Forms Color Department 

A special RCA color kinescope 
operations department, devoted 
exclusively to the engineering and 
manufacturing of color television 
picture tubes, has been estabiished 
by the tube division of RCA in 
Lancaster, Pa. Harry R. Seelen, as- 
sociated with RCA tube engineer- 
ing and manufacturing for nearly 
25 years, has been named manager 
of the department. 


Diehl Consulting Co. Bows 


M. H. Diehl, formerly sales man- 
ager of Kable News Co., New York, 
and more recently sales manager 
of Almat Publishing Co. New 
York, has formed a magazine con- 
sulting service, Diehl Magazine 
Consulting Co., at 55 W. 42nd St., 
New York. 
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Furniture Campaign 
Will Stress Eames’ 
Stripped-Down Chair 


ZEELAND, Micu., Oct. 6—Herman 
Miller Furniture Co. has scheduled 
33 insertions in 11 publications to 
spearhead its ad campaign for 
modern chairs designed by Charles 
Eames, industrial designer and 
architect. 

The program was launched with 
a b&w bleed spread in October 
House Beautiful, which will be re- 
peated in November Living for 
Young Homemakers. The chairs, 
upholstered with Naugahyde, were 
featured by the U. S. Rubber Co. 
with a color page in September in 
House Beautiful. 

Other magazines which will car- 
ry the Miller ads are Architectur- 
al Forum, Architectural Record, 
Business Week, Furniture World, 
Institutions, Interior Design, In- 
teriors, The New Yorker and Re- 
tailing Daily. These will be b&w 
pages and spreads. 

Dealer aids include a four-color 
polyhedron display unit 36” in di- 
ameter, designed by Mr. Eames to 
be hung over a circle of chairs as 
an attention-getter in retail store 
displays. 

Also available are mats of the 
chair collection and_ individual 
chairs, a four-color postcard for 
dealer mailings, a four-page bro- 
chure giving display suggestions, a 
sales training brochure and hang 
tags. 

Alfred Auerbach Associates, 
New York, the agency, worked up 
the advertising and dealer promo- 
tion with the company and the de- 
signer. 


GE Market Research 
Spots Dim Bulb Idea 


Before Production 


BUFFALO, Oct. 6—General Elec- 
tric Co.’s lamp division can prove 
that market research can _ boost 
profits and avoid losses. 

Allen K. Gaetjans, the division’s 
market research manager, told the 
local American Marketing Assn. 
chapter of an instance in which 
$4,500 spent on a research project 
saved the company at least $100,- 
000. The studies revealed that a 
proposed night light would not sell 
well. It was dropped before pro- 
duction started. 

In another case, he said, a rela- 
tively small amount spent to 
measure consumer reaction indi- 
cated that buyers were ready to 
spend 5¢ more for a lamp with in- 
side frosting than for an unfrosted 
bulb. The company, therefore, 
went into production of the new 
item at a profit. 

Mr. Gaetjens also noted that 
30% of the division’s lamp busi- 
ness today consists of sales of 
products developed and introduced 
since the end of World War II. 


Allegheny, Capital 
Airlines Work Out 
Co-op Ad Scheme 


WASHINGTON, Oct. 5—Allegheny 
Airlines and Capital Airlines have 
agreed to share the cost of pro- 
moting business between cities on 
each other’s routes. 

A series of cooperative ads for 
three months beginning in January 
will be used in cities along the 
routes of the two lines pointing out 
that they exchange passengers at 
Pittsburgh, Cleveland and Wash- 
ington. 

The cooperative arrangement is 
|based on the finding that about 
|40% of Allegheny’s passengers fly 
to points on Capital’s system. Un- 
der the plan, the two firms are to 
share costs of advertising in 18 
‘communities on the Allegheny 
| system. 
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LEGAL NOW-—Salt Lake City failed 
to ban ads like this when the court 
overruled the city law prohibiting 
price copy in optical goods ads. 


Kill Salt Lake City 
Effort to Ban Price 
Copy in Optical Ads 


Sat LAKE Clty, Oct. 6—Salt 
Lake City can’t make laws barring 
the listing of prices in ads, a court 
has ruled. 

The Board of City Commission- 
ers has passed an ordinance ban- 
ning advertisements listing prices 
for prescription optical goods. It 
also would have barred offering 
any optical goods at cut-rate prices 
or free. 

Goggles, sun glasses and toy 
glasses were exempted in the leg- 
islation. 


s At the time the act was passed, 
the city attorney expressed doubts 
of its legality. Third District Judge 
A. H. Ellett now has agreed with 
him, ruling on an_ injunction 
sought by King Optical Co. 

Judge Ellett ordered the city 
not to enforce the ordinance, rul- 
ing that the price of optical items 
had no necessary relationship to 
their quality. 

“The ordinance is not a good one 
and does not have any basis in 
the health, welfare or safety of 
the public,” he commented. 

Propenents had argued that the 
law was needed to protect the 
public against what they called 
unscrupulous advertising. Opera- 
tors of King Optical Co. contended 
that the legislation violated their 
constitutional right to advertise 
the price of their merchandise. 


Dr. Pepper Names 
Grant; Dad's Root 
Beer Seeks Agency 


DALLAS, Oct. 6—Dr. Pepper Co. 
today named Grant Advertising to 
handle its advertising. For the past 
five years Ruthrauff & Ryan has 
been handling the soft drink 
maker’s account. 

At the same time, Grant and 
Dad’s Root Beer Co., Chicago, 
agreed to terminate their associa- 
tion. Grant has been handling this 
account for a little more than a 
year. 

Dad’s announced that the end of 
its association with Grant would be 
effective in the latter part of 
November. It also said that it has 
been interviewing agencies for the 
past several months, and that it 
will make its choice soon among a 
final three agencies. 


International Shoe Buys Firm 

International Shoe Co., St. Louis, 
has acquired Savage Shoes Ltd., 
Preston, Ont. Edgar E. Rand, In- 
ternational president, said Savage 
will continue to operate as a sepa- 
rate corporate entity, with no 
change in management or policy. 
Savage Shoes operates six plants 
in Canada. 


Pennsylvania Bars 
Sports, Automobiles 
in Wine, Liquor Ads 


HARRISBURG, Pa., Oct. 6—Distil- 
lers and vintnors have been asked 
by the Pennsylvania Liquor Con- 
trol Board to “dissociate action 
pictures of sports or motoring 
from the drinking of intoxicants” 
in their advertising. 

In a restatement of its adver- 
tising rules, the PLCB has sent 
suppliers a 14-point list of “board 
policies” to govern the preparing 
of ad copy. 

The rules prohibit any tie-in 
with either the state or other 
groups of licensees, such as retail- 
ers, and ban trade promotion copy 
which would show how well one 
individual licensee or establish- 
ment did with a specific brand. 

Santa Claus and biblical char- 
acters remain taboo. Direct mail! 
also is prohibited, and “advertise- 
ments should avoid juvenile and 
feminine appeal.” 

While the board has no hard rule 
requiring all ad copy to be sub- 
mitted for prior approval, it con- 
siders such procedure “desirable.” 


$80,000 Campaign 
Mapped for Apples 


WENATCHEE, WaAsH., Oct. 7—Fall 
promotion of Washington State ap- 
ples will open Nov. 10 with the 
smallest budget since 1951. 

Scheduled to be spent in Novem- 
ber and December is $80,000—40% 
of the ’54-’55 appropriation—with 
the remainder allotted to the 
January through May campaign. A 
small crop this year cut the bud- 
get, which is based upon 3¢ per 
box levied upon growers by the 
state commission. 

The fall campaign is headed by 
a series of 13 participations on 
“Today” (NBC-TV) over a 21-city 
network in the South and Mid- 
west. First of these will be aired 
Nov. 10. 

Six or seven newspaper ads will 
run in 33 cities and outdoor boards 
will be used in 33 cities. 

Cole & Weber, Seattle, 
agency. 


is the 


Crosman Names Welsh A.M. 

Shepherd Welsh, formerly with 
Fuller & Smith & Ross, New York, 
has been named advertising and 
sales promotion manager of Cros- 
man Arms Co., Fairport, N. Y., 
maker of pellet gun target rifles 
and pistols. 


N.Y. GOP Names Ellington 
Ellington & Co., New York, has 

been named to handle the New 

York State Republican campaign. 


o — 


AFA SOUTHERN WINNERS—Shown receiving the Advertising Federation 
of America’s 1954 award for “advertising which has contributed 
most to the economy of the South” are Theron Brown (right), sales 
manager of J. D. Jewell Inc., Gainesville, Ga., and Harry Crawford, 
head of Jewell’s agency, Crawford & Porter, Atlanta. Advertising 
by the pioneer broiler poultry distributor is pinpointed across the 
country from Tucson to Pittsburgh, and concentrates on tv and 
radio spots and newspapers. 


Cuicaco, Oct. 4—William K. 
Beard Jr., president of the Asso- 
ciated Business Publications, today 
called on business paper salesmen 
to approach advertising agencies 
with a fresh and unprejudiced 
point of view. 

Mr. Beard made his appeal at an 
all-day sales clinic sponsored 
by the Chicago Dotted Line Club 
of the ABP. 

In order to acquire this “fresh” 
approach, Mr. Beard said, the rep- 
resentative must become aware of 
the agency man’s interest in ad- 
vancing his own interests. He said 
that so far representatives have 
shown an awareness only of the 
clients’ interests and of their own. 


= “You can’t sell the agency man 
on a two-sided proposition—your- 
self and the client,” he pointed out. 
“You must sell him on his own in- 
terest also.” 

Mr. Beard called this the “third 
dimension” in selling through 
agencies. 

He stressed that it is necessary 
for the business paper salesman to 
find out what makes the agency 
tick. Also, before trying to sell the 
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CHEESE TIE-INS—National cheese month promotions like this 1,000-line 


heese Co., Philadelphia, will offer 


free crackers in Trenton, N. J., and Wilmington, Del., tests. The ad 
will appear Oct. 13, after which the campaign will move on to 
Baltimore, Washington, Philadelphia and other eastern markets. 
Five cheeses are also tied into beer sales in the Anheuser-Busch 


at right. 


Improved Agency Relations, Idea Selling 
Stressed at Business Paper Sales Clinic 


agency, the salesman must under- 
‘stand what the agency’s strategy 
is on the particular account in 
question. Then, he should figure 
,out how he can help the agency 
and how he can fit his publica- 
tion’s story into this strategy. 

He added that if the salesman 
does not agree with the agency’s 
strategy for its client, he should 
tell the agency so and then go and 
see the client. 


s Mr. Beard also proposed other 
measures which will help the bus- 
iness publication get along with 
the agency: 

First, he said, the publication 
should keep in-mind that the agen- 
cy lives on billings. 

“We can help them swell the 
billings on their account,” he said. 
“Not just by adding our own book, 
but by increasing their potential 
billings.” 

As an example of what he meant, 
he cited his own experience when 
he was working for McGraw-Hill 
in Cleveland. At that time, he per- 
suaded Meldrum & Fewsmith to 
place ads for Willard Storage Bat- 
tery in a McGraw-Hill book on 
the basis that if the campaign 
worked out there, the farm market 
could be tapped for the company, 
and additional billings in farm 
publications would come to the 
agency. The agency agreed to try 
it, and consequently was able to 
expand its billings into many farm 
publications. 


s Another thing the salesman can 
do, he said, is appeal to the agency 
man’s pride. Many people in agen- 
cies are “artistic geniuses,” he 
said. By appealing to their pride in 
their work, an agency might be 
persuaded to expand a page ad in- 
to a spread, he pointed out. 
Finally, he said that while the 
media department is the sales- 
man’s first stop in the agency, it 
shouldn’t be his last. The salesman 
should go on and make contact 
with other departments. The value 
of this lies in the help the salesman 
can give the agency, such as back- 
ground material and advice to the 


technical publication. Also, 
salesman should remember that 
the pitch he gives the media buyer 
is not the same as the pitch given 
(Continued on Page 49) 


copy man preparing an ad for a' 
the 


FTC Says Revion 


Must Share Its 


Beauty Jobbers 


WasHINGTON, Oct. 5—The Fed- 
eral Trade Commission issued two 
important decisions today clarify- 
ing its attitude toward exclusive 
dealing and “tying-in” contracts. 

In one case, it said exclusive 
dealing contracts used by Revlon 
Products Corp. for cosmetics sold 
through jobbers are illegal because 
they prevent competitors from 
having “full coverage” of the 
beauty shops which are important 
users of beauty preparations. 

A second case, involving the use 
of tying-in contracts by Insto-Gas 
Corp., Detroit, was tossed back to 
the examiner for further hearings. 
The commission took the position 
that the use of tying-in contracts is 
not conclusive presumption of 
guilt, unless there is supporting 
evidence that the contracts sub- 
stantially lessen competition or 
tend to create a monopoly. 

Both opinions were written by 
Commissioner Lowell Mason. 


@ In the Revlon case, FTC exam- 
ined exclusive dealing franchise 
contracts which had been used 
since 1948. The contracts involved 
176 of a total of about 1,500 beauty 
supply jobbers, but FTC noted 
that Revlon jobbers are acknowl- 
edged to be “the very best jobbers 
in the field.” 

The opinion explains that beauty 
supply jobbers provide the best 
method for selling cosmetic prod- 
ucts to the 100,000 beauty shops in 
the country and that selling direct, 
which requires a large sales force, 
is impractical, especially for small- 
er cosmetic houses. 

“Thus,” it says, “these small 
houses are largely dependent on 
these jobbers to give them access 

(Continued on Page 102) 


Junior Wassailers 
Will Get Rum-Free 
Holiday Egg Nog © 


CINCINNATI, Oct. 7—If things go 
well for G. P. Gundlach & Co., 
dairy consultant, the kiddies will 
be drinking the egg nog this 
Christmas. 

Gundlach has developed a com- 
mercial egg nog of the kind that 
never sees the inside of a punch- 
bowl. Labeled 
Henny Penny 
(for Henny 
the Hen and 
Penny the 
Cow), the 
new milk 
arink _ tastes 
much more 
like milk than 
rum, and also 
has a far low- 
er spice con- 
tent than most 
Previous 


blends. 

Convinced that it has something 
in a “mild, smooth” egg nog aimed 
at child and mother, Gundlach has 
started a four-month dairy trade 
promotion which it hopes will 
snowball into a $500,000 campaign 
before New Year’s Day is over. 


® Through its own house agency, 
Gundlach opened a drive to fran- 
chise dairies last month with pages 
in five trade journals: American 
Milk Review, Milk Dealer, Milk 
Plant Monthly, Southern Dairy 
Products Journal and Western 
Dairy Foods Review. At the same 
time it sent a mailing to 6,000 
dairies offering them a franchise to 
produce the drink, together with 
(Continued on Page 103) 
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D’Arcy Gets General | 
Tire & Rubber Co. 


Plastic Divisions 


(Continued from Page 1) 
plants at Jeannette, Pa., and Mari- 
on and Wabash, Ind. Later this 
fall, it will begin production of | 
basic chemicals in a new $6,000,- 
000 polyvinyl chloride plant at 
Ashtabula, O. 

The new accounts will be han- 
died by the Cleveland office of 
D’Arcy. Media will include na- 
tional magazines, newspapers, ra- 
dio and tv and business papers. 

H. B. Humphrey, Alley & Rich- 
ards, Boston, had the former Bolta 
Products Sales Inc. account and 
Beeson & Reichert, Toledo, han- 
dled Textileather Corp. 


Kammann-Mahan Adds One 
General Magnesite & Magnesia 

Co., Plymouth Meeting, Pa., a sub-| 

sidiary of Philip Carey Co., Lock- 


CHARLES B. AVERY has been appointed 
West Coast promotion manager of 
Chrysler Corp. He formerly was 
with McCann-Ericksen as West 
Coast account executive on the 
Chrysler account. 


land, O., has appointed Kammann- 
Mahan, Cincinnati, to handle its 
advertising. 


‘Business Week’ Names 
Kramer Managing Editor 

Kenneth Kramer, executive edi- 
tor of Business Week, New York, 
since 1946, has been named man- 
aging editor of the publication. 
He succeeds Edgar A. Grunwald, 
who has been appointed to the 
publications division staff of Mc- 
Graw-Hill Publishing Co. to di- 
rect special publishing studies. 

Before joining Business Week, 
Mr. Kramer was Washington rep- 
resentative for the American Iron 
& Steel Institute and the Auto- 
motive Council for War Produc- 
tion and has been associated with 
the Wall Street Journal and Bozell 
& Jacobs. 


Meltzer Advertising Adds 2 

B & M Meat Co., processor of 
Manhattan smoked and processed 
meats, and Vega Electronics Corp., 
both in Los Angeles, have named 
Richard N. Meltzer Advertising, 
San Francisco, to handle their ad- 
vertising and merchandising. 


1,310,000 


IOWA PEOPLE 


read THE 


DES MOINES SUNDAY 
REGISTER 


(more than 500,000 cepies) 


68.4% Coverage of a Statewide market... 


(all lowa people 15 years of age and older) 


. . . as reported by the Advertising Research Foundation in its first 
statewide audience study of 14 Sunday newspapers circulating in Iowa. 
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Marketing research merger forms 
largest such firm in U. S. as 
Crossley Inc. and Stewart, Dou- 
gall join 

Plum-picking begins as $21,500,000 

_in billings fall from the dis- 
integration of Cecil & Pres- 
EE oi ceiahore ota. c auee aoheee weed Page 1 

Real estate operator expands from 
San Francisco to the rest of the 
U. S. with big classified ads and 
an all-girl staff 

Research jabberwocky is assailed 
by Albert Wood, who buys an 
ad to state his views on mo- 
tivation studies 


Exclusive dealing contracts of Rev- 
lon are declared invalid, FTC 
rules in one of two clarifying 
rulings 

State of Washington apples will 
spend $80,000 on advertising 
through December, as small crop 
cuts the budget levy ....Page 3 

Crowd is not a team, AA com- 
ments in an editorial on the ra- 
pid sublimation of Cecil & Pres- 
ee rere errr Page 12 

Denver business newspaper sur- 
vives to mark its fifth anniver- 
sary, despite a tendency to 
needle its advertisers ..Page 16 

Mail order nurseries are targets 
of another blast by St. Louis 


Better Business Bureau, which 
distrusts their ads ...... Page 20 
Distributor blames manufacturers 
and other distributors for mis- 
leading advertising of home ap- 
pliances 
Chicago wholesaler’s campaign 
offers 100% of original cost of 
old tires traded in for his most 
expensive line ........ Page 22 
Meredith Publishing Co. registers 
a new high in revenue—$41,- 
299,000—and in net earnings— 
$3,482,000—for year ....Page 24 
Beer-drinking announcers may be 
eliminated from commercials if 
NARTB’s proposed anti-drink 
proposal goes through . .Page 36 
Insurance admen are told their 
nomenclature is confusing pros- 
pects—women think premiums 
are something free ....Page 42 
Sub-distributor of tv films is 
latest attempt of syndicators to 
cut costs of distribution and 
reach small markets ....Page 43 
Canadian market is still growing, 
and the nation spent $15 billion 
for industrial goods in 
ME citkbheeneveadwe aan Page 63 
Confederate dollars rise again as 
General Mills gets okay of Yan- 
kee government to pack them in 
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THE DES MOINES SUNDAY REG:ISTER 


...an "A" schedule Newspaper in an "A-I" mar: et 
GARDNER COWLES, President 


Represented by: 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philacelphia 
Doyle & Hawley—tos Angeles and San Francisco 


ee 


Advertising Market Place ...102 
Coming Conventions ......... 91 
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Department Store Sales ..... 57 
POS OTC TEC. 12 
Employe Relations .......... 86 
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Looking at Radio & Television 84 
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Photographic Review ........ 98 
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Salesense in Advertising ....83 
This Week in Washington ... .48 
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Van Volkenburg Heads AFA 
Ad Week Committee 

J. L. Van Volkenburg, presi- 
dent of CBS Television, will be 
general chairman of the Adver- 
tising Federation of America’s 
committee that is working with 
the Advertising Assn. of the West 
in co-sponsoring National Adver- 
tising Week, Feb. 13-19, 1955. 


The volunteer task force agency 
for AFA’s portion of the observ- 
ance is Foote, Cone & Belding, 
New York, with Roger Pryor act- 
ing as account executive. 


Brudno & Bailey Moves 


Brudno & Bailey, Newark agen- 
cy, has moved to expanded quar- 
ters at 744 Broad St. 


It is literally true that s¢p r actice 


COLLINS MILLER & HUTCHINGS, Inc. 


eAmerica’s Finest Photoengraving Plant 
| 207 North Michigan Avenue, Chicago 1 


makes 


perfect.” 
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The Chicago Daily News is known as 
Chicago’s home newspaper .. . for 78 years 
it has been planned and printed for the 
home ... and has earned the respect of Chi- 
cago-area families down through the years. 

The new “For and About Your Home” 
package is a fine example of how the Daily 
News lives up to its time-honored reputation. 

Every Friday this new feature will appear 
in the Daily News. . . timed 
just right so that readers 
and advertisers alike will 
enjoy its suggestions and 
pulling power respectively 
over the weekend. Saturday 
and Sunday are the days when Mr. and Mrs. 
Homemaker shop and do things for their 
home. Now, in Chicago, Friday is the day 
they can learn what to do and how to do it. 


& oS 


for Daily News readers and advertisers 


. a 
oy. 


“For and About Your Home” will feature 
thorough coverage on: Do-It-Yourself, the 
popular new trend . . . Building, material 
and construction . . . Real Estate, written 
primarily for the reader instead of the trade 
. . . Garden Care, to be a year-round fea- 


ture . . . Decorating, especially helpful for 
the women . . . Appliance and Furniture 
news ... What’s News in Home Products, 


plus suggestions on home 
repair. 

_ It’s truly a prize package, 
scheduled every Friday for 
Chicago-area home-owners 
and home-owners to be... 
another example of the continuing service 
that’s maintaining the place of the Daily 


News as Chicago’s HOME newspaper. 


CHICAGO DAILY NEWS 


the Only GROWING Newspaper in Chicago 


DAILY NEWS PLAZA, Chicago 6, Illinois 


NEW YORK MIAMI 


DETROIT 
45 Rockefeller Plaza 121 S.E. First Street Free Press Building 703 Market Street 


SAN FRANCISCO LOS ANGELES 
1651 Cosmo Street 
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to increase sales...and decrease costs 


advertise more in newspapers 


tising budget.” 


Published in the interest of all newspapers by 
Moloney, Regan & Schmitt 
Representing Newspapers Only 


Donal J. O’Brien, Vice-President and 
Director of Advertising and Sales Pro- 
motion of Hiram Walker Incorporated, 
has this to say about newspapers, “In 
my experience, the closer an ad gets to 
the actual point of sale, the more effec- 
tive it can become. This is particularly 
true with ads for package goods such 
as alcoholic beverages. 
provide this close contact and in addi- 
tion they make it possible to individu- 
alize a campaign for a market. 


“For this reason, I feel newspapers will 
always be one of the first mediums to 
be considered in setting up an adver- 


Newspapers 


Donal J. O’Brien 
Hiram Walker, Inc. 


Advertising Age, October 11, 1954 


Films and Tapes Cause Cut-Rate Networks 
to Mushroom in Both Radio and Television 


If your product descriptive 


advertising is in T.R. 


it reaches the American 


Industrial Purchasing Power 


at the vital moment 


when purchase is 


first contemplated 


T.R. fills what would otherwise be a seri- 
ous void in any industrial advertising 
program...at the moment of advertising 
contact with the buyer when no other ad- 
vertising is in evidence. The vast T. R. 
clientele habitually refer to T.R. for the 


only complete picture of all sources of sup- 
ply. Try to imagine a buying man looking 
elsewhere when he has paid the substantial 
price for T.R. and its encyclopedic source- 
of-supply direction. A T.R. representative 
can give you the facts, fast. 


10,801 current T.R. Advertisers have already proven the facts 
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96% PAID CIRCULATION 


Thomas Publishing Company 
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FORMS CLOSE ALPHABETICALLY BEGINNING SEPTEMBER Ist 
Reserve Space Now for 1955 Edition 


| NFN 
‘create its own sales department 
;and buy films direct, eliminating 


(Continued from Page 2) 
where from 50% to 25% off their 
rate cards. They could do this, said 
Mr. Kaufman, because now they 
are getting nothing for such time. 
In return, they would benefit by 
the creation of valuable adjacen- 
cies, he added. 


a Mr. Kaufman said he met with 
representatives of all the maior 
‘ilm distributors in Los Angeles 
‘ast week to go over the plan. He 
said that several of them are en- 
-husiastic about the idea, though 
he admitted that some others are 
cool. 

This is due, he explained, to the 
feeling among distributors that if 
is successful it will later 


the distributor. 

Mr. Kaufman observed that, 
while NFN will welcome smaller 
stations, the primary aim will be 
to serve the large independents in 
multi-station markets. An invita- 
tion to affiliate went out last week 
to 126 independents across the 
country. 


@ On the question of who :s‘to be 
the “fifth major network,” Mr. 
Kaufman commented that he did 
not know the plans of Lee Inter- 
national, but regarded NFN’s pros- 
pects as “brighter.” 

In Madison, R. L. Kulzick, agen- 
cy president who is setting up Lee 
International, told AA that there 
has been a delay, due to “unexpec- 
ted production problems,” in get- 
ting that network on the air. As a 
result, the airing of its first films 
has been moved up from Sept. 26 
to an undisclosed date. 

As to Mr. Kaufman’s comparison 
of the prospects of the two “fifth 
network” aspirants, Mr. Kulzich 
commented: “We have our Cali- 
fornia stations lined up; we aren’t 
worried.” 


a At the radio sales end, “group” 
offerings seem to be the coming 
thing. 

Latest on the horizon is the Na- 
tional Saturation Group, which is 
a combination of the 45 stations 
represented by John Blair & Co. 
(AA, Sept. 27). Advertisers may 
buy 24 participations weekly on 
the personality shows on these sta- 
tions for $13,940. Normallv such a 
buy on the same outlets would 


Stations claim a coverage of 75,- 
000,000 people. 

The formation of this group fol- 
lows close on the heels of the 
Quality Radio Group, an aggrega- 
tion of 24 high-power stations now 
offering a nighttime tape recorded 
service to national sponsors (AA, 
Sept. 6). This organization is ex- 
pected to be at work on sales by 
Oct. 15. 


® Robert E. Eastman, exec. v.p. of 
Blair, said the Saturation Group 
can deliver listener impressions at 
a cost of 49¢ per thousand per 
week. This is based on cumulative 
rating studies applicable to the 
stations involved. He said the 
ratings on many of the local pro- 
grams of the Blair stations are on 
the increase. 

Scheduling of the participations 
will be worked out individually 
with advertisers. The idea is to 
scatter the announcements 
throughout the broadcasting day, 
but a sponsor’s preference as to 
times and shows will be the guide 
wherever possible. 

In addition to the attractiveness 
of the group price, Mr. Eastman 
points out that the plan will make 
buying simpler for agencies since 
“only one order, one bill, one af- 
fidavit” will be needed. 

At the moment the National Sa- 
turation Group offers only this 24- 
participation package, but other 
types of buys would probably be 
accepted if there were advertiser 
interest. 


Phoenix Broadcasters Elect 
Dick Rawls, general manager of 
KPHO and KPHO-TV, Phoenix, 
has been elected president of the 
new Metropolitan Phoenix Broad- 
casters Assn., composed of repre- 
sentatives of the nine Phoenix ra- 
dio and three tv stations. Other of- 
ficers are Howard Loeb, owner of 
KRIZ, v.p., and Dwight (Red) 
Harkins, manager of KVAR and 
KTYL, secretary-treasurer. 


Distribute Drug Directory 


More than 14,000 new products 
and 38,000 product changes are 
listed in the 1955 edition of Drug 
Topics Red Book, now being dis- 
tributed to retail druggists, chain 
drug store headquarters, wholesale 
drug companies and hospital phar- 
macies. The 584-page book con- 


cost $26,342 gross. Scattered tains 140,000 listings of products 
throughout the ccuntry, these made by 7,000 manufacturers. 
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COMBINED CIRCULATION OVER 400,000 COPIES WRITE FOR RATES & MARKET DATA 


published by 
Army Times Publishing Co., 3132 M St., N. W., Washington 7, D. C. 


All 


U. S. Offices: Boston, Chicago, Los 
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HHe> THE MILITARY MARKET 
| (monthly magazine for Military Buyers) 


Angeles, New York, San Francisco. 
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Se (| CS. No other sporting 


event is followed by as many people as 
the World Series. Yet numbers alone can 
not explain the Series’ place in American 
life any more than big circulation alone 


can explain the place of The Saturday 


Evening Post. People have a very special 
affection for the Post. No other magazine 


(or the advertising it carries) gets quite the 


same warm welcome. FR ry. 


_ TOFREEDOM 


Like baseball, the uj spuliteepaeerica 
Post gets to the : 


heart of America. / a =. 


A CURTIS MAGAZINE J 
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Brown Co. Names Two V.P.s | Pqckard-Studebaker Merger OK'd; Nance, 


Samuel E. Gill has rejoined papa er Aim at Doubled Share of Market 


S. Brown Co., New York, as a v.p. 

one ange net to The prenneNt. Tae New YorK, Oct. 5—Sales and;dent of Packard Motor Car Co., 

agency also has elected Robert P. Ape sairie? 

Crane Jr. a v.p. perisetaree. of divisions of the new | head of the new $250,000,000 con- 
| Studebaker-Packard Corp. will be | cern. Paul G. Hoffman, formerly 
‘operated separately. | Studebaker chairman, is chairman 

John Shrager Inc. Moves | This was confirmed here yester-|of the new board and Harold S. 

John Shrager Inc., New York day by James J. Nance, president Vance, formerly Studebaker presi- 
agency, has moved its executive of- of the new corporation, after the dent, is chairman of the executive 
fice to larger quarters at 2 W. 46th | first meeting of the board, which 


‘committee of the new board. 
St. elected Mr. Nance, formerly presi- | 


Roche, Williams & Cleary, Chi- 
cago, is the agency for Studebaker 
cars and trucks. Packard’s newly- 
appointed agency is Ruthrauff & 
|Ryan, Detroit. Advertising plans 
'for both lines still appear to be 
unsettled, with the greatest influ- 
ence expected to stem from the 
1955 round of the Ford-General 
Motors battle and Chrysler Corp.’s 
efforts to climb back into the ring 
with the two contestants for top 
spots in the market. 


Good Typography Looks Easy 


Here Tybe Can & SERVE You 


J. M. BUNDSCHO, INC., Advertising Typographers 
= In describing plans of the new 
180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 company—the fourth full-line 
manufacturer in the automobile in- 


|dustry—Mr. Nance predicted that 


the consolidated company will, 
double its percentage of the auto- 
mobile market. It is aiming at| 
production and sale of 300,000 pas- 
senger cars in 1955, he said. 

In 1953 Studebaker produced 


186,484 cars and Packard’s output | 


was 81,341, for a combined total of | 
267,825 cars. Retail deliveries this 
year, he said, have been running | 
about 50% below last year’s level. | 

Mr. Nance also announced that | 
prices of 1955 Studebaker trucks | 
will be reduced $50 to $100 to place | 
the company’s line in a more com- 
petitive position. He said that he 
anticipated no price reductions in 
the Packard line. Studebaker has 
slashed its passenger car prices $37 
to $287. 


= The new company will under- 
take expansion into other lines, 
Mr. Nance said, but deciined to 
predict what these would be. 
“Our studies,” he said, ‘‘indicate 
promising and profitable oppor- 
tunities for Studebaker-Packard 
facilities in many fields. Some of 
these studies should mature into 


wd 24°97 € 4 Pa Ge a 
Highway Advertising 


costs only 10¢ per 1000 


net read-remembered impressions! 


For only 10¢, your brand name, trademark and selling slogan are read—and remembered—1,000 
times when you use NATIONAL Highway Advertising. You get this effective advertising at the 
lowest cost of any mass media because 46,500,000 families drive the American highways fre- 
quently. Accepted methods of computing costs prove you get this low price per net impressions 
when you use NATIONAL maintained Highway Advertising with SCOTCHLITE ® brand reflective 
sheeting. Write today to NATIONAL Advertising Company for details. 


a 
BS ATE OW 4 - 


Advertising Company 


WAUKESHA, WISCONSIN 
A Subsidiary of Minnesota Mining and Manufacturing Company 


= 19 Sales and Service branches serving the entire nation. 


Copyright 1954, National Advertising Company Lee seein eS a 
NATIONAL HIGHWAY ADVERTISING DELIVERS YOUR MESSAGE TO THE MOST PEOPLE 


AT THE LOWEST COST 


PT eG at 


Advertising Age, 


BRUCE ARMSTRONG, formerly an ac- 

count executive with Young & 

Rubicam, New York, has joined 

Burgoyne Grocery & Drug Index 

Inc., Cincinnati, as a v.p. and east- 
ern representative. 


projects for public announcement 
in the near future.” 

Every effort will be made, he 
said, to get back into the military 
business by obtaining government 
contracts. Studebaker now has no 
major defense contracts and Pack- 
ard’s jet engine work for the gov- 
ernment has been reduced to a 
pilot-line operation. 

Mr. Nance declined to comment 
on the possibilities of a merger 
with American Motors Corp., for- 
merly the Nash-Kelvinator Corp. 
and Hudson Motor Car Co. Earlier 
he had stated that his company is 
always looking into possible deals. 


# Directors approved a $70,000,- 
000 loan from a group of banks and 
insurance companies. As of Oct. 1, 
Mr. Nance said, the combined 
working capital of Studebaker and 
Packard totaled $90,000,000, com- 
bined gross assets were $250,000,- 
000 and net worth $170,000,000. 

The new company has 3,900 
dealers throughout the country. Of 
these, Mr. Nance said, 2,500 offer 
the Studebaker line and 1,400 the 
Packard line. It is expected that 
dual franchises will be established 
in certain markets. There are also 
about 700 export dealers handling 
the two lines. 

Integration of production facili- 
ties as far as practicable will be 
started promptly, Mr. Nance said. 

Studebaker-Packard has manu- 


‘facturing plants in Michigan, In- 


diana, New Jersey, California, 
Canada and Mexico. Packard 
plants are in Detroit and Utica, 
Mich.; the main Studebaker plant 
is at South Bend, Ind., with others 
in Los Angeles, New Brunswick, 
N. J., Hamilton, Ont., and Mexico 
City. 


Harold Garey Opens Offices 

Harold B. Garey has resigned as 
merchandise manager of John 
Plain & Co., Chicago wholesale 
mail order company, to form a 
manufacturing and merchandising 
consultant service, Harold B. Gar- 
ey Associates. The company head- 
quarters at 188 W. Randolph, Chi- 
cago, and also maintains an office 
in New York. 


Miracle Adhesives Elects 

Miracle Adhesives Corp., New 
York, has elected Peter Vogel v.p. 
and manager of its West Coast op- 
erations. Mr. Vogel has been west- 
ern district sales manager for the 
past two years. 


ALWAYS 
with 


Photogrophic Dealers every- 
where. 


UNlOnm ausee® & ASBESTOS CO. 
TRENTON, te. 4. 


MAKES PASTING A PLEASURE 
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| Are we failing to educate 


| them properly *? Whose fault is it i 
a if your children are not learning | 
all they should? : 


| LADIES' HOME JOURNAL SAYS... 
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“Let's attack the problems 


To stimulate citizens to act in their own 
communities, Ladies’ Home Journal devotes 12 articles 


and stories in the October issue to the question: 
"Are we in an educational recession?” 


“| Quit Teaching’”’ 


“When a man has 5 years of teaching be- 
hind him, he ought to be able to buy a pair 
of snow boots for his son without wondering 
where the money’s coming from,” says Ed 
Hough of Trenton, N. J. “But that was the 
situation I was in last year.” As a teacher, 
Ed made $3700 a year. Running a gas sta- 
tion, he’ll clear at least $5200. Ed tells why 
he gave up a life’s dream for a better life in 
“How Young America Lives.” 


Honor Our 
Teachers 


Was Ronnie Really | 
“‘Retarded’’? 


Ronnie was a seventh-grader in Saint Louis. His 
1.Q. was 106—well above average. But, G. M.White 
writes on page 63 of the October Journal, Ronnie 
could barely master fourth-grade material. In class, 
Ronnie alternately moped and clowned. A read- 
ing-disability analysis told this about Ronnie: Re- 
tarded because of failure to develop methods of 
word attack. With special reading training at one 
of the language-arts centers in Saint Louis, Ron- 
nie’s progress was spectacular. In twenty-seven 
hours of teaching, he gained two years in reading 
ability. 


““Teaching is My Life’”’ 


Bob Hart’s present salary of $3400 a year is the 
highest he can expect to make as a Verona, Va. high 
school English teacher with 15 years experience. 
To maintain “the decent standard of living ex- 
pected of teachers,” Bob substitutes in local post 
office after hours, counts on his wife’s teaching in- 
come to make ends meet. In the Journal’s “How 
Young America Lives,” Bob Hart explains, “Teach- 
ing is my life—and I like teaching.” 


“We must honor our teachers—and quickly. We do not need to 

wait for funds or official approval. There is no red tape involved. We 
need but to touch an already ripe public opinion.” Margery Wilson 
offers a three-fold program in the Jovrnal that you can do—now! 
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“Women have more influence upon our educational sys- 
tem than men do—much more,” says Dr. A. Whitney Gris- 
wold, President of Yale University and a leading member 
of the Journal’s October panel of distinguished educators. 
“The whole educational process begins with women—in 
the home—and depends more upon their example and ac- 
tive encouragement than almost any other factor...” 


This month, millions of women will respond electrically 
to the articles, the condensed novel, and the short story— 
all keyed to the problems of education. 


These women will respond with action—as they have 


“Blackboard 
Jungle’”’ 


America’s rejected children are the subject of Evan Hunt- 
er’s brilliant and revealing new novel in the October Jour- 
nal. It is published to awaken and warn the majority.of 
parents and citizens whose children are more fortunate. It 
is a story based on reality, showing some conditions which 
can produce juvenile delinquency—and even crime—among 
our school children. 


Journal Poll on 
Public Schools 


What will people support in regard to public 
schools? To find out, Ladies’ Home Journal re- 
tained one of the foremost research organizations 
to conduct a nation-wide survey of public opinion. 


The crucial questions raised by the Journal’s 
forum of educators were submitted to a cross- 
section of parents. 


On the importance of reading as a key to learn- 


those pupils who pass their grades, the majority 


+A subsequent poll of advertising and business executives showed 
that this group was in even more vigorous agreement with the ex- 
perts than the general public. (A detailed analysis of this survey 
will be mailed on request. Write: Advertising Department, Ladies’ 
Home Journal, Independence Square, Philadelphia 5, Pa.) 


always responded to ideas that appeal to them as women 
...to ideas in the most influential magazine for women! 


It is editorial vitality like this which makes the Journal 
increasingly successful. October’s Journal has the largest 
advertising linage and revenue in 3 years—a 14% gain in 
advertising linage over a year ago and an estimated cir- 
culation of over 5,000,000. 


The Journal is first in circulation and advertising revenue 
among all magazines edited for women. 


The Journal is first in newsstand sales among all maga- 
zines carrying advertising. 


ing, and on the advisability of promoting only Ed u Cati n Gg O ur ¢c h t id ren = 
=" Do We Know What We Want? 


er “The condition of schools generally today is critical .. . for a very prac- 

tical reason,” say Ladies’ Home Journal editors Bruce and Beatrice Gould. 
“We do not have enough classrooms or enough qualified teachers 

for our growing school population. It is as simple as that. But the solution 

is not simple, because we continue to lose ground; the ills of 

education grow on one another.” 


| of the magazine women believe in... | ()| 
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Fast Work on the Agency Front 

There may have been faster disintegrations in the advertising busi- 
a than that which overwhelmed Cecil & Presbrey, but surely no 
Ggency of comparable size has fallen apart so fast in recent years. 

Within a fortnight after James Cecil died, his agency was dead, 
and a business which had been large and presumably prosperous a 
few days earlier was miraculously vanishing into thin air. 

In the agency business, people will tell you that the disintegration 
of this business was not surprising; that Jim Cecil had run a sort of 
“home for wayward account executives,” and that Cecil & Presbrey 
in recent years was not so much a single agency as it was a kind of 
convenient tent under which half a dozen groups, each controlling 
one or more accounts, chose to hang their hats rather than to con- 
struct their own individual tents. 

Apparently there was much truth to this, and the fact that Cecil 
& Presbrey was in a sense a rather loose federation of smaller agen- 
cies, rather than a tightly integrated single operation, accounts in 
large measure for the speed with which it is disappearing from the 
advertising scene. 

Unfortunately, Cecil & Presbrey is by no means the only advertising 
agency which has been put together on this sort of basis. Adding in- 
dividuals to-an agency staff on the basis of business they control is 
certainly not unique, and it probably never will be. In fact, there is 
nothing inherently wrong with such a procedure, provided that the 
details are carefully worked out, and the proper spirit prevails. Two 
or more people controlling different accounts can frequently pool 
their efforis and improve conditions all around, not only for them- 
selves but for the clients being served. Many of the country’s largest 
and most substantial agencies have been built in that way. 

The important thing is that when these individuals join hands, a 
real welding of the individuals into a single organization must take 
place. And this is by no means always true. Too often men who con- 
trol accounts bring them into an agency for collateral and routine 
service, and have no inherent interest in the agency at all. If all goes 
well, the account stays with the agency; if not, the account man is 
prepared to make a deal elsewhere, and frequently does so. 

Under such conditions, it sometimes becomes painfully obvious 
that a crowd does not necessarily make a team. 


The Canadian Market Revisited 

Last August, the Canadians were reassessing themselves at the 
Couchiching Conference, and Blair Fraser, Ottawa correspondent for 
Maclean’s, made the pungent and wry observation that “Canada, after 
all, has lately gone through the curious experience of being dis- 
covered, and it’s interesting to notice how the annals of discovery 
follow a pattern...Then and now, the amiable natives have taken 
pleasure in telling the explorer what he wants to hear...” 

Thus, AA readers should be forewarned that the Canadian market 
stories beginning on Page 63 of this issue come perilously close to 
what Mr. Fraser has aptly called “a long crescendo of superlatives.” 
The fact is that Canada’s postwar growth is a phenomenon, and a 
phenomenon we have enjoyed reporting. Canada’s population growth, 
and her wise and courageous immigration program, seem to us to 
guarantee that we will be able to report additional phenomenal facets 
of the Canadian story in future years. 

There have appeared certain downward trends in Canada: in agri- 
culture, textiles, and some heavy industry. Most of these trends 
should be familiar to U.S. readers—we have them, too. But more 
important, from a marketing viewpoint, are the dissimilarities in 
the Canadian market: the attenuated population, the additional costs 
inherent in reaching a widely scattered population, the relative 
strength of independent stores compared with chains, the French- 
language market, and the fact that one-fifth of Canada’s national 
product goes into export. For marketers who want to know about a 
market much like the U.S. but with striking and critical differences, 
it should make interesting reading. 


“I told him the ad had been shipped, so he wanted us to kill the magazine.” 


What They're Saying 


Creating New Markets 

Baseball fans were hurrying in- 
to the ball park. A sudden drizzle 
started that caused them to rush 
all the more. 

The purchase of a newspaper 
was certainly furthermost from 
their minds. Suddenly a newsboy 
shouted: “Buy a paper to sit on.” 
He varied it with: “Seats are all 
wet.” 

He struck a responsive chord. 
People stopped. Soon all his pa- 
pers were gone. 

A sale was made because a new 
use had been suggested. Instead of 
running for shelter and bemoaning 
his bad fortune, the newsboy cre- 
ated a new market. 

Yesterday’s increased produc- 
tion has caught up with today’s 
demands. Running for shelter in 
a competitive market and bemoan- 
ing the low prices offered by com- 
petition in that over-produced 
market, is certainly not the solu- 
tion to the problem. 

New markets must be created 
and developed if we are to main- 
tain profitable price levels, and 
our present high standard of econ- 
omy. 


—S. Cupples Scudder, president, 
Cupples-Hesse Corp., in Convoys, the 
company’s house organ. 


Textile Industry Revives 

The low point in the textile de- 
pression has passed and there are 
many concrete evidences of the 
industry having turned the corner 
.. Surplus inventories have been 
largely liquidated and the distri- 
bution pipelines from fabric mak- 
ers to retailers seem once again 
on a normal basis. For the first 
time in years, staple fabrics have 


been in short supply. 


—J. Spencer Love, chairman, Burling- 
ton Mills, at a press conference, 
reported in the Wall Street Journal. 


Industry's Untapped Riches 

It is logical to assume... that 
most industrial organizations have 
upon their rolls individuals with 
tremendous mental reserves which 
have never been tapped because of 
a pre-determined policy pointing 


‘to a’ college diploma as a prere- 


quisite for creative thinking and 
problem solving. 

It is certain that among the men 
and women who constitute indus- 
try’s physical manpower resources, 


| there are many who, if given the 


opportunity, could demonstrate 
that they are able to carry out 
many assignments now classified 
as jobs for college graduates. This 
waste of brain power is one of the 
great detriments from which in- 
dustrial management needs to free 
itself by recognizing that maturity, 
experience, and growing knowl- 
edge exist in every man and not 
alone in the college graduate. 


—Dr. Eleroy L. Stromberg, manager, 
training and personnel research, B. 
F. Goodrich Co., speaking before the 
Ohio State Safety Conference in 
Cleveland. 


Copy Tips 

Remember that... 

The Scots don’t like the word 
“Scotch” except as applied to com- 
modities like whisky (no “e’”’) and 
oatcakes; use “Scots,” “Scottish” 
for people, scenery and practically 
everything else. 

A lot of words have different 
meanings: “house” sometimes 
means what the English call a 
“flat” there may be more than one 
house in a “flat,” i.e. “storey.” 

Those pipes burglars climb up 
are called “ronepipes.” 

Quite solid people live in “ten- 
ements” which are not automat- 
ically slum dwellings. 

You can’t get a drink in a bar 
on Sunday unless you’re a bona 
fide traveller. 

The temperance movement is 
much stronger in Scotland than in 
England. 

Golf, in England largely upper 
and middle-class, is played by a 
large proportion of Scottish work- 
ing men. ; 


—Advertiser’s Weekly, Scottish Sup- 
plement, London, England. 


Good Citizenship 

The individual is not a good 
citizen when he only does his job 
and pays his taxes. Citizenship 
demands more than that of the in- 
dividual. 

And, comparably, good citizen- 


ship for the corporation calls for 
|something more than transacting 
| business and paying taxes. There 
‘is a responsibility to make the 
‘economy grow and to discover im- 
|proved means in human relations. 


—Chris J. Witting, president, West- 
inghouse Broadcasting Cn., speaking 
in San Francisco in connection with 


| acquisition, by Westinghouse, of TV | 


Station KPIX. 
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Rough Proofs 


The appointment of O. W. Fil- 
lerup as assistant to the president 
of the Wine Institute seems un- 
questionably to be a case of the 
right man in the right place. 


Forcing deals usually produce a 
lot of high-cost sales, asserted 
Cliff Fitzgerald, in suggesting that 
persuasion is usually a lot pleas- 
anter for all concerned than rape. 


Newman-Hargis, Orlando real- 
tor, is advertising the delights of 
owning orange groves to admen 
via the classified columns of AA. 
They must have had some good re- 
ports from Larry Meyer. 


MPA says some publishers are 
“without a decent deference to the 
sensibilities and moral standards 
of the public.” 

Publishers don’t always know 
whether to defer to morals or 
mores. 


NBBB thinks perfume manufac- 
turers use advertising to establish 
phony values. But the real values 
are in the mind of the lady who 
confidently sprays herself with 
those devastating odors. 


“Lawyers—and how to reach 
them,” is the way Case & Comment 
headlines its ad, without trying to 
build up its readers as attorneys, 
barristers, solicitors or members 
of the bar. 


“Retailers should stop worrying 
about their competitors and worry 
more about their customers,” says 
George N. Kaye. 

He isn’t afraid of the big, bad 
discount house. 


That idea of Du Pont’s in mak- 
ing stretchable fabrics which “ex- 
pand easily to fit children during 
several seasons of growth” would 
help some older folks whose prin- 
cipal expansion is horizontal in- 
stead of vertical. 


Julian G. Pollock, who’s closing 
up shop in Philadelphia to become 
a consultant in Colorado Springs, 
probably wasn’t influenced in his 
moving by the plans of the Ath- 
letics. 


The American Weekly has 
started a series on how the Presi- 
dent lives, and one item which 
won’t be included is how he man- 
ages to duck dates with persistent 
politicians. 

* 


Today’s Health is now delivered 
to 150,000 doctors’ and dentists’ 
reception rooms, knowing full well 
that long-suffering patients will be 
held hours beyond their scheduled 
appointments. 


cs 
New York washed up Cleveland 
in four straight World’s Series 
games, but at least the Indians 
were given a slight surcease from 
sorrow by not having Dusty Rhodes 
bat against them in the last game. 

a 
Terry Brennan got such a build- 
up in the magazines in advance of 
the start of the football season 
that Notre Dame’s loss to Purdue 
is now considered a national cala- 


mity. 
Copy Cus. 
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L12...R14...L18...R6 


The editorial and advertising power of THE 
INQUIRER gives you the right combination 
for opening the rich pocketbook of Delaware 
Valley, U.S.A.: a vigilant editorial policy that 
has won the confidence of the people in this 
ever-expanding area... a powerful advertising 


impact that has made THE INQUIRER FIRST 
in Total Advertising for 20 consecutive years. 


Use this combination to open the way to the 
multi-billion dollar Delaware Valley market 
...the world’s greatest industrial area. 
Schedule THE INQUIRER ... first! 


Che Philadelphia Pnguirer 


The Voice of Delaware Valley, U.S.A. 


Retail Sales Top 
National Average In 


DELAWARE VALLEY, 
U. Ss. A. 


Retail sales 4.6% higher here than 
throughout the nation! Delaware Valley, 
U.S.A. (only 2.9% of U.S. population) 
accounts for 3.1% of total U.S. 
retail sales! 


Exclusive Advertising Representatives: 


NEW YORK 
ROBERT T. DEVLIN, JR. 
342 Madison Ave. 
Murray Hill 2-5838 


CHICAGO 
EDWARD J. LYNCH 


Andover 3-6270 


LN Bale FBS 


20 N. Wacker Drive 


West Coast Representatives: 


DETROIT 
GEORGE S. DIX 
Penobscot Bldg. 

Woodward 5-7260 


SAN FRANCISCO 
FITZPATRICK ASSOCIATES 
155 Montgomery St. 
Garfield 1-7946 


LOS ANGELES 
FITZPATRICK ASSOCIATES 
3460 Wilshire Boulevard 

Dunkirk 5-3557 
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Mercready, Handy Boosts 2 


has appointed Robert B. Reid a v.p.|an executive capacity for the past|Ray Jenkins Agency Absorbs 


Mercready, Handy & Van Den- and Joseph J. Stocki secretary. five years, and Mr. Stocki joined Anderson, Van Deusen 


burgh, Newark industrial agency, 'Mr. Reid has served the agency in| the company in 1945. 


Anderson, Van Deusen & Rod- 


\\s THINK (1S ABOUT TUME WE MODERNIZE OUR PROCESSING.“ 


A CLISSOLD BUSINESSPAPER 
105 W. Adoths $1., Chicago, tl. 


© 8AKING INDUSTRY 
ss HOSPITAL MANAGEMENT | 


THE CANNER 


If your Product 


$5 billion 


Most 


the best place to sell it is through the 


Largest ABC Circulation 

Vertical coverage—no waste circulation 
Highest Renewal percentage—82.50%, 
High Editorial Prestige 

New Editor—New Format 

New Editorial features that 

build high readership 


lun, Minneapolis agency, has been 
absorbed by Ray C. Jenkins Ad- 
vertising Agency, Minneapolis. 
Gordon Anderson, owner of the 
former agency, has joined the 
Jenkins staff as an account execu- 
tive. 

Jenkins has appointed Neil 
ii) | Seabury, who formerly operated a 
H\creative copy business in Minne- 
apolis, to its creative copy staff. 


is used in the 


Food Processing Field 


respected publication 


))|WMBR Makes Appointments 


Roger A. Langston, sales pro- 
|| motion manager of WMBR, Jack- 
}|sonville, Fla., has also been ap- 

%,| pointed director of supermarket- 
« CANNERS ¥ aes. Oliver Thornburg, formerly 
e PACKERS 'an announcer for the station, has 
been named an account executive, 
and Tom Harper, previously an 
account executive for WMBR, has 
| been appointed to the announcing 
staff of WMBR-TV. Mrs. Mary 
‘| Meltz has joined the sales promo- 
‘| tion staff of WMBR and WMBR- 
ea TV. 


- 


\ 7 
eee through Magazine Ads like this 
in the LOCALLY-EDITED 
INDIANAPOLIS STAR MAGAZINE’’ 


| 


Raymond Goodman 


GOODMAN JEWELERS 
INDIANAPOLIS, INDIANA 


1 SELL JEWELRY 
IN INDIANAPOLIS 


“ 


You don’t need to guess how to build jewelry sales in Indianapolis. _ RS 
Says Mr. Raymond Goodman, Goodman Jewelers, “Our roto ads in ; JUVS 
the Locally-Edited Indianapolis Star Magazine have been highly acummas & . 
successful, and when business slows up, we invariably turn to the ) See e/ 2 
magazine to build our sales volume and store traffic.” Pe pier peer 
Whatever your product, you'll find it being successfully promoted mann a 
by a local merchant in one or more of the Locally-Edited Gravure pronase oa 
Magazines. ae ee 
National advertisers, too, are discovering the unusually high reader- 3 hey rn a Gee i 
ship, and circulation impact of magazine advertising at the local level. _— 
In Indianapolis, for example, your ads in the Star Magazine reach 80% ‘‘ADS LIKE THIS,’’ says Mr. 


For more information 
about these 12 weekly 
newspaper gravure 
azines, contact one of the 
following representatives: 
The Branham Company, 
Cresmer & Woodward, 
Inc., Jann & Kelley, Inc., 
Kelly-Smith Co., Moloney, 
Regan & Schmitt, 
O'Mara & Ormsbee, Inc., 
Scolaro, Meeker & Scott, 
Inc., Story, Brooks & Fin- 
ley, Inc. 


of Indianapolis families, while the leading national magazine can 
claim only 13% of this important market! 


* Locally-Edited for highest readership 
* Newspaper circulation impact 


¢ Maximum 
¢ Complete flexibility 


mag- 


Inc., 


AKRON BEACON JOURNAL ~- 
COLUMBUS DISPATCH * 
LOUISVILLE COURIER-JOURNAL 
ST. LOUIS GLOBE-DEMOCRAT 


e Gravure magazine reproduction 


DENVER POST ° 


TOTAL CIRCULATION OVER 3,189,000 COPIES WEEKLY 


Goodman, “appearing in the In- 
dianapolis Star Magazine, have 
considerable sales impact, as 
witnessed by the long pull we 
experience on most ads. This fall, 
we will invest more money than 
ever in our Star Magazine ads.” 


savings on positives 


ATLANTA JOURNAL AND CONSTITUTION * 
HOUSTON CHRONICLE + 

* NEWARK NEWS * 
* TOLEDO BLADE 


COLUMBIA STATE 
INDIANAPOLIS STAR 
NEW ORLEANS TIMES PICAYUNE STATES 


peat a ee m eens wy: erage ne 
OP Gaby RS 8 OS ies ee er 


Advertising Age, October 11, 1954 


Downtown Business 
Group to Exchange 
Workable Planning 


CuHicaco, Oct. 5—An _inter- 
change of information on how to 
preserve downtown areas as busi- 
ness centers will be the corner- 
stone of the newly formed Inter- 
national Downtown Executives 
Assn. 

The group was organized here 
during an initial meeting attended 
by representatives of downtown 
organizations in 35 cities in all 
parts of the U. S. and Canada 
(AA, Sept. 27). 

The announced purpose of IDEA 
is “to promote, develop and main- 
tain downtown shopping areas 
through special promotions, adver- 
tising, improved parking and 
transportation and area improve- 
ment.” 


® Randall H. Cooper, secretary- 
treasurer of the association and 
president of Chicago’s State Street 
Council, said the nucleus of the 
plan is to distribute through bul- 
letins workable plans successfully 
used by member groups. He added 
that the organization will probably 
meet only once a year. 

Mr. Cooper said the formation of 
IDEA grew out of a meeting be- 
tween himself, Harry Morrison, 
general manager of the Downtown 
Business Men’s Assn. of Los An- 
geles; Perry G. Anderson, execu- 
tive secretary of the Downtown 
Assn. of Milwaukee, and Tempest 
deWolf, exec. v.p. of the Down- 
town Business Assn. of Vancouver. 
An outgrowth of this meeting was 
to invite representatives of other 
cities in the U. S. and Canada to 
join in the formation of IDEA. 


Himelick to Alliance Mtg. 

Alliance Mfg. Co., Newark, O., 
has appointed Alan E. Himelick 
supervisor of advertising and sales 
promotion for its Tectum division. 
He formerly was assistant adver- 
tising and sales promotion mana- 
ger of Ramset Fasteners Inc., a 
division of Olin-Mathieson Chemi- 
cal Corp., Cleveland. 


Sprouse-Reitz Names Agency 

Sprouse-Reitz Co., Portland, 
Ore., has appointed the Portland 
office of Pacific National Adver- 
tising Agency to handle its adver- 
tising. The company operates a 
chain of 265 retail variety stores 
in 11 western states. 


If you are concerned with ad- 
vertising, marketing, and sales 
you will want this dramatic 
presentation of the facts about 
the readers of Dun’s Review 
and Modern Industry. Write 
or call today. You will find this 
booklet valuable. 


DUN S REVIEW 


oni Modern Industry 


99 Church St., New York 8, N. Y, 


- S bs ae ie 4 ox Sopee Tie BoC hats ee es ee mat ee. boc’ Pei eae Sa Seer * ve ‘Ry fom e : { i Pe tle aN aE aS , + eee ere > * RS Ae 
ta hag te gig f > Sedle Won cei win! Seniaan wamitaee Bio So GUN: gel Ane see eS Pec acca ee By pene Nan fo oder ete etebter = Mi Un ESO tae a Grn de! An et ob tee RS Ua ge ett eel ier a Ea OL a Os Re ; Bary cone ek ey Ste ges Sept 
fe, seguetates 2 gages Bere Lee ao ym hoes Sor ui ears i grey Pa pee ea ES © ‘ ay se ah SEM het; okey, Rye moet cen ae De ae ee Paty ban ngs Sica t ened aise Spat sae Li: ie RO Je te Sine iS aaah fh ag AN ¥ eee A 
ee : } 0G : ‘ » ea 
a £ 
— 
nee 
B Pl ee 
: 
= ' 
-_ | 
“yy ___________] i 
ae WWeewvs= a | 
= ae } 
& 
eal = NJ 
P Soup Aine” ' 
7 i— Ae 7 
a ee ZN og | 
- DPS Sf 5) . 
ae A ,/ ee “ oe i 
ie ——— & eo: ee. pee 1 { 
a i a po 9 TI a? See ae Ae i 
i ‘ 
i‘ | — ‘ j P 
ee \ a i 
lee pe ) 
ee en 
2s . | £ \ 
ie 
es, 
eae Po SA | 
aes. Se RR 
en ee a | | 
parities | ; 
bac. dais hin ely | 
ee aaa aie | 
aa a Z 
ae ' 
ar F | 
q : a 
oll oe 
+ i el I ot | 
2 ae ws - af 
are " , ; 
ae. = PY . NN | 
Baer ] iy | 
i eas ° ™ Ty } 
‘ 2 
a f - ta 
e. / a oe 
acai if 2 NY | | 
<a , — , ee xe f | 
M i i a { : 
ye / “ROW Fon SURTICIMEN...pusinessmen  wornincrrn f/ 
wR eee 17 rd oy : } - 
yo see WATERTIGNT Win | / ; 
im. Pees = | | | 
: Bas ‘ ees 4 we ; . es 4 _ i c 
a : WITH ee a” ae aa = . ot : tA } / | \ : 
cee oa b, a eee ' | 
: ; — me OUR™ MainsPRiNG THE ( 
“sae ; A ' f 
ae 2 poe | 
ae a + Meme 45- hemes YS SS oO i. 
ae wont ans var rtavoms P42 
at pee sd tipeemee Srecetet ae ? 4 ‘ 
: oe Meet convent 3 4 0 | CHeennrnrrrcrrrrrreecee * 
Cia a i ® Sherter-preet Crystet i = y ey, 
ce ay Wt dweee sevend memd ~ 7s / 
| ee . write 3 
| h 
Ss | mee today 
} - - 
ie oe : 
oe : - mom for 
oe eee tee tee ? 
ne: ae 7 zs CS Lf pce ~~ 
AS . ae ee 
i Raa a ere 4: 
ae a 1 < yy S REViEw, : 
hes j Sy. “aa Industry ‘ 
: - ‘ to ae ; 
Soe. Psst OR ee ae OSS ’ A MAGA ZIN E ip Eee et as pote ee, "© you 
eros : OS alk ek tie 3 iii’ 3 5 ee wae f. Bee ds 
2 SSE PE eee ee a cc teat -t ok DVERTISING RS lee, ae sc 0m 7 
as i THE i. ge 
gat ie e 3 <—SAL LEVE, i 
* ry Bad . % Ps 
Bae ane RY . ie 
; : Y-EDITED ce ie 
: LOCA ' GRAVURE MAGAZINES im : 
: hi cha el 
Sy : ‘ nee = 
“ial * a ae 
= | 
Se Fd “i 
_ : i a 
a Al xe fo oe . 
J 1% sake $ Res” : 
d ee oe ce com mamma ca BES: 
. a c, a a re 
3 * . % ¢ ! | ee 
= OS a tk < %y 5 the heg we geee eS eee ES) i es a 
ee ee eee = aa 
pias 
2 ; ; ‘ ‘ on ES ah eee ’ E Wee =, as 
4 a 7 be! ‘ : 4 : d : fe rs F ene x nm * ax et if ee P } 3 ‘ a ae: . ' Pa ; a ; Fi a , 2 i aa f ; ie tif i : m0 = ie ire Nab ie a «gt <e ; 


A dynamic and proven selling 
formula in the West...Sunset editors 


creating the mood to buy’”’ 
for advertised quality products 


The following is one of a series on basic Sunset policies appearing monthly in Sunset Magazine 


The advertismg mm Sunset 


Sunset is a how-to-do-it magazine. In our articles we 
tell you how-to-get-there, how-to-build-it, how-to- 
cook-it, how-to-grow-it. And, just as our articles in 
these ways tell you how-to-do-it, our advertisements 
tell you what-to-do-it-with. 

Because of this close association between Sunset’s 
editorial and advertising pages, we apply much the 
same standards to the advertising we publish that we 
do to our editorial articles. “Accuracy” and “relia- 
bility” are yardsticks our editors use in measuring 
every Sunset article for publication. We apply these 
same yardsticks to the advertising submitted to us. 


Our editors ask of every editorial article under 
consideration, “Will the reader get the results we 
promise if he takes the action suggested in our arti- 
cle?’ We pose a similar question in screening adver- 
tising copy. 

As a result of such screening, Sunset declines a 
large amount of advertising each year. You will not 
find in Sunset a number of advertisements you will 
see elsewhere. In some whole classifications of adver- 
tising, you will find no examples at all in Sunset be- 
cause we have a flat rule against accepting them. 


On the other hand, the advertising that does run 
in Sunset is also endorsed by Sunset. We stand behind 
the advertising we publish. If a Sunset subscriber, 
after reading an advertisement in our magazine, 
should buy the product and then find it not as adver- 
tised, and if the manufacturer is not prepared to 
make good, Sunset guarantees satisfaction. 


Actually, in our publishing history, such cases have 
been few. This is because, due to our screening, 
Sunset’s advertising pages constitute a kind of honor 
roll of American business. These pages make up an 
offering of products and services which we are proud 
to recommend to the consideration of our readers. 


OUR INCREASE IN ADVERTISING 


In the peak seasons of spring and fall when our issues 
are unusually large, some readers tell us that they 
feel Sunset is publishing “too much” advertising. 
Actually, we put together each issue of Sunset ac- 
cording to a carefully worked out editorial-adver- 
tising formula. Under this formula we add to the 
basic magazine extra how-to-do-it articles in direct 
ratio to the extra advertising pages we publish dur- 
ing the peak seasons. 


Over the years the volume of advertising appear- 
ing in Sunset has climbed. This gain has made possi- 
ble a steady improvement in our editorial service to 
readers. Take this year as an example. In 1954 we 
will publish approximately 65 per cent more columns 
of editorial articles than we published as recently 
as 1950. 


Some readers tell us that they go through each 
issue of Sunset twice — once for the articles and a 
second time “looking at the ads.” Others say they 
switch back and forth from: articles to ads as they 
read their way through the magazine. 


Either way, the typical Sunset reader is apt to be 
pretty intensely interested in Western travel, homes, 
cooking, gardening—and he finds both our articles 
and our advertising on these subjects rewarding. 


In other words, in Sunset, selected editorial arti- 
cles and selected advertising “work together” to 
serve the interests of Westerners. 


Publisher 


LANE PUBLISHING CO. 


Publishers of Sunset Magazine and Sunset Books 
MENLO PARK, CALIFORNIA 


Advertising Offices: San Francisco, Los Angeles, Seattle, New York, Chicago, Detroit, Boston, Atlanta, Honolulu 
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McElwain Joins Agency can and former rewrite man at the 
William E. McElwain, formerly Pittsburgh Sun-Telegraph, has 
editor of the Rome Daily Ameri- been named an account executive 


of Ketchum, MacLeod & Grove, 


| DENVER, Oct. 5—Back in 1949, a 
| struggling individualist named 
Gene Cervi decided that Denver 
| needed a good 25¢ business news- 
paper. 

Last week Cervi’s Rocky Moun- 
tain Journal celebrated its fifth 
anniversary with a press run of 
over 4,000, a readership of 17,000 
and 33,750 lines of advertising. 

Growth of the weekly was as 
unpredictable as its publisher. First 
of all, 25¢ for a local weekly busi- 
ness paper is pretty high as far as 
business journals go. Then too, 
Gene Cervi is a pretty controver- 
sial character whose interpretive 
journalism often goes beneath the 
skins of even his biggest adver- 


Serving The Central Ohio Valley 
— Industrial Heart of The Nation 


Huntington, a trading center for 613, 
400 people who spend $415,842,000* 
annually, is serviced completely by the 
newspapers of the Huntington Publish- 
ing Company. 

Where industry is concentrated in this 
rich Tri-State region, there are large pay- 
rolls. Reach them daily with the most 
complete coverage in the area through 


The Huntington Advertiser 
The Herald-Dispatch 


The Herald-Advertiser tisers. 
HUNTINGTON, WEST VIRGINIA Armstrong Products Corporation is typical + tees detiel ele ak 
of scores of major industries who swell the reach the cream of the business 
* fimates rolls of the rich Central Ohio Valley. crop—and this type of circulation 
_— Represented by The Katz Agency — in the mountain states is 80% Re- 
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Salt Lake Intermountain Market. //; 


Prosperous prospects, living in a market locked in by the Rockies and Sierras, are 
easy to pick up through The Salt Lake Tribune and the Deseret News and Telegram. 

Advertising in these papers really clicks with the market's 14 million buyers. Part 
of the $1,864,132,000* annual sales lode is being carted away every day. Get your share. 


The power of these papers is the only way for you to uncover new profits. 


*Consumer spendable income 


ses —- The Salt Lake Tribune 


(MORNING & SUNDAY) 


DESERET NEWS w SS 
Salt Lake Telegram (eveninc) 


Represented Nationally by: MOLONEY, REGAN & SCHMITT, INC., Metropolitan Sunday Newspapers 
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in the public relations department Denyer Weekly Reaches Fifth Year Without 
Pittsburgh. ‘Sacred Cows Allowed in Publisher's Oftice 


| publicans. Yet Mr. Cervi is a left- 
_of-center Democrat, and he always 
used his journal to forcibly ex- 
press this viewpoint. 

Not only has he taken strong 
swipes at what he considers to be 
the “Old Guard,” but he has punc- 
tuated his editorial slants with 
such features as Herblock’s “ire 


| raising” cartoons. He never hesi- 


tates to use names or personalities, 
even when this has meant the dan- 
ger of losing much-needed adver- 
tising revenue. 


# Just as unusual was the paper’s 
format. Its formula for mixing 
local business news with news of 
general interest and comments 
from the news proved quite 


/successful. Circulation increased 


steadily and readership went far 
beyond the circulation. 

Gene Cervi, who looks forward 
to many more years of increasing- 
ly successful publishing, is not 
thinking of subtracting any of his 
famous venom from future issues. 

“It would be a mistake for those 
who are interested,’ Cervi writes 
in his anniversary editorial, “to as- 
sume that the Cervi Journal and 
its editor have mellowed with the 
arrival of economic survival.” 


British Industries Fair 
Moves to Charles Hoyt Co. 

British Industries Fair has 
named W. S. Crawford Ltd., Lon- 
don, to handle worldwide adver- 
tising and promotion for 1955. 
Charles W. Hoyt Co., New York, 
which is affiliated with Crawford, 
will handle U.S. advertising. Ad- 
vertising in this country previous- 
ly was handled by Ogilvy, Benson 
& Mather, which got the account 
in 1949. 

Management of the fair is re- 
ported to have been transferred 
from the British government to a 
private company. 


Goit Joins TV Programs 

Charles W. Goit, formerly with 
Ziv Television Programs and Look, 
has been named an account ex- 
ecutive for Television Programs 
of America, New York, tv film 
distributor. 


BAB Names Karl Steeves 

Karl Steeves, formerly of Fact 
Finders Associates, has joined the 
research staff of Broadcast Adver- 
tising Bureau, New York. 
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Smart Grocers 
Use Balloons to... 


@ Build store traffic 

© Switch traffic to 
lighter shopping 
days 

@ Decorate stores for 
special promotions (ttt J 
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) 
PIONEER Qualatex Balloons 


@ Are inexpensive, 
easy to use 

| @ Have real toy value as 

| ~premiums 

@ Carry your imprinted 
message all over town 


Get ideas, samples and 
imprint information from 
our Premium Department. 


Write today to... 


| RUBBER 
Q COMPAN, 


late 
BALLOONS [oie ar" 
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More than ever 
-the leader 
in an 


important field! 


ADVERTISING INVESTMENTS IN THE SIX LEADING FARM MAGAZINES 


(January through September ) 


NATIONALS 
FARM JOURNAL . 


Country Gentleman... . 


REGIONALS 
Progressive Farmer... . 1. sees 
Successful Farming. ......4.6.-. 
Copeer's Farmer. 6. 68 8 4 he 6 
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Source—P.1.B. 


. $7,271,873 


5,394,343 


4,541,662 
3,415,439 
2,026,719 
1,518,267 
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America’s Class News Magazine is now FIRST 
among news magazines in advertising directed to business 


TOTAL PAGES OF BUSINESS AND INDUSTRIAL ADVERTISING 
Full Year 1952 Pages Ist 6 months 1954 Pages 


BUSINESS WEEK 5,209.17 BUSINESS WEEK 2,681.11 


NEWSWEEK 2,029.00 “US NEWS & WORLD REPORI” 1,035.07 
TIME 1,994.81 
TIME 939.56 


“U.S.NEWS & WORLD REPORT” | ics NEWSWEEK 896.88 


FORTUNE 1,363.25 FORTUNE 759.50 
NATION’S BUSINESS 359.97 NATION’S BUSINESS 224.33 


Publishers information Bureau, 16 major business categories. 


MANUFACTURERS’ MATERIALS AND SUPPLIES ADVERTISING INDUSTRIAL DEVELOPMENT ADVERTISING 


1952 Pages Ist 6 months 1954 Pages 1952 Pages Ist 6 months 1954 Pages 
BUSINESS WEEK 1,442.53 BUSINESS WEEK 728.36 BUSINESS WEEK 48.16 “USN&WR" 

TIME eee | “USN&WR” “USN&WR" — 

NEWSWEEK 460.72 BUSINESS WEEK 49.10 


. " TIME 190.50 FORTUNE 19.50 FORTUNE 34.25 
USN&WR FORTUNE 176.00 NEWSWEEK 19.11 NEWSWEEK 8.19 
FORTUNE 334.75 NEWSWEEK 169.83 TIME 10.26 NATION'S BUSINESS 2.00 


NATION’S BUSINESS 25.36 NATION’S BUSINESS — 11.52 NATION’S BUSINESS 7.07 TIME 67 


FINANCIAL ADVERTISING 


1952 Pages Ist 6 months 1954 Pages 
BUSINESS WEEK 110.77 


AVIATION, ACCESSORIES AND EQUIPMENT ADVERTISING 


1952 Pages Ist 6 months 1954 Pages 


NEWSWEEK 97.10 
TIME 77.69 


“USN&WR" “USN&WR” 


“USNEWR" BUSINESS WEEK - . TIME 56.34 
NEWSWEEK 76.53 TIME 42.72 USN&WR NEWSWEEK 52.67 
TIME 63.90 NEWSWEEK 41.10 BUSINESS WEEK 44.74 BUSINESS WEEK 25.17 
FORTUNE 18.75 FORTUNE 22.50 FORTUNE 11.00 FORTUNE 2.75 


NATION’S BUSINESS 15.52 NATION'S BUSINESS NATION'S BUSINESS — 2.00 NATION'S BUSINESS 1.00 


MEDIA PROMOTION ADVERTISING 
Ist 6 months 1954 


COMMUNICATIONS AND PUBLIC UTILITY ADVERTISING 


1952 Pages Ist 6 months 1954 Pages 
BUSINESS WEEK 126.63 “USN&WR" 70.56 


“USN&WR” 112.24 evens 52.55 


NEWSWEEK 96.24 NEWSWEEK 50.57 
TIME. 64.66 BUSINESS WEEK 48.70 
FORTUNE 29.50 FORTUNE 19.00 
NATION'S BUSINESS 19.64 NATION'S BUSINESS 11.34 


Pages 


“USN&WR" “USN&WR” 


BUSINESS WEEK 74.08 BUSINESS WEEK 23.09 
NEWSWEEK 57.29 NEWSWEEK 16.10 
TIME 41.87 TIME 12.18 
FORTUNE 37.25 FORTUNE 10.50 
NATION'S BUSINESS 4.36 NATION’S BUSINESS = 2.71 


FREIGHT TRANSPORTATION ADVERTISING 


~ 1952 Pages Ist 6 months 1954 Pages 


BUSINESS WEEK 182.84 BUSINESS WEEK 94.05 
NEWSWEEK 130.16 . e 
TIME 128.10 USN&WR 


Gains in important consumer advertising, too 


Within the past year alone, ““U.S.News & World Report” 
registered the big gains in these pace-setting consumer categories: 


“USN&WR” NEWSWEEK 50.68 Biggest page gains among all magazines in PASSENGER CAR ADVERTISING 
ag BUSINESS 40.29 FORTUNE 325 oa (1st 7 months) 
FORTUNE 33.00 NATION'S BUSINESS 17.04 Biggest page gains among all magazines in LIFE INSURANCE ADVERTISING 


Biggest page gains among all magazines in RAILROAD ADVERTISING 


Biggest page gains in the field in ALL TRANSPORTATION ADVERTISING 
(Second only to Holiday among all magazines) 

Biggest page gains in the field in AIRLINE ADVERTISING 

(Secend only to Holiday among all magazines) 


ae a 


«~ » Ptata 2S = ee NOE nn” Mae alk eae PGMS tai Mahe Bee Ye Ais blige © 2") So ane a RS ea AONE at er eMime Cel AA 
= a Ae DS ~ x ae ie sr we + b ae” Ay eat ott 2 ay tk wey RE “LAS ve oe eats cae a Oe i ae a 4 a 
arb 2 oe WP ss ay ar: Ue ee pte, vy iy by Te jar mas* > ae Pe z* ¥ > Tete me MS ria a a3 Aik aie Wee % 2 i ae pias a wig e K ; eS Mik! Bae Ey haw wy Sy ai ee 2, Ay ¥ 
et tee Bo Wy ee Rose are 9 CaP ee - ict . in i Specs Vise Se D halter 9 "i Hg i sel ty ' ¥ sheng ay ee Le a mye : rt r A Fe aye elr - ‘ ay n . he ie ks eee ee nore 5 ee. & Pah Ye as 4 
: es fee ; age mh oie | X wi, : aoe : Sie et ue ) oe eS a 5 ais “ eae oe : ; c Pe ial t mt oa Wy), Beto, he a ar eter ¥y His organ 24 eee es i ~ ing ae ee aie “ah : ays Hee CIN ; ht re Ss EAT Sabes Rial bat ita: oe ik Aas ‘4 
IM Peace: PO a hee AEE Mohinder 8 le eee 2. HAY Stee ToL RMS ye Oe Pease ae P's Saal Cr ailie Feoks leas AER GRE RS RR Ray ee oF eat rik fs, lee ys ‘ See ie ee aay Pan eg Find eet nde Glee a eal hee hay Bev ot RM Gite sh pAont 9h Ea terewck 
Sr | sy UAE ee dae es eae tata ay Pit at greet, hy ae Mee es OR Re en WESC ERAT SASS ae RNR ole Samtew tank Sake POE Fie Sie ode ecb S TAR eR eR cc hcal het 2 Ms Boek LLG a = ad ay nee ae iy Swe Sa ea PE Ok a egy Ri op ht tT eh, 2 pa es yokes 
ps peat: rive apache, Me a ere Seo 2, eee ch ho! Mapai ptt egy tes Sen tensa Mana Se gamebabes Syart gate UR a ete VEN gir mae eg cagegat nF ep eet ae eget ple 8 SNE oe ORR I PU OAS ORS REID eat or MRT ae 
(yeti POM Bie SOT See SE ei Ga BN ay ere’ sie ray ite im Sas We ete amare Site toler acs FR) 4 aS Vi PT a SE gS gceeitene Nc Sz Bile Gots. aa Parham hart fgagm te ra Ce PGT Ge a cx Ai En ay PR ro Ge pray ese ea hae Efe Bee Bh eet seins eae 
ab tS Palme ce Noe PNG a ge ag De eo ees a te ay Br tt ge, ST Se A, BR CH T pie b icks een 10 NOP nd? tne oe ea 9 yo MES pa aera ee, Teas Bae hats re aeaghy mee RES ete tS sk Roa ep hk gk ee Een ee Fak! MERTON Sf Bre 1 ora ea, 
es bee) CR ae Ms nedoaie ee ea ms Sheen ERE Sa eet es as hee] tee Poke rote, ea ee seer! Be ot weir | nae ens ig aera Wie HARASS RY cent a Sens sat Sita hae ee i AM tein 
pee p be = an See ' Bate 2 ee * 5 ciheeeed oe ee af : . PAu Heinys cake MR ce heal gr ae Heche One ae Che ok RR NE OR em ae Oke, Signage sie is Ps taal ay 
J Ry ee BL es ame ee peer ase in Beas peau Gas ial WP a pr a ok a at egies EASES Saeco 2 Aaa PRCT: (AOR Ree me get STN ee ae se on Tee cM BS ae ewe a eee eae Caer 
Ge ee rae pad ee Eg 3 og te Cy ji sike'g eb ; ne oa ye ie 8 Sain ae HESS yeh Beene eS wen a3 re 5 : é x Wigttege Sn eS : De baba SE 
. aa * e nae 
i ae a 
rea ks J a 
ee. = 
a ; iu 
» ; ' 
? - Sea ei il 
: r \ ayer 7 ope ery if ee tie) a a | a SEA mete Sh fae ee eee ae igs eee ae ; : 
: # * oe ne ea ie aaa ec see i iat o US 7 ae a, Sasa ue ttt | . 
NY . plang er Ve ee POE Tees 1 Taare elf, nies ge oa - as a : 
; Be = ae ae Se , os poae a Se ee = b | a 
oa , 
; . 
: MSS vane eee he res ee epee oot at toe oe } 
if ee aca sa ene Benge PO ant ee ae ‘ ‘Th 
F aie. ee r € a mie a5 e. “poe oS oe Mee, re ee EE ae Oe eae sige 1 a! den —_ i ; 
ve Sree gi nagar i 3. sam aces eee l~ 2 ee aes a ET eh ae ARS Ch a ee i ae) ose He ae / 
re 2 a oe ie nh ace ce aa see id= | eT ee Sew. 6 ANY gece i aan a a Dy Me nee = a Le ite Ge ok ig tang, ee et : i i 
Ber. a Bis or Oe Ne SE a Sp aT ee inragaiaee =: ah Lene Sao ea Tag sarees Ta gee tee phe ae oy RE A SE ei Soa a OH af i : 
ae Ete? a ci MEE OE St caret oe op RMR ey te a RO =>, Dean “ ei z : * tie ® Pin * : 
* $a a i ds, yw Pe EN a Rama th cs 
‘e Bee el) ae mam 
ae + estate aia ent ee ; 
—= - vce peemeagion ners = ie i ; é 
b ‘ae _ ; . 
on fT , -_ 
a a j 
es : 
¢ ae 4 
_ nes 4 : 
Fee hl . 
Pe ae of 
ie a il 
Sy : i 
ee Fi i‘ 
os : oe ; 
a 
‘ ; 
. - 
Pe iat 
e ae arr nas bers 
a 9 7 Nig ee, ee aah ae ed ey : 
eet ae Se PRE SNS SP co 7 A er aera bees oe ae 
oe Ror a re el eT as. eae CE or tae > ee ree er es ° 
a a ma ae a les ae $ aete a DIEM A TA 1 Oey ae 43 
Rae Maes 22 $3 <: ak aie he Te MT ee eke a eas i pair ns. S 
hash 2 eae cS Sapa wee > Pee eas é 
Aa at uae ie. ee, PEP ea i REESE eee 1, 7 5 
in ae ae) 2 Sea ee Sa Si (cate dee ae i 
eet - oe ae CR {org aC GAS PGE fn ian 3 PS 
Sey is me ae Je Seaeceaiie® Maree mrae a : 
aa; ues Re eee [en Se ag eee Wis ss % 
see: ar PC ae hee ei a ea ne seilg ‘| | ' ‘ 
: nn a er ee oat BS is ma 
S oe i sei A ee eS se 
. eh i>) ef a pms a. — ie ; bin: 
ia ol ee ‘oO: ae : = ae 4 
a. : ee! ee eee eeees os oa? e 
ch ca ing gs) ne a Pee eave erene se Bet 
a aang Whe c= aerials 2. 26 Sie ieee Pe na ARO ne of es Be 4 ise 
=yaes % 3 i: aces - Dakss ge a Fv ae : £ eae : bese 
As yea Mee: AE SN eer are slg ay ater ieee eae : E 
Bete: ag a pues oer ot Sem oa Pet Ne aioe i a aS aa 
Mae ehcp) 1 Bie * pom amy ec Ree ae 
Pray aes ESQ hea F . Bee sy a 2 a ee 
ae Bete Ee ee pee oe ee oe 
eld a ee : : ee — PNG eae yr orey eat 2 =) : 
"NE ISA Se Oe, eae ey eee i id a Ee at > , 
me. eo we) gt. BENET Peas ) y ¥ ‘ ie so eyo). a oe 3 
Pdi edi. . - i ‘ ; Tae i a i ate ce BCS i ais cama ht Rae Coe es Soe eee 
‘i =! ae se: : adi Fy Cen 8 yee ee eT. ae ieee a ne RUE ieee ames Sere ae ROR ok. fe CER cia, Ss EE aD: Tm ere eC oh ey 5 
“ — | TADS eee es Acne ta ee eee a pepo ne ai SO 2 Sa RRS a ner eee oe ene oe pees ein Vigleetyaae : oe pone ee is a AED a Tate Hh oo; oa = —_ 
ei ean id ne ee te eR aie 8 oy, Sia ha ek ay PE oe ak = a ie | re ie i ey Nee ee ry) hs ara S(t eee be 5 a a a CORN ok eG iy rea 
Fer iy at it ee goes S.-i St a calle ‘ pie suena ae aaa Gy ries 1 are a «eM = ng acta ceases ree Sees en et 2 yy" Ame te Lon ee eae er eee eee oe 
bec.” +e al ee ae S tas et: + Ras eaaeaare = ie oe ey Pee ogee Sy meet : ca ft <P Ves hes nape eye ne a ae CNTs oat ary Ss ee te i es = *. z 7 xe 
rete Ta , gh emma er % "ane eee : ; ca Be . — ‘au 
Se oe ee Oe i apmers Po: ae re Bean a are hee seas tise 
" Sd ‘ . 
Hee - 
ier ea ; ae : Sgr Eh Ts Lae i 
at Ree. eon ee ae 7 iti: = 
* is see Ten toa ‘; a 
aie Site ee. oe é rae Te ne 
(Piet ite eo ee ee eT BE ps ie oe . 
ory Same i AE ee eee a Vee Pit oh atris Sak ne WES) EN si! 
. ‘ Se eT A ac er cer oe "ih Gio eae bee 
: ae Z i abbas shinee eres i: ‘ i ae 
oes ee ee ae Joes} ee iis ees 
Poe ey ae pres eee re, ree WS dt eons pea oa vas 
pt ie I le oe A a eee Nati eth ee ih Sta Pee ey ae, 
Ca a ee a Be vey ee Ca aes naa Re om oo ae 
peers SL ig oe og ae sai ae Og ee: <p ges 
a eae | ana he, Wile are — Ba: 
ah 1 eat hes 5k eee gael Peg Pen) yaa ae ‘oe <aae 
our pe 2 ae erg Uae pa ae, ae ie cs 
Bhi tg: % ee sar ake Ma , x aaa ree: ges eee gee het) 
Ae ss raeyy eS ee eames ba ite i Pome \ om ocalet, ee ee ai ae 
scree ty any iy sa pee Peep. | eee ad 
So Tes aR aE 3 ae ; or eas ai ee 
ee id ae Poy. en : sites ai ceden eacas a 
ety avr. 5 ee - ery a Maeg  Alcee secre a ; 
ree is i aaMe ene cag al es i” tae a a ute 
renee Nee a eee tearere ae Sree ee, ae ae 
eels PM eit yo mn ar pcey i Sey ho a eee Sag. 
Sree ee a vasaiidaaids ies eae | ; 
ry : ore eee 5 etn i Signer ee Nes eee a a 
ited a = 61.38 Or: ae 
Hage. re? y ek ee @ a as ee eeu 
ied ON oe Byer ig AU 5 a = 1 it IR gS 2 ae ay iy ele 
Pte os ; f mya al a -s- -- ih.) a | ee vue 
7s ; j i). Bee 2 md re oe | ai ta 
a ie | ERR Rd ore ot Soi es: is fa 
é3 M c wat Ga Neal aha Se a ves f a ieoek. 
: . oe Be en Be ae ns ‘i Tee ty ane ek ced He es 
SA ~ y r ne eee een Se SS ai ee 
Cr oy eS ieee al 4 
. Fe oi Be a a 
a i ( Aik: Autos 
‘i r ia ae alah Ay ae Sees: 
(ee Pee eee er Re, Lae 
Ce aie a : Pee? ay a3 : oa. a meee, - a 
x S 5 ee Ec ie: Taboo t ‘ ny ee f Re 
ei ier Se ee j Samad . d ‘ie iets hr is eis ‘ So 
Woe Rage Liles ce Woes a oe we ae peat y 
ee Hi Wags eS: Ye ey ee ere : ‘ jn Ta ere hs ees Ra. 
ee » Fea a etiataS: eles ’ ae : a (gk aeeewiene See ~ 
eee a : keg oe yi ih i F . ’ am sg, 5 gees ss eee rs ce 
pear CoS it Tac yea ' ‘ AONE CoE CONGR 21. Papa oa: 
jag iplete ic) A aan ae & Mar Male Maly. 2 ce wey 
a, gr area ae sie peter : Rte tii Sees Sk 
in TN sete NU agen sc, Sea) SE Scie a Se er 
Bilas Geos, Banner . one a i ge OS 4 jade 
STE ieee a eae CnC Dinaiytchimcol Coee nae cpa ae 
fae ee cee Bs ca Re ee ee ee a ae). gh ae ari ly 
" AM fee nice Woon pan ee er SNe, ieee a 1; Ae ees Ae 
euibcuge Dag eon! ee ee Un ane GANT CL) kL! ga meet i 
; hin cia oro en Pig SE a? ae aia, P ee Tey eam ae a ‘ 
oe Sa ee eee eee 1952 ages A i ra 
pcb ts WES eee Oe si ——————————————__ ———————— ay ita i Are ae 
ee : ; ee? ee: 
x < eee res 
. aS 
a : ry . i 
Ba y cae 7 + A ote 
Sai % Aidan Se weer) eee tec 
as ee Ei, eRe ED “ el “Taig ee esol ed 
a: os Rete oh ie ate initia dg tas ve 
: a = eI a « high Fe 
; pe : en i oe Waa 
al : ’ - mee Palend aerial (oa 
at Coy “si a ae Mass * * ‘ : atk a ieee 
ae 2 > a Rr r 5 che, Ay 
m4 " et n= te 
au Se 2 st oduite y : pe t a (ie 
hing ae er ate ae ay. 
es Ye ' 98 $ SAE Pa A oe 
emis ae et 
aed Dearne ee eS ae . EY Ro: 
‘ Ree eer ees z ae face 
hor. ie ee ie, : ot, 
me Z5 7 Le ES aka 1 eae . ee 5 
ae Pe edlggany orm Sut A r orn Se 
yr aa Gy ie Pa Eee 
. aes agi ie ie eee Bie 
J ee Sassi faperk 8 al i ae moe 
; ra Maas 
n eae 
ce Mee tee Ai ee 
r : - oe 
4 ° * é 
‘ is . a ‘: seo 4 3 7 - 4 ; a: , 
ee oad ve = ; eo ee een aie ae 4 ee : eee a “cone = 4 see } a ge *s sag Ps sa ~ re ‘ fea Ss a meee 7 he ee coy eee ee OS ee s 
d %y ‘ eT * eae * mi) , See) oe Dey Lie Bit Ren Oy aie wet mae ret Se fe ; eae ac I i a IN Ee Be 
* - * ¥ bd a. ae ™ be * : te + Ms 2 cee 
+ 
ph 4 oe .* ‘ * eee ‘ “ : : . ‘ <i Kreee sith. 9" Be le : mi 
a j ‘ i : z » F ne x i a < gies aes sk ct gel a b= a “ Wea Ves os ¥ FI k 
hy rg ee > aed RD Ss : - 35 4 , met 
: ‘ 4 YG aS te eae sige <a = + - eile . £ : é , st €3 he ¥ ¢ 3 . 
" 4 f 2. y ape ag : oor, at 43 ; “4 : : s Pies x ae eng ae re 1 4 s c Ai le rae x é 


Now that advertising has really 
rolled up its sleeves—one magazine 


is scoring the big gains 


Why? . « « New values in coverage of best markets?—yes! Convincing 
evidence of “impact” on these best customers?—yes! Dollars and cents economies 
in coverage costs?— yes! All these and many more. 

Yet the underlying reason for this ability to become more useful to more and 
more advertisers could be much simpler. It could be simply because 
“U.S.News & World Report’s” special kind of news reporting is becoming more 
and more useful to more and more of the important people, up and down the 
managerial ladder in all phases of business, industry, government and the 
professions. And advertisers have found that this is the coverage they must’ | 
have in order to make sales. Just that simple. It could also be a good 
clue to how to strengthen your own advertising plans in the important time 
ahead. It’s easy to check.* Try it. 


Now more than 


700,000 


net paid circulation 


U.S.News 
A market not duplicated by \ Ee | a: 
any other magazine in this field *) = £3 & World Report. 


*—For full information, 

write our advertising office at 

30 Rockefeller Plaza, New York 20, N. Y. 
Other advertising offices in Boston, 
Philadelphia, Cleveland, Detroit, 
Chicago, St. Louis, 

San Francisco, 

and Washington. 
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20 Advertising Age, October 11, 1954 


St Louis Bureau (James Owen, operator of Owen concedes that some mail order Reported the bureau. “One well|to be pretty small or cheap. The 
4 Nursery, Bloomington, Ill., on Aug. nurseries are honest in their deal- informed operator in this field told| real gimmick is the money-back 
Renews Attack on 25 was sentenced to a year in pris- ings, it observes that “too many of a bureau representative that the guarantee which casts a halo of 


on and fined $17,000 after convic- the larger advertisers in this field formula was to get something that| rosy assurance around the [adver- 
Plants-by-Mail Ads ‘tion for using the mails to defraud turn out to be of the ‘gyp’ type.” |could be bought, delivered, and tising] copy in the mind of the 
‘in connection with his mail order; The bureau maintains that the packaged for about 30¢, spend consumer. Even reputable adver- 

Sr. Louris, Oct. 7—The St. Louis business [AA, Aug. 30].) “real gimmick” employed by off- about 60¢ on advertising and con-|tising media are often lulled to 
Better Business Bureau has opened | /base mail order nurseries is: sider the 10% remainder as a gross sleep by the philosophy that ‘no- 
up with another blast against mail # The bureau notes in its bulletin “Get something that can be pur- ‘margin of profit.” body can get hurt if there is a 
order nursery advertising, center- that the “four or five cases” range chased extremely cheap, sell it! money-back guarantee.’ 
ing its attack this time upon mon- all the way from “rank misrepre- under a money-back guarantee,,# The bureau added, wryly, “It “In our book there is no point 
ey-back guarantees. _sentation to outright failure to de- and then pour enough advertising|is perfectly obvious that if you in offering a money-back guaran- 
7 In its bulletin last week, the liver plants or refund money.” in it to make it financially success- have to buy something for less than tee on a worthless or near worth- 
bureau commented that “com-| Although the bureau readily ful.” 30¢ and sell it at a dollar, it has less item,” said the bureau. 
plaints, indictments and convic- ‘ 
tions involving some four or five 3 
nurseries” have left it with “a 
rather dim view of most mail order 
nursery advertising.” 

(Since 1943 the bureau has been 
sniping at the Garden Guild of 
America, owned by John T. South- 
well, former New York adman. 
Headquarters of Garden Guild are 
in St. Louis. Mr. Southwell last 
Sept. 10 pleaded innocent of all 
22 counts of mail fraud. The case 
has been set for trial on Feb. 22. 
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whenever you look at the 
quality reproduction you get 
from Laurence photoen- 
gravings... Not just now and 
then, but on every job—for 
Laurence quality control 


methods never relax, always 
assure fine results. 
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Manufacturers and 


7 * . * * ss . | : . 
Distrib am ing at the International Assn. of|# Other misleading advertising in- dealers have found such practices 
utors Bl ed ‘Electrical Leagues convention, ct|© Oth the use of the basic price, 
declared that introduction of price- but not including warranty, excise 


for Bait Advertising 


PHILADELPHIA, Oct. 5—Bad mer- 
chandising practices—including 
misleading advertising—rampant | 
in the appliance field were blamed 
upon manufacturers and distrib- | 
utors last week. 
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ident of Peirce-Phelps, Philadel-' room floors of franchised dealers. up their bad advertising policies, in the integrity of our industry and 
but by this time, thousands of|it is up to us to bring that confi- 


phia appliance wholesaler. Speak- 


leader models by manufacturers, or service charges. When dealers 
followed by low production of sucli; complained, they were told that 


models, is a major factor in bait they 
in|trade-up merchandise and then 


advertising 
major cities. 


appearing now 


| 
| 


must use sales ability to 


persuade the customer to pay the 


In many cases, he added, new extra charges not advertised, he 
leader models are played up in ad-| said. 

The charges were made by a vertising before there are even 
distributor, W. G. Peirce Jr., pres- enough models to display on show- many manufacturers have cleaned # “The public has lost confidence 


Mr. Peirce quickly added that 


to be advantageous and are still 
using exaggerated claims and mis- 
leading ad copy. 

He said the public must be 
‘made aware of fiction in ads. Be- 
sides, he added, dealers are now 
‘learning that business returns on 
such ads are becoming smaller and 
smaller. 


The shadowy figure behind the man at the 
desk is a composite of many men. Because 
the man who signs the order for a product 
that sells to business and industry is seldom 
the sole buying authority. 


Back of him are buying influences: key 


men in the office ...in the laboratory... in~ 


design...engineering... power... maintenance 
... production . .. the men for whom the 
product, or service offers a solution to a 


ehind the Man 


SALES HELP ON THE “WARM-UP” STEPS 

When you use Business Publications to 
tell all of the buying influences what your 
product can do for them, you are saving 
time for your salesman. You are relieving 
him—at pennies per call—of many of the 
preliminary but highly important steps that 
have to be covered along the way to a firm 
order. You are permitting him to concen- 
trate more of his valuable working hours on 


specific problem.- 


making proposals and closing sales. 


Some may be unknown to your salesman. 


Others may be hard to reach, or inaccessible. 
But selling the men who have a voice—who 


suggest, initiate, specify, 


—is imperative. And that’ 
tising can do at minimum cost: 


or recommend 
s the job adver- 


* * * 


An interesting 20-page McGraw-Hill book- 
let titled, ““Mechanizing Your Sales With 
Business Paper Advertising”’ is yours for the 
asking. Your McGraw-Hill man will be glad 
to provide a copy, or we’ll mail you one. 


Sound and consistent Product Ad- 
vertising is the best, quickest and 
cheapest way to accomplish the 
preliminary steps in building an 


AROUSE 


! INTEREST 


SPECIFIC 


PROPOSAL 
CREATE 


PREFERENCE 


- FOR GREATER PRODUCTION...HERE 


With ADVERTISING functioning properly on Steps 1-2-3 the 
salesman can concentrate more of his valuable selling time 
on the important job of producing finished orders. 


METHODS CHART for increased sales power 
APPLY ADVERTISING ...HERE 


KEEP CUSTOMERS 


CLOSE THE | 
ORDER 


som all 


McGRAW-HILL PUBLISHING COMPANY, INC. 


ABD 330 WEST 42nd STREET, NEW YORK 36,N. Y. @ 


HEADQUARTERS FOR 


(nN FORMATION 


M:GRAW-HILL 


— 


dence back,” the speaker declared. 

He recommended that the indus- 
try work with better business bu- 
reaus to set up an advertising code 
for the industry. The industry then 
must take steps to enforce any 
such code, he emphasized. 


Weiss & Geller Names V. P. 

C. Stuart Siebert Jr. has re- 
signed as a partner in Siebert, 
Boehnert & Hutton, Chicago pub- 
lic relations company, to join 
Weiss & Geller, Chicago, as a v.p. 
He helped to form Siebert, Boehn- 
ert early in 1952 after leaving J. 
Walter Thompson Co., Chicago, as 
director of public relations. 


Costello Joins Chirurg 

Scott Costello has been ap- 
pointed to the account manage- 
ment staff of James Thomas Chir- 
urg Co., Boston. He formerly was 
with Mumm, Mullay & Nichols, 
Columbus, O., and _ Griswo!d- 
“shleman Co., Cleveland. 


To the 


Circulation Dept. of 


THE PACKER 


(from the Copy Dept. of 
your Advertising Agcy.) 


THANX, Jim: 


You have no idea how your 
latest ABC circulation figs. 
for The Packer have boosted 
the morale of us boys who 
write The Packer ads. 


For months, now, we’ve been 
‘telling how The Packer 
“reaches the top men and 
firms who represent more 
than 80% of the Fresh Fruit 
and Vegetable Industry’s 
buying power"..."a market 
of over $7 billion"...with 
The Packer’s circulation of 
"almost 15,000." 


It was that word "almost". 
It just didn’t fit into a 
copywriter’s vocabulary. 
It’s weak. It lacks the old 
zing. It’s a sour note in 
the most singing copy. 


NOW you have eliminated it 
from our Packer copy style 
sheet. From this day on we 
can tell all those who want 
to reach the leading ship- 
pers, growers, processors 
and marketers of Fresh 

ne ag and Vegetables 


THE PACKER DOMINATES THE 
FF&V MARKET WITH MORE 
15,000 CIRCULATION! (Net pd. 
ave. circ. ABC, Publisher’s 
Statement, 6 months ending 
June 30, 1954, 15,017). 


Again, Jim — THANX 
Ed 


THE PACKER 


PUBLISHING CO. 
201 Delaware St. Kansas City, Mo. 
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yitiecan IsSUure Satistaction 


in Moving Personnel... or Displays 


Call your Local NORTH AMERICAN AGENT 


North American Van Lines is the United States or Canada. 
the choice of leading firms for Look in the yellow pages of 
safe, worry-free moving of your telephone book under 
“Movers” for your nearest 


transferred personnel . . . and 
for prompt delivery of trade- 
show displays with door-to-door 
padded van service anywhere in 


North American agent. Then call 

him today on any moving or 

storage problem! 

4 NAVL offers the only depart- 
mentalized service for quick, 

safe handling of all types of displays 

and exhibits. 


SEND FOR HELPFUL BOOKLET 
Valuable suggestions on how to move 
your displays easily, economically, 
on time . .. in new illustrated 
brochure, just off the press. Phone 
local NAVL agent or write Dept. 
AA1054 for free copy. 


‘ NORTH AMERICAN VAN LINES, INC., General Offices, Fort Wayne 1, Ind. 


Waldman Associates Adds 2 
Harvey Waldman & Associates, 
Los Angeles, has been appointed 
to handle advertising for Beautee- 
Fit Brassiere Co., Los Angeles. A 
campaign will begin soon in maga- 
zines, trade publications, direct 
mail and the Los Angeles Times 
and the San Francisce Examiner, 
supported by point of purchase dis- 
play. The agency also has been 
appointed to handle advertising for 
Alexander Sport Shirt Co., Los 
Angeles maker of men’s sport 
shirts. Magazines, trade publica- 
tions, radio and tv will be used. 


Fleer Corp. Appoints Two 

Frank H. Fleer Corp., Philadel- 
phia maker of Dubble Bubble and 
Choc’m chewing gum, has appoint- 
ed Theodore T. Peterson, formerly 
a member of the company’s distri- 
bution department, assistant to the 
sales manager. John D. Morrissey, 
formerly with N. W. Ayer & Son, 
has been named assistant to the 
promotion manager. 


now’? for the first time! 


YOU CAN SELL 


YOUR produets in the 
DETROIT market... 


ADVERTISERS: You can include Detroit 
on your newspaper color schedules after October 
1, 1954! Installation and testing of $4,500,000 
worth of new Goss Headliner Presses with Color- 
trol and other equipment has been completed at 
the Free Press... Detroit’s pace setting newspaper. 
For sample tear pages and data folder, write to 
Elliott Shumaker, General Advertising Manager, 
or get in touch with any Story, Brooks & Finley 
office. 
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IN 


MICHIGAN YOU SEE THE FRIENDLY FREE PRESS EVERYWHERE! 
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During our 30th Anniversary Sale, we will give you the 


FULL RETAIL PRICE 


equipment tires in trade on the new 


U.S. ROYAL MASTER! 


100% TRADE-IN—The Chicago dis- 

tributor of U. S. Royal tires offers 

a trade-in payment of 100% of the 

list price of old tires in this news- 

paper page. Actual cost to custom- 

ers figures out to about $20 each 
plus the old casings. 


‘Bring Us Your 
Tires, We'll Buy 


Them at Cost’ 


CuicaGco, Oct. 5—Trade-in deals 
hit a new high in the tire busi- 
ness with the offer made by a 
Chicago distributor. 

Terman Tire & Supply Co. ran 
a page in the Sun-Times a week 
ago and another last Wednesday to 
announce this deal: The company 
will allow 100% of the list price of 
“original-equipment” (the type 
with tubes) tires traded for its 
highest price line of U. S. Royal 
tubeless tires. No mileage or age 
limits are applied to the traded 
tires. 


= The company told AA the offer 
contains no ‘hooks and that it has 
been paying from $22.60 to $40.50 
for old tires, depending on the 
size. Costs of the VU. S. Royal tires 
range from $44.75 to $66.75, a Ter- 
man spokesman said, and the av- 
erage transaction has cost cus- 
tomers about $20 a tire. 

Response to the ads has been 
“tremendous,” the spokesman as- 
serted, although sales figures were 
not available. Between 300 and 400 
telephone inquiries were received 
in one morning, he added. 

U. S. Rubber Co. headquarters 
in New York told AA the promo- 
tion is strictly a Chicago operation 
and that its distributors are “in- 
dependent and free to make any 
offer that they regard as prac- 
tical in the face of local condi- 
tions.” 


Gray & Rogers Adds Two 
Gray & Rogers, Philadelphia, has 
been appointed to handle adver- 
tising for Kaiser Metal Products, 
Bristol, Pa., manufacturer of air- 
craft components. The agency also 
has been named to direct adver- 
tising, public relations and publi- 
city for all divisions of AP Parts 
Corp., Toledo, maker of mufflers, 
pipes and exhaust system parts. 


Dodge Boosts Clinton Clark 

Clinton R. Clark, who joined the 
advertising staff of the Dodge di- 
vision of Chrysler Corp., Detroit, 
early this year, has been named to 
the new post of cooperative adver- 
tising manager. Prior to joining the 
automobile company he was with 
Batten, Barton, Durstine & Os- 
born. 


Kenya Gems to Chittick Co. 
Kenya Gem Corp., Philadelphia, 
producer of Kenya Gem rings, has 
appointed Walter S. Chittick Co., 
Philadelphia, to handle its adver- 


tising. 
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Pictured above is young Mirror subscriber Mrs. Hugh Geyer 
of 5349 Allott Ave., Van Nuys, with her eight-year-old son 
Grant and her daughter, Dale, aged four. Her husband is 
Assistant Manager of Savage-Haldeman Auto Dealers. 


The Geyers are typical of the many, many thousands of 
young Mirror families that comprise such a lucrative market 
for Food advertisers. Remember, 4 out of 5 people who buy, 
read and shop The Mirror are 49 and under. What’s more 
—3 out of 4 people who read The Mirror read no other 
daily metropolitan paper. 

They’re one of the important reasons why The Mirror in 
August assumed Total Retail Grocery advertising leadership 
in the Los Angeles evening newspaper field . . . why The 


TOTAL MIRROR GROCERY LINAGE FIRST SIX MONTHS 
includes retail and general 


425,733 
381,143 ; 


356,250 


143,328 


a 5 


1949 


1952 1953 


1950 1951 1954 


Source: Media Records 


if : hs se ea WD oH : 
he etigl iawk Ss i oh ‘ a plas par 4 ays Ss 
a meine: 7, oa Ss iss Uae e 2 eine : = ne aes ae ies Se eS Ua ate 
I ap Os T r “a 7S he " ot cae Foe Pree *, < A 5 + 5 gt a b 
s , é F age i aati 2 
oe . ro, 2 -* 
43 oar Zz ‘sj ie , ne pe Sealenek Rape : * ssn 4 2 


ri et 


Mirror has shown such rapidly mounting gains in Food 
advertising ever since its inception in the Fall of 1948. 


The youth of The Mirror market . . . the tremendous poten- 
tial of these young Mirror readers in their vital years of 
acquisition .. . these are the reasons why Real Estate adver- 
tisers have placed more linage in The Mirror this year to 
date than in any other Los Angeles weekday newspaper. 
Furniture and Household Store advertisers, too, are showing 
their confidence by placing more lines in The Mirror to date 
this year than in any other Los Angeles weekday newspaper. 


These reasons and RESULTS are reflected in the graph below. 
The chart demonstrates the rapidly growing popularity of 
The Mirror as a major medium for Food advertising. 


Sell Southern California's young 
buying families in The BIG NEW 


IRRO 


THE MIRROR, Los Angeles, Virgil Pinkley, Editor and Publisher 


Represented by O’Mara & Ormsbee, Inc., New York, Chicago, Detroit, San Francisco 
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“happy 
talk” 


To get top results . . . to get and hold 
the attention of candy makers . . . use the 
magazine that publishes more news and 
vital information on all phases of the 
confectionery business than any other 
publication—and has by far 
the largest readership. 


CANDY INDUSTRY 


Audited Circulation—6,262 


Don Gussow Publications, Inc. 
18 E. 49th St., N. Y. 17, N.Y. 
PLaza 9-5245 


Information headquarters for the billion-dollar industries 
they serve—‘‘Candy Industry,”’ ‘‘The Candy Industry 
Catalog and Formula Book,” and ‘Bottling Industry.” 


|licity office at 430 N. Michigan 
_Ave., Chicago. He formerly was 


Ruthrauff & Ryan. 


Advertising Age, October 11, 1954 
Slayton Opens PR Office 


Frederic Downing Slayton has 
opened a public relations and pub- 


‘chandising, sales promotion, ad- 
vertising and allied subjects, has 


Meredith Publishing 
been distributed on a free basis. 


Subscriptions may be obtained for Repo rts Recor d Top 
$2 a year in the U. S. and $2.50 Farnings and Sales 


director of public relations for im a foreign country from the 
'Superintendent of Documents, Des MOINEs, Oct. 4—The annual 


|U. S. Government Printing Office,| report of the Meredith Publishing 
ones . e Washington, or from local Depart-|Co. for the fiscal year ending June 
Distribution Guide’ Converts ‘ment of Commerce field service 30 indicated a new high in both 


og Me of prasad busi- offices. ‘revenue and net earnings. 
ness ezense services acminis- | | Total income was $41,299,000 and 
tration, Department of Commerce, 


| } 
has converted its monthly publi- Tearetese Sparks Elected V. P. bowls peng ll beter as teaot 
cation, “Distribution Data Guide,”| Abbott Sparks, formerly nid | = cnemien of $39 oon 000 and net 
to a subscription basis with the continent advertising manager of earnings of $3 349 000 for the 
October issue. Since the first issue | Petroleum Engineer, Dallas, has vineie teenth ear , _ 
in March, the guide, which con-|been elected a v.p. In his new. Padua Pi ote Sectinnd fr $4 
tains information and_ statistics | position he will coordinate adver- ogee 


Sage ‘ leas : +43 674,000 in the previous fiscal year 
for use in market research, mer- tising and promotion activities. to $4,262,000, due to the elimina- 


It had something to do with the farmer’s daughter 
who was seen “out in the south forty’”’ doing some 
fall plowing with a prize bull hitched to where the 
tractor ought to have been. Asked why by a farm- 
er’s salesman she replied, chewing her bubble 
gum furiously —“I’m just tryin’ to teach this crit- 
ter that life ain’t all romance.” 

And it ain’t. You’ve got to reach the people 
where they are and reach them at a cost that will 
leave something in the till for coffee and. ... And 


e@wWRITE, WIRE OR PHONE FOR 


CHICAGO NEW YORK 

1L1 West Washington St. 580 Fifth Avenue N 
STate 2-6303 Plaza 7-1460 

LOS ANGELES SAN FRANCISCO 

1330 Wilshire Blvd 57 Post Street Ww 
DUnkirk 3-2910 SUtter 1-7440 


4. TAKE YOUR CHOICE 


A handful of stations or the network . . . 
@ minute or a full hour . . . it’s up to 
you, your needs. 


i." MORE FOR YOUR DOLLAR 


No premium cost for individualized pro- 
gramming. Network coverage for less 
than ‘‘spot’’ cost for same stations. 


(-" ONE ORDER DOES THE JOB 


All bookkeeping and details are done 
by KEYSTONE, yet the best time and 
place are chosen for you. 


Heard the Story About the Farmer’s Salesman and the Traveling Daughter ? 


COMPLETE MARKET INFORMATION AND RATES 


THE VOICE 


tion of the excess profits tax dur- 
ing the second half of the com- 
pany’s fiscal year. Dividends paid 
were $1,548,000, or $1.20 per com- 
mon share, with earnings at the 
rate of $2.85 per share. 

Fred Bohen, president, and E. T. 
Meredith, v.p. and general man- 
ager, who signed the report, called 
attention to the fact that levels of 
both income and profit have been 
lower during the first half of 1954 
than previously, and _ indicated 
that the trend is continuing. 


= “The threat of increased postal 
rates remains,” they said, “over 
and above the 30% increase al- 
ready effected by congressional 
legislation. We repeat our conten- 
tion that further postal increases 
represent an onerous and dis- 
criminatory burden on the entire 
publishing industry.” 

The report emphasized that Bet- 
ter Homes & Gardens continues to 
occupy first place in advertising 
revenues among all monthly maga- 
zines, and now has a circulation of 
over 4,000,000. Successful Farm- 
ing, it said, reaches almost half of 
all the farms in the nation with 
incomes in excess of $5,000 a year. 

Expansion of the book-publish- 
ing activities of the company was 
stressed in the report. Over 10,000 
retail book stores are now selling 
six hard-bound books, including 
titles covering cooking, gardening, 
baby care and home maintenance. 
Over 62,000 newsstands sell seven 
titles in paper-bound editions, 
while two other books for farmers 
are sold by the Successful Farming 
field staff. 


s The expansion of the company’s 
activities in the broadcasting field 
boosted revenues from this source 
to $5,237,000, or 12.7% of the com- 
pany’s income during the year. 
Broadcasting properties acquired 
during the year included radio sta- 


. with KEYSTONE BROADCASTING SYSTEM’S 766 
Home Town and Rural radio stations you have an 
instrument that can be just as big or just as small 
as you want. You can pick a territory and a group 
of sixty or six hundred stations as the case and 


: pe tions KCMO, KCMO-FM and 
your sales requirements may indicate. WHEN and television _ station 
Our files are loaded with success stories, sales |KCMO-TV. 


- | 


records of national brands you know and respect. __ “We have every confidence in 
Let us tell you why, how and where we should ke ey pod or ae aoe 
selli the chief ex - 
er |pany said, “as evidenced by our 
acquisition of new stations during 
‘the year. The company had its 
first color telecast in December, 
/1953, and two of our stations are 
E , now transmitting network color on 
‘ a regular basis. Current plans pro- 
vide for the prompt equipping of 
all four television stations to tele- 
‘cast color film and local live color 
as well as network color.” 
Meredith now has 2,355 employes 
‘and 3,727 stockholders. 


|Adclub to Honor Mrs. Luce 


| Mrs. Clare Boothe Luce, U. S. 
‘ambassador to Italy, will receive 
‘the 1954 Gold Medal of Achieve- 
‘ment, awarded annually by the 
ee Poor Richard Club, Philadelphia. 
Ai 5 ‘The presentation will be made 
‘Jan. 17 in Philadelphia. 
OF HOMETOWN AND RURAL AMERICA 


Inland Press Adds Three 


_ The Inland Daily Press Assn.., 
Chicago, has elected to member- 


ship the Mail-Record, Salida, 
Colo.; the Inquirer, Galion, O., and 
‘the People’s Press, Owatonna, 


Minn. 
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Advertising Age, October 11, 1954 


Bolstered by Loan, 
Auto-Lite Will Start 
Heavy New Drive 


TOLEDO, Oct. 6—Electric Auto- 
Lite Co. will strengthen its 1955 
advertising in three areas: (1) At 
the local level; (2) through great- 
er emphasis on product informa- 
tion, and (3) by greater use of di- 
rect mail follow-up. 

D. B. Seem, v.p. and director of 
advertising, in a special statement 
to AA, said that the full list of 
media to be used in Auto-Lite’s | - 
1955 advertising program has not. 
yet been decided, but, he said, 
there definitely will be heavy 
campaigns in leading consumer 
publications, newspapers and sup- 
plementary media. ‘ 

“Of course,” Mr. Seem said, 
“business paper advertising will | 
be used extensively, | 


but until | 
Auto-Lite finds a suitable network 
radio or tv program in a favorable 
time spot, we do not plan to return 
to the air.” 

Mr. Seem’s statement was made 
following the announcement here 
yesterday that a sum of $14,660,000 
has been made available to Auto- 
Lite through a loan from Equitable 
Life Assurance Society of the U.S. 
for modernization of its manufac- 
turing facilities and other corpor- 


Selling Selmer Through the Years 


Pratessone! mamcuns tert an ct gaperoe After i nedacee of 
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the sale it Seber exruments (0 ofutesmaunals haa mutrepbodt 


OUT OF THE FILES—““We had catalogs before 1914; we 
didn’t have files,’ admits H. & A. Selmer, Elkhart, 
Ind., musical instrument maker, in a spread in one 
of its house publications, Selmer Seller. The spread 
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celebrates the company’s 50th anniversary, featur- 
ing samples of Selmer ads since 1914. The anniver- 
sary will spark ads in Downbeat, Etude, Metronome, 
School Musician and music trade journals. 


ate purposes. 


= James P. Falvey, Auto-Lite its competitive position among 
president, in announcing the loan, manufacturers of automotive elec- | 
said that successful refunding of trical equipment.” 
$20,340,000 in outstanding obliga- Auto-Lite’s sales for the first six-| 
tions to Equitable was included in, months of 1954 slumped to $96,- 
the transaction, bringing the total | 755,281 (from $154,136,441 in the 
loan to $35,000,000. first half of 53), a drop of $57,381,- 

The new loan, Mr. Falvey said, 160. This dip followed the down- 
provides Auto-Lite with $14,660,- ward curve of automobile produc- 
000 for “modernization and im- tion and sales by the smaller auto- 
provement of manufacturing fa-| mobile manufacturers, many of 
cilities—a necessary step at this whom use Auto-Lite equipment in 


time to help the company improve | their cars. 


| programs of Auto-Lite’s 28 manu- 
“One of the features of Auto- facturing plants. 

Lite’s advertising this fail,” Mr.' 

Seem said, “will be full-page ads # “Our 1955 advertising,” Mr. 

in newspapers and magazines de-| Seem said, “will be localized to a 


tailing the importance of the many | greater extent than ever before. | 
new cars using Auto-Lite equip-|We are aiming for an especially | 


ment. The ads will invite readers| hard impact in the heavily popu- 
to see their local car dealers andj lated areas. 

will point out the close association| “We will also stress product in- 
Auto-Lite has with the automotive formation in all advertising. We 
industry. Proofs of the ads will be are going to show how Auto-Lite 
used in the employe relations products are made, what they are 


| 


4 | Inc., 


25 


‘constructed of and why they give 


better performance. We will deal 
with specifics to show jobber, 
dealer and consumer why Auto- 
Lite equipment is tops. 

“By stressing product informa- 
tion, we feel we can make the job 


‘of the distributor and dealer easier 


‘by pre-selling the consumer on the 
‘quality and performance of Auto- 
|Lite products. 

“Finally,” Mr. Seem said, “we 
‘are going to use direct mail to a 
| much greater degree, particularly 
|in planned promotion programs 
designed to open new outlets and 
thus extend the availability of 
|Auto-Lite products to car, truck 
‘and tractor users.” 
| Ruthrauff & Ryan is the Auto- 
| Lite agency. 


‘Magnecord Inc. Purchases 
Davies Laboratories’ Stock 


‘Stockholders of Magnecord Inc., 


|Chicago manufacturer of magnetic 
‘tape equipment, have approved 
‘the purchase of all the outstand- 
ing stock of Davies Laboratories 
| Riverdale, Md., radio and 
‘electronic equipment manufactur- 
‘er. The boards of directors of both 
| companies approved the sale last 
; month. 

Davies Laboratories will con- 
tinue as a wholly-owned subsidi- 
ary under the direction of its pres- 
ident and founder, Gomer L. 
Davies, who has been elected to 
the Magnecord board of directors. 


Belnap Offers Sales Tips 
Belnap & Thompson, national 
sales incentive company, has pub- 
lished a booklet, “Seven Steps to 
Success in Your Sales Incentive 
'Program,” based on an analysis of 
successful sales incentive pro- 
grams. Copies of the booklet may 
be obtained by writing George 
Fehlman, Belnap & Thompson 
|Palmer House, Chicago. ' 
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as, TRANSPORTATION SYSTEMS 


a 
_ INSTITUTIONS CITY, U. S. A. 4 


tions: 


23 hotels 6 youth service 
13 motels organizations 
9 hospitals and 42 schools 
sanitariums 1 college 9g 
"8 clubs 11 industrial cafeterias 
170 restaurants 


and a variety of other institutions, including _ 
government and office buildings, auditoriums, _ 
resorts and transportation systems. 


Such a city represents, roughly, one 1600th 
of America, and the equivalent proportion of 
the American investment of 60 billion dollars 
in institutions plant and property. In its big 
_ Remodeling Issue, Institutions Magazine will 
_ take Institutions City apart to reveal the ex- 
tent of past, present and future modernization 
ia institutions, and will oenalyze the factors 
which make institutions remodeling “the BIG 
_ picture” for manufacturers of buliding mate- 
rials and products and building equipment. 
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Institutions build to the tune of $9 billion a year... . which is roughly equivalent 
to the value of all new home construction. They remodel even more ... . because 
of the pressure of competition, and the rising demands of the American public which 
outpace even the tremendous new construction in this field. 


In March, 1955, will appear the greatest “how and why” 
story ever published on institutions remodeling. . . 


e One hundred fifty jumbo (11% by 14% in.) pages on 
this single subject—many of them in four colors! 


e A penetrating analysis of remodeling in 300-odd in- 
stitutions in a single city! 


e Hundreds of other case studies, from all over the 
country, on every type of big-building modernization! 


e The complete big picture of all products used for in- 
stitutions remodeling—from floors to roofs: from ex- 
teriors to furnishings; from heating, air conditioning and 
plumbing to office machines! For all uses, from sleeping 
rooms to lobbies, and from boiler room to dining rooms! 


Never before have institutions executives been given 
such an inside look at remodeling. They will be told 
—and shown—the need for remodeling, and just exactly 
how such work is handled—from the planning and 
financing right down to the selection of materials and 
the execution of the job. Every aspect of modernization 
will be thoroughly covered. 


To provide a close-up of the big modernization picture, 
the institutions of an actual city of 100,000 will be taken 
apart, and all the pieces examined under a magnifying 
lens. The editors will personally interview executives 
of the institutions in “Institutions City,” and will report 
how much modernization has been done, how much 
is in the planning stage, what areas of the buildings 
are coming in for remodeling, and most important— 
WHY! 


They will point out the needs for remodeling created 
by increased industrial activity, population growth, more 


wealth and higher living standards, construction of new 
plants, commercial buildings. 


This single issue will give institutions executives more 
practical information, more usable ideas on remodeling 
than they have ever had before. It will start thousands 
of modernization jobs from coast to coast. It will demon- 
strate the need for your products in the BIG Institutions 
Remodeling Picture! 


A Manageable Market 


The Institutions remodeling market is economical to 
sell in terms of doliars, time and effort. Why? . . . Be- 
cause the great preponderance of purchasing power 
of America’s institutions is concentrated in the hands 
of a relatively few big buyers, available through one 
monthly publication, and all segments of the market 
can be sold through a common-denominator sales ap- 
proach. 

Institutions remodeling is not only a big market (well 
over a half million existing buildings) but one that is 
remarkably free of fluctuations. If there is a tapering 
off from high activity in one segment, it is immediately 
offset by a corresponding rise in another segment. 


You get maximum return from your promotion invest- 
ment when you aim at the fofal institutions market 
through Institutions Magazine. 


Points to remember in selling the big institutions re- 
modeling market: 


e Remodeling never stops in institutions. 


e The institution itself controls the purse strings, and 
is always in a position to insist on—or veto—a given 
product. 
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INSTITUTIONS MAGAZINE 1S A MEMBER OF 


The March Remodeling Issue of INSTITUTIONS Magazine will present a broad-screen 
picture of the institutions modernization market and the products which go into it. 
This issue will be closely read by institutions executives and preserved for constant 
reference. Make sure your products are featured on this big screen. 


e While they use architects and consultants extensively, 
institutions executives make many more product deci- | diene 
sions themselves in remodeling than in new con- 
struction. 
These executives play a key role in the BIG Institu- se Wb Sey 
tions Remodeling Picture . . . . but they must be sold Rast ee i 
on your line if you want your products specified for the A Ras 
| big modernization projects that lie ahead. The March RE aNd MA 
j Remodeling Issue of Institutions Magazine offers you Pes Ee cee pen ‘GA ZINE 
‘| your one BIG opportunity for accomplishing this purpose eines RR i a 
' | because your product story in this issue will be tuned es as Lay 
| directly to the BIG Remodeling Picture and will be PR af oo 
} beamed to a market that is modernization-minded. see eee == 
W The dummy for this big issue is now in the hands of “ape haptic eeetiea =“ 
| Institutions Magazine field representatives. For a look at Eve | wnt 
this dummy or for further details on the institutions mar- — 
4 ket for your products write direct or.... — 
i : MACAZINE 
‘| CONSULT YOUR IN TWO PARTS.-PART 2 wba act 
| AbvertisinG AGENCY ~ | BUILDING = 
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1801 PRAIRIE AVE., CHICAGO 16, ILL. 


... SEE THE FOLLOWING PAGE 
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California Takes 
Lead in Drug Sales, 
New Survey Shows | 


HoLiywoop, Oct. 6—California’s 
drug sales in 1953 totaled $457,- | 
732,000, nearly 912% of the U. S. 
total, making it the leading drug | 
market in the world for the first 
time, according to West Coast 
Druggist. 

The publication points out that 
California’s drug sales increase of 


‘Toy Manufacturer’ 
Will Bow Dec. 20 


Cuicaco, Oct. 7—The first issue 
of Toy Manufacturer, dated Jan- 
uary, 1955, will appear Dec. 20. 
Publication office is at 535 S. 
Sheridan Rd., Waukegan, III. 

Circulation of the magazine will 
be controlled, reaching both gen- 
eral managers and production su- 
perintendents in the U. S.’ 2,500 
toy factories. In addition, copies 

will be sent to contract manufac- 
5.7% in 1953 over 1952 compares turers and toy component makers 
with a nationwide average in- : , . : serving the industry. 
crease of 2.6% for the same period. a ee ise Pew Seton Fuller Shatin’ Publisher of the new magazine 
is G. W. Stamm, founder and for- 
# Bert Butterworth, the maga-|coNFABS, FORMAL AND INFORMAL—Frank Braucher, In the picture at right, Walter D. Fuller, Curtis Pub-|mer publisher of a number of 
zine’s publisher, attributed the in-|,esident of Magazine Advertising Bureau, chats lishing Co. board chairman, addresses the orguniza-|Successful periodicals including 
pore ec aggaes iy pedir tenn with George C. Lucas, Washington consultant, tion. With him at the speakers table are shown W.| Science Digest and Modern Beauty 
po a ont Py that by 1964 a pierre Magazine Publishers Assn., and W. P. Cashin, News- H. Eaton, American Home, MPA treasurer, and Ford ee ig base ~vd M 
population should total 17,000,000 week, at the MPA convention Sept. 30 at Rye, N. Y. Stewart, Christian Herald, secretary of the group. written nan-ftietion books yonder 
if the pattern of percentage in- ing “Veterinary Guide for Farm- 
crease in the state for the past 10 ers,” which has sold almost 250,- 
years continues. 000 copies. 

The drug sales figures are based Toy Manufacturer is represented 
on California sales tax returns, in New York by C. A. Larson, 254 
and are included in the publica- W. 31st St., and in Chicago by Rus- 
tion’s “Eighth Market Study,” sell Smith, 205 W. Wacker Dr. 
which will include charts of popu- 
lation trends, total retail sales and 
drug sales, and other drug data. 
Copies of the preliminary report 
are available on request to the 
publication at 1606 N. Highland 
Ave., Hollywood 28. 


Industrial Exposition Set 

Clapp & Poliak, exposition man- 
agement firm, will stage its sixth 
Plant Maintenance & Engineering 
Show Jan. 24-27 in the Interna- 
tional Amphitheatre, Chicago. Ad- 
vance registration cards may be 
obtained from Clapp & Poliak, 341 
Madison Ave., New York. 


Lillian Sledge Transfers 
Lillian L. Sledge has _ been 
transferred from the Memphis of- 


fice to the New York staff of the Pratt Lawler Brumbaugh Stewart Gerardi McGraw Barvcets Gillett Bradenton CofC Plans Drive 
National Cotton Council as sales 


ie : The Bradenton, Fla., Chamber of 
promotion assistant on the Maid of | EIGHT SWINGERS—Golf breaks were part of magazine of Joseph A. Gerardi and Donald C. McGraw, Mc- Commerce has appointed Henry 
Cotton, children’s wear and home | publishers’ day-long session. Foursome at left in- Graw-Hill Publishing Co.; Ernest F. Barvoets, Wil- Quednau Inc., Tampa, to direct a 
furnishings campaigns. She suc- ‘cludes Fran Pratt, Time; Arthur P. Lawler, Street liams Press (Flower Grower), and E. K. Gillett Jr., | ‘national campaign next year. At 
ceeds Bess Green, who has re-|& Smith; David W. Brumbaugh, Time, and Ford Whitman, Ransom & Coulson, legal counsel for Mag- | least $10,000 will be budgeted for 


signed. | Stewart, Christian Herald. Quartet at right consists azine Publishers Assn. the drive. 
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The Institutions Market for 
Maintenance Products, Equipment 
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Hosler Agency Changes Name| (nada Welcomes U.S. Producers, 


Advertising. 


Canadian subsidiary 
Canadian-managed and operated 


has changed its name to Thomson | ‘and (2) they should not use 


should be 


“Canada” in the name of any com- 


mailin, 


JUST ASK FOR MARIE: 


Call WAbash 2-8655 and ask for 
Marie Maize on your next multi- 
graph, mimeograph, 
job. 
livery, fast an 
of experienced personnel, charges 
always in line. THE LETTER 

431 S. Dearborn St., Chicago 5. 
(Now in our 25th successful year.) 


But They Must Figure Costs with Care »=" <2 | 


# It is not now common practice 

Writing in the August Methods, for Canadian cities to offer free 
T. D. Wakefield, president of sites to lure industry to locate 
Wakefield Lighting Ltd., London, there. London, Wakefield deter- 
and v.p. in charge of trade and mined, is 50 minutes from the 
public relations of F. W. Wakefield Cleveland airport—convenient to 
Brass Co., Vermilion, O., lighting the heart of booming western 
equipment manufacturer, reported Ontario. The London Chamber of 
the following experiences and Commerce helped the U. S. com- 
suggestions for U. S. industrial pany, putting it in touch with local 


LONDON, ONT., Oct. 5—An Amer- 
ican company can go into produc- 
tion using a Canadian subsidiary, 
with many factors auguring for 
success, one American appliance 
manufacturer reports. But he ad- 
'vises that careful study should 
deen such a move. 


addressing or 
uick pick-up and de- 
accurate work, plenty 


R SHOP, 


‘companies considering opening up industrialists. They, in turn, sug- 
operations in Canada: |gested legal counsel and plant sites. 
Wakefield had been selling in| The chamber supplied plenty of 
Canada for 16 years, shipping un- material on other industries, trans- | 
assembled parts to a Toronto com- portation, labor conditions and 
pany for finishing, assembly and rates, holidays, pension plans, | 
distribution by its sales organiza- housing, financing, zouuing, aid to’ 
tion. In 1953, the Toronto company new industries, taxation and gen- 
decided to stop finishing and con- eral background of the city. 
centrate on distribution. It was,) The company found that in) 
however, willing to handle Wake- Canada build-lease companies will | 
field’s completed lighting fixtures. acquire a site, erect a building to) 
In talking to U. S. companies, fit a manufacturer’s needs and. 
: Wakefield learned that (1) the lease it for from five to 25 years, 


Knife-&-Fork Club" 
has 20 million 


\ ~\\ 


\\ members! _ 


\\ 


\ 


Big expansion in inplant feeding continues . . . ultra-modern kitchens and work- 
room equipment ... supermarket-sized pantries consumed daily in many plants 


Powerful forces including higher worker efficiency and improved 
employee relations are making the practice of inplant feeding 
forge ahead. Dispersal of plants into suburbs hastens the tempo. 

Here is a new knife-and-fork Club with 20,000,000 members. 
Its only business is to eat. 

This new billion dollar mass feeding market is covered by In- 
plant Food Management Magazine. No other publication devotes 
itself exclusively to the inplant feeding field. Publication began 
last February after yearly budgets had closed and yet in 6 months 
time it is carrying schedules of more than 40 leading advertisers. 

Our editors load it with “must-reading” each month for inplant 
feeding managers and caterers. The special problems of inplant 
feeding require specialized editorial treatment. Inquiry-minded 
advertisers tell us it tops their list in good inquiries. 

Inplant Food Management Magazine circulates wherever and 
however food is mass-dispensed to employees on the premises of 
office, store or factory. 

Complete data and circulation breakdown available in our 
Media File—ask for your copy. Closing date is 15th of 2nd preced- 
ing month; 12-time b&w page rate $300. Over 8,000 circulation. 
Your nearest representative is shown below. 


I i PLANT FOOD MANAGEMENT 


The Magazine for Inplant Food Services and Better Employee Relations 
INPLANT PUBLISHING CORP., 230 E. Ohio St., Chicago 11, Ill. 

NEW YORK 20: 30 Rockefeller Plaza, Circle 5-4160 

CHICAGO 11: 230 E. Ohio St., WHiteholi 4-6715 


LOS ANGELES: Duncan A. Scott & Co., 2978 Wilshire Bivd., DUnkirk 8-4151 
SAN FRANCISCO: Duncan A. Scott & Co., Mills Bivd., GArfield 1-7950 


Representatives: 
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at costs ranging from 90¢ to $1.10a 
sq. ft. per year. Wakefield leased 
12,000 sq. ft. in a new two-story 
building. It was located at the edge 
of the suburbs and on a main 
highway. 

If so provided in the Letters 
Patent, the Canadian subsidiary 
may hold directors’ and sharehold- 
ers’ meetings at the parent com- 
pany’s location. 


# Canadian bank loans, Wakefield 
found, offer real advantages, both 
because of the premium on Cana- 
dian dollars, and the lower Cana- 
dian corporate tax rate. 

It is important to clear with the 
Canadian Department of National 
Revenue the minimum amount at 
which parts can be billed to a 
subsidiary. Since duty will be paid 
on the parts shipped into Canada, 
they should be priced at a mini- 
mum; Canada has dumping laws, 
and if the parts are priced at val- 
ues unacceptable to Canadian 
customs, the purchaser can be lia- 
ble for penalties. 

The Canadian selling price of the 
completed article, Mr. Wakefield 
says, should be less than the U. S. 
finished price plus duty. Other- 
wise, there’s no point in setting up 
operations in Canada. 

Wakefield ships unfinished met- 
al parts into Canada. These are 
subject to 22%% duty. The com- 
pany cleans, finishes and assembles 
them. Electrical parts are pur- 
chased in Canada. 


s Current corporation taxes in 
most of Canada are 20% on the 
first $20,000 of earnings, 49% be- 
yond that. A management fee al- 
lowed the parent company is 
chargeable as a business expense. 
The rate of the fee and what it 
covers should be established early 
with Canadian income tax people. 
Wakefield’s fee covers such widely 
diverse projects as personnel train- 
ing, product development, prepa- 
ration of advertising, use of dis- 
play material, editorial work in 
the Canadian press, patent protec- 
tion, engineering studies and sales 
helps on international accounts. 

Catalog plates from the U. S. 
were sent to Canada and the cat- 
alog produced by a Canadian 
printer. 

Wakefield has found that it 
could have investigated more care- 
fully (a) the procedure for making 
a survey of sales potentials at 
prices allowing it to recover all 
estimated costs, (b) methods of 
breaking into an established mar- 
ket with products that are much 
the same as those of the competi- 
tion—as well as with new types 
and (c) methods of getting good 
salesmen before the actual sales 
potential could be shown. 


(ADVERTISEMENT ) 


Chrysler Subsidiary 
Elects Lee Lewis 
V. P. and Director 


Lee Lewis has been elected vice 
president and director of MoPar Motor 
Parts Corpora- 
tion, a division 
of Chrysler Cor- 
poration. With 
its huge annual 
requirements of 
metals, contain- 
ers and other es- 
sential products 
and services, 
MoPar is an at- 
tractive account 
for many sup- 
pliers. To reach 
Mr. Lewis and 
other Chrysler 
executives who 
direct and _in- 
fluence the organization’s decisions, 
The Wall Street Journal offers a direct 
channel. 

Top businessmen everywhere rely 
on The Journal for its useful news 
content. That’s why it’s useful to ad- 
vertisers, too. The Journal’s circula- 
tion today is 295,367, total readership 
is nearly twice that figure. What an 
advertising medium! 
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“People believe in The American Magazine 
ecause The American Magazine believes in people!” 


.-.and 10,000,000 readers prove this belief by their re- 
sponsiveness to both editorial content and to advertising .. . 
one important reason why drug and cosmetic makers have 
increased American Magazine revenue 18.2% this year! 


Why are makers of drugs and cosmetics using more advertising 
linage in The American Magazine? 


The answer is given in part by the quality and responsiyeness of 
The American Magazine’s ten million readers. 


For example, compared with the other four leading general family 
magazines, The American Magazine offers its advertisers: 


£ uA wh wh of oh eh wt ls ‘ 


The heart-warming story of one of radio and TV’s most at- 
tractive stars, Arlene Francis, is typical of articles that show 
The American Magazine's belief in people. Read “You Don’t 
Have To Be Beautiful”, in the October issue now on newsstands. 


@ a greater percent of families with incomes of $5,000 or over a year 

@ a greater percent in the important 20-to-35 age group, when brand 
preferences are being formed. 

@ over twice the reading time per reader than the average of the other 
four. Your advertisement has twice the exposure for readership 
and sales! 

@ a new audience. Duplication with the other four is very low. 

When you advertise, look at all five of the leading general family 
magazines . . . for cost per thousand, for quality of audience, for read- 
ership and results. Facts and figures will convince you that The 
American Magazine belongs on your list! 


MAGAZINE 


“It moves goods because it moves people.” 


© The Crowell-Collier Publishing Company, 640 Fijth Avenue, N. Y. 19, N. Y. 
Publishers of The American Magazine, Collier's and Woman's Home Companion, 
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ood grip on 


great male mar 


Join the advertisers who know from 
profitable experience that Elks give 
preference to products advertised in 
The Elks Magazine. For $2.23 per page 
per thousand you can come to grips 
with this mass market of men 


with class incomes. 


THE MAGAZINE 


New York e Detroit » Chicago « Los Angeles 


ABP Plans Winter Clinics 


| Philip D. Allen, v.p. of Mac- | 


Lean-Hunter Publishing Corp., and 


Charles Whitney, publisher of In-| 


teriors, will respectively preside 
over Associated Business Publica- 


tions’ annual midwestern and east- 


ern clinics. The former will meet) 


at the Palmer House, Chicago, Feb. 
16, while the latter will convene in 
New York’s Hotel Roosevelt on 
March 2. 


Motorola Names Getschal 


| Motorola-New York has ap- 
pointed Getschal Co., New York, 
to handle its advertising. Newspa- 
pers, radio, tv and direct mail will 
‘be used. The campaign has been 
/launched with full page newspaper 
"space featuring the Motorola color 
itv set that sells for $895. 


Joseph Moran Joins FC&B 


Joseph A. Moran, formerly with 
/Melchor Guzman Co., New York 
advertising media representative, 
has joined the New York staff of 
| Foote, Cone & Belding as an as- 
sistant account executive in the 
_agency’s international division. 


‘El Diario’ Moves Office 

El Diario de Nueva York, Span- 
ish daily, has moved its office and 
/presses to 164 Duane St., New 
York. Present plans call for cir- 
culation extension “to include vir- 
\tually every large Spanish-popu- 
lated area in the country.” 


‘Ruth, Paul & Co. Bows 


| A new Chicago book publishing 
company, Ruth, Paul & Co., has 
been formed as a subsidiary of 
Gun Digest Publishing Co., Chi- 
cago. Milton P. Klein is president. 


when your sales message 
goes to... 


N OW WKZO.-TV (Channel 3) has 
100,000 watts of power—now has a 
new 1000-foot tower—now offers you 
514,000 families within its grade B 


coverage area! 


So NOW more than ever, WKZO- 


SALES GO OVER the TOP 


TV can help you go over the top in 
Western Michigan! 


INDIANA 


100,000 WATTS VIDEO — CHANNEL 3 — 1000’ TOWER 


. 


She Felyer Hations 


WKZO — KALAMAZOO 
WKZO.TV — GRAND RAPIDS-KALAMAZOO 
WJEF — GRAND RAPIDS 

, WJEF-FAA — GRAND RAPIDS-KALAMAZOO 
KOLN — LINCOLN, NEBRASKA 
KOLN.TV — LINCOLN, NEBRASKA 

Associated with 

WMBD — PEORIA, ILLINOIS 


OFFICIAL BASIC CBS FOR WESTERN MICHIGAN 
Avery-Knodel, Inc., Exclusive National Representatives 


| 
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Getting Personal 


Col. John R. Reitemeyer, publisher of The Courant, Hartford, 
Conn., and Mrs. Reitemeyer have left for Venezuela on a business 
and vacation trip. Col. Reitemeyer is chairman of the executive 
board of the Inter-American Press Assn., which will hold its annual 
meeting in Sao Paulo this month... 

David Savitt, chief of the camera department of Kling Film En- 
terprises, Chicago, has been elected a member of the American So- 
ciety of Cinematographers, an organization dedicated to the ad- 
vancement of the art and science of motion picture photography. 
Mr. Savitt is a veteran of 27 years in the film industry. .. 

Robert H. Teter, sales manager of Station KYW, Philadelphia, 
has turned little theater director with the Main Line Playhouse. 
It will be a production of “Shall We Join the Ladies”... 
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TROPHY WINNER—The Davies trophy of the Cleveland Advertising 

Golf Assn. goes to Paul W. Endriss (center), assistant advertising 

manager of the Westinghouse Appliance Division, Mansfield, for 

the lowest aggregate net score in five tournaments held this year. 

At left is Felix Morris, Cleveland manager, Capper Publications, 

1953 winner of the prize, and at right, W. P. Dumont, v.p. of Fuller 
& Smith & Ross and president of the CAGA. 


William Goetze, of Elliott, Goetze & Boone, was emcee at this 
year’s San Francisco Opera Guild Fol de Rol, a stage show held at 
the Civic Auditorium Sept. 29 with all proceeds going to the San 
Francisco Opera Assn. He has performed in amateur theatricals 
with the Ross Valley Players and at Bohemian Grove... 

Before Buell Herman left Dallas, where he was southwestern 
manager of Edward Petry & Co. for five years, Dallas ad and sales 
executives got together for a send-off party at the Baker Hotel. The 
Hermans are now in Chicago, where he is in the network sales de- 
partment of the central division of NBC-TV... 

This is anniversary year for J. A. Wagner, ad director of Scholl 
Mfg. Co., Chicago. On the day of the company’s 50th anniversary 
celebration, he was given a testimonial plaque to mark his 30th year 
with Scholl. And—Mr. and Mrs. Wagner are celebrating their 30th 
wedding anniversary this year... 


oo centile 


WOULD-BE REMBRANDTS—Anderson & Cairns, New York, is holding its 
first semi-annual “After Hours” art exhibit for the agency’s art di- 
rectors and staff members to prove that there’s more than just com- 
mercial talent in the art department of an agency. Shown at the 
opening are (l. to r.) Everett Hencke, senior art director, and his 
associates, Cy Livolski, Hal Florian, Dominick Rizzo, Herman Van- 
derberg, and Ken Harris. The exhibit includes landscapes, still- 
lifes and portraits in water color, tempera, pencil and ink. 


Ray Dillon, of CBS-TV saies department, was married to Marie 
Caputo, of Young & Rubicam (formerly of CBS-TV sales secretarial 
staff), on Sept. 25 in Our Lady of Mt. Carmel Church, New York. 
They honeymooned in Miami... 

A fifth child, a daughter, was born on Sept. 28 to C. W. Doebler 
(sales promotion manager of WBBM and WBBM-TYV, Chicago) and 
Mrs. Doebler in suburban Elmhurst. The others in the family are 
two boys and two girls... Robert B. Freeman, v.p. and art director 
of Charles R. Stuart Advertising and president of the Art Directors 
Club of San Francisco, has been appointed regional chairman of the 
Aspen Design Conference... 
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More corn on one row than used to grow 
on two — that's better farming ! 


America’s farmers are doing the best job in the world. 
Within a single generation, they have multiplied pro- 
duction per acre and per man to almost unbelievable 
proportions. 


Yes, our farmers are good—but they can be better! 


As the editors of Country Gentleman point out in 
explaining why we’re changing the name of our maga- 
zine to Better Farming: 


‘‘ Today the top farmers of this country are produc- 
ing twice as much per man, twice as much per acre, 
living twice as well, giving twice as much to the 
church, buying twice as many dishwashers and trac- 
tors, having twice as much fun as the average 
American farmer.” 


There ought to be—and can be—more of these top 
farmers on more farms. Country Gentleman is making 
this its challenge and opportunity. 


All of our editorial force is being directed toward 
this goal: To help every farmer do a better job on his 
farm, with his problems, under his conditions . . . and 
to help him translate the rewards of better farming into 
the pleasures of better farm living. 


Better farming will produce better customers for the 
products offered on our advertising pages— products 
which help make better farming and better farm living 
a reality. 

So, with the January issue, the name and aim of 
Country Gentleman become one—Better Farming. 


Starting in January-Country Gentleman is changing its name to 


... Better Farming § 
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READERS DO 
| PAPER PRODUCTS * CAKE DECORATIONS © CLEANERS 
" POUGHNUT MACHINES * CONTROLS + CONCENTRATES 
| MOULDS ¢ PRESERVES » VACUUM CLEANERS © YEAST 
DIVIDERS © FLOUR HANOLING EQUIPMENT * SUGAR 
_ MUMIDIFIERS © INSECTICIDES + BROOMS © VITAMINS 
- BASKETS © REFRIGERATING MACHINERY © UNIFORMS 

SHORTENINGS * VEGETABLE OLS ¢ THERMOMETERS 
- DETERGENTS © PROOF BOXES + MOTORS © FIXTURES 
_ FRUITS ¢ OVENS © PANS © SPICES © MIXERS © MILK 

MOULDERS * FLOUR © RACKS * TRUCKS « CABINETS ‘ 
| BEATERS + CONVEYORS + BREAD SLICERS © SYRUPS 
FIRES + LABELS * BAGS © SHOW CASES + FLAVORS 
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OF THE BUSINESS 
IN THIS $5 BILLION 
DOLLAR INDUSTRY 


THE CANNER * BAKING INDUSTRY * HOSPITAL MANAGEMENT 


Bravo Now Covers All Media 
Vincent J. Bravo Ine., which 
{since 1945 has specialized in han- 
dling outdoor and transportation 
advertising in Brooklyn, 
panding into the general advertis- 
ing agency field and will cover all 
media for clients. Tne company 


Ave., Rockville Center, N. Y. 


Three Join Y&R Contact Staft 

Walter H. Smith, formerly with 
Kastor, Farrell, Chesley & Clif- 
ford; Ray Jones, formerly with 
N. W. Ayer & Son, and T. Carter 
Gleysteen, previousiy with J. 
Walter Thompson Co., have joined 
the contact department of Young 
& Rubicam, New York. 


George Gladden Leaves JWT 

George Gladden is resigning as 
director of the motion picture de- 
partment of J. Walter Thompson 
Co., New York. 


r. Oversight Misses the Boat... 
in the Nation’s 2nd Largest Seaport ! 


ap He Overlooked The Houston Post 


Mr. Oversight was left behind because he 
was behind the times in his facts on the great 
and growing Houston market — the nation’s 
second largest seaport. He didn’t realize that 
by sticking to outmoded space buying prac- 
tices he was getting coverage in far less than 
half this great market; that only by switching 


Schmitt office. 


able upon request. 


The Houston Market Today is Sold on... Sold By 


THE HOUSTON PosT 


| Now Up To 188,857 Daily — 206,567 Sunday* 
a ...and still growing! 


from his old rowboat to a first class vehicle 
— The Houston Post — could he do a complete 
Houston area selling job. Get all the facts 
from your nearest Moloney, Regan and 


Starch studies made regularly. Details avail- 


tt Tokes THE HOUSTON POST 
to Sell the Houston Market! 


W. P. Hobby, Publisher 

Eugene Lemcoe, Director 
of Advertising 

Robert Barron, Manager of 
General Advertising 


*ABC Publisher's Statement, 
March 31, 1954 


is ex-. 


has moved its office to 53 N. Park 


Advertising Age, October 11, 1954 


Use Tests to Set 
Ad Budgets: O'Dell 


St. Louris, Oct. 6—Too many ad 
budgets are determined by unreal- 
istic methods, the head of a mar- 
ket research firm told St. Louis 
admen Friday. 

William F. O’Dell, president of 
Market Facts Inc., Chicago, de- 
| clared in an Advertising Club of 
'St. Louis address, “Business 
‘men who spend millions of dollars 
in the laboratory on basic research” 
do little or no experimenting in 
“the market place; where large 
amounts are frequently lost.” 

He deplored as “unrealistic” the 
practice of basing advertising bud- 
gets on a traditional percentage of 
sales volume. Instead, he advoca- 
ted participation in research pro- 
grams to determine “realistic and 
effective” ratios of advertising dol- 
lars to sales. 


s He suggested a series of con- 
trolled experiments to determine 
advertising’s contribution to sales. 

“Business men are in a much bet- 
ter position to do this than are the 
social scientists,’ he observed. 
“Sociologists, for instance, must 
seek facts after the event occurs, 
while business men can inject stim- 
uli into a market without the gen- 
eral public’s knowledge. This re- 
;sults in virtually no participation 
| basis.” 

He advocated simultaneous test 
campaigns in a number of test 
‘cities with advertising funds var- 
ied in each. Only local media 
should be used, he emphasized, and 
‘variables other than measured ad 
money kept from the test areas. 
| Mr. O'Dell concluded: “A series 
jof such experiments will show 
much more clearly what advertis- 
_ing’s contributions to sales are. 
And it follows that appropriations 
‘for advertising will be increased 
when it is evident they would turn 
in more profit.” 


NBC Signs Election Sponsor 
and Three-Way Advertiser 

National Broadcasting Co., New 
York, got the jump on its tv com- 
petition with the sale of half its 
election night coverage, Nov. 2, to 
Roto-Broil Corp. of America, New 
York (Product Services). 

NBC-TV also has signed its first 
three-way combination advertiser 
for “Today,” “Home” and “To- 
night.”” Northam Warren Corp., 
Stamford, Conn. (J. M. Mathes 
Inc.), has bought 117 participations 
on these shows for Cutex nail pol- 
ish, starting in December. 


CoNSOLIDATED 


TAKES THE PULSE of the 
nation’s news. The beat means 
little—the count means much! 
...We read practically all daily 
and over 6000 weekly English 
language newspapers for per- 
sons and establishments whose 
names are a Blue Book of Who 
and What. Let us serve YOU. 


CONSOLIDATED ftirws suecaus 
431 SOUTH aureus WicAgD. PT. 


, DEPT. 12 
5, ILLINOIS 
170 FIFTH AVENUE. NEW YORK 10, WN. Y. 
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| | Soaring to a new high of 28,970, Advertising Age has again set an all-time 
record for ABC circulation in the advertising and marketing field. While 
we are naturally happy to have this numerical superiority, we have always 
| | been more impressed by evidence which, in addition, substantiates quality 
| i and intensity of readership—significant facts most clearly revealed by 
| readership surveys. Thus, we are proudest of the results of survey after 
i} survey—42 in all—which prove conclusively Advertising Age’s leadership 
i in readership—that none compares to Ad Age in the reading preferences 
of the important people who are important to you! 
| * Average total paid circulation, publisher’s ABC statement for first 6 months 1954 
| 
im Advertising Age |= = 
| -9 6 8 Sa] 
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EXCLUSIVE! 


FREE to Advertisers 


READEX.. 


the widely accepted method of 
testing your copy and layout 
technique. 


'NARTB Moves to 
Cut Out Drinking 


| on TV Commercials 


| NEw York, Oct. 5—The tele- 
| vision code review board of the 
| National Assn. of Radio & Televi- 
sion Broadcasters has very quietly 


illiHighest Voluntary Paid 
THE ONLY started a move to eliminate the 
| drinking from beer and wine com- 


a cia Circulation in the Field | 


mercials on television. 
Beopab hort | This was one of the topics aired 
4 


at the group’s quarterly meeting 
> |i\\\Continued Circulation Growth |here last week. While there is no 
iiishows definite leadership 


‘specific code provision that pre- 

‘vents the use of scenes involvin 
among all hospital publica-— . 
tions. 


f 


Readex also checks on editoriall 
content for our guidance. 


a § 
0 5 1 t al , i 
. bre. . 


105 West Adams St. Chicago 3 


the drinking of beer or wines in 
commercials, the board feels 
‘that this comes within the general 
“good taste” provisions of the code. 

During the two-day session, 
members of the board, which is 
headed by John E. Fetzer of 
CLISSOLD BUSINESSPAPERS: |_WKZO-TV, Kalamazoo, met in- 
BAKING INDUSTRY @ THE CANNER @ HOSPITAL MANAGEMENT formally with representatives of 


they Buy More because they Have More! ~ 


@ With an average income per family of $6593* it’s easy 
to see why people do buy more in this great market. That’s 
25.7% above the national average . . . 7th highest in the 
nation among cities of 600,000 population and over! 
That’s why you'll find ready and able customers for any 
worthwhile product .. . from pianos to pie pans. And you 


get these other vital market advantages as well: 


> It’s BIG... . over 600,000 population 

> It’s STEADY... unsurpassed for diversification and 
balance of industry and agriculture 

> It's EASILY REACHED . . . you get saturation 
coverage of the metropolitan area, plus an effective bonus 
coverage of the 44 surrounding counties in The Star and 


The News. Write for complete market data today. 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


* Consumer Income Supplement, 1954, Standard Rate & Data Service. 


Advertising Age, October 11, 1954 
Se four networks. The networks 
reportedly were in general agree- 
ment with the board. Station sub- 
scribers to the code also have been 
or are being informed of the 
board’s views on the matter. 


® Television’s treatment of alco- 
holic peverages during the pro- 
grams as well as in the commer- 
cials undoubtedly is being watched 
more closely because of the House 
of Representatives’ threatened in- 
vestigation of tv beer and wine 
advertising. 

The board, which was faced 
with fewer complaints than usual, 
also is watching tv cigaret adver- 
tising very closely, but no specific 
recommendations have been ad- 
vanced for this type of product as 
yet. 

AA learned that prior to the 
two-day meeting here, the prob- 
lem had been discussed informally 
at NARTB regional meetings. 


# It was also learned that the as- 
sociation has sent questionnaires 
to all member radio and tv sta- 
tions asking for information on 
commercials broadcast for beer 
and wine advertisers. 

According to Harold E. Fellows, 
NARTB president, one-third of 
the stations had replied by last 
weekend—two weeks after the 
survey went out. Mr. Fellows is- 
sued an appeal to the remaining 
two-thirds to come through in the 
next ten days, “inasmuch as we 
jcan anticipate government inter- 
—— if the industry itself can- 
not supply the answers...” 


‘Gildersleeve’ Adds Sponsor 

Brown & Williamson Tobacco 
‘Corp., Louisville, has bought into 
‘the five-a-week participation plan 
‘for the “Great Gildersleeve” on 
/NBC Radio. Ted Bates & Co. is the 
{agency. 


STATEMENT OF THE OWNERSHIP, 
MANAGEMENT AND CIRCULATION 
REQUIRED BY THE ACT OF CONGRESS 
OF AUGUST 23, 1912, AS AMENDED BY 
THE ACTS OF MARCH 3, 1933, AND 
JULY 2, 1946 (Title 39, United States 
Code, Section 233). 

Of Advertising Age, published weekly at 
Chicago, Ill., for October 1, 1954. 

1. The names and addresses of the pub- 
lisher, editor, managing editor, and busi- 
ness managers are: 

, Publisher, G. D. Crain, Jr., 
ll. 

Editor, S. R. Bernstein, Chicago, Il. 

Managing Editor, J. J. Graham, Chica- 
go, Illinois. 

Business Manager, 
Deerfield, Ill. 

2. The owner is: (if owned by a cor- 
poration, its name and address must be 
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owning or holding 1 percent or more of 
total amount of stock. If not owned by a 
corporation, the names and addresses of 
the individual owners must be given. If 
owned by a partnership or other unincor- 
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well as that of each individual member, 
must be given.) 
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Groomes, 1052 Warrington Rd., Deerfield, 
Illinois; J. B. Miller & M. Miller, 
409 S. Second Ave., Maywood, Illinois; 
B. G. Rehm and H. M. Rehm, 4308 Church- 
ill Rd., St. Matthews, Ky.; G. L. Ham- 
lin and E. K. Hamlin, Route 1, Vandalia, 
Michigan; Mary C. Sanders, 611 Barton 
Place, Evanston, Ill.; M. E. Crain, and 
E. F. Crain, 2909 Sheridan Rd., Chicago, 
Ill.; Jessie W. Crain, Box 2059, Carmel, 
California; Jane C. Ivie, 549 Addison 
Street, Chicago, Il. 

3. The known bondholders, mortgagees, 
and other security holders owning or 
holding 1 percent or more of total amount 
of bonds, mortgages, or other securities 
are: None. 

4. Paragraphs 2 and 3 include, in cases 
where the stockholder or security holder 
appears upon the books of the company 
as trustee or in any other fiduciary rela- 
tion, the name of the person or corpora- 
tion for whom such trustee is acting; also 
the statements in the two paragraphs 
show the affiants full knowledge and 
belief as to the circumstances and con- 
ditions under which stockholders and 
security holders who do not appear upon 
the books of the company as trustees, 
hold stock and securities in a capacity 
other than that of a bona fide owner. 

5. The average number of copies of 
each issue of this publication sold or dis- 
tributed, through the mails or otherwise, 
to paid subscribers during the 12 months 
preceding the date shown above was: 


28,755. 

G. D. CRAIN, JR. 
Publisher 
{Sworn to and subscribed before me this 
20th day of September, 1954. 
EDITH M. STEGER 
| (Seal) 


a 
| (My commission expires April 3, 1956.) 
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Battle of the Bulge 


Now where did all that stuff come 
from? Ever happen to you? It does to 
many men, especially the 2,000,000 
who read TRUE. 


The average TRUE reader owns 11 
business shirts, 8 sport shirts, 20 pairs 
of socks, 10 pairs of shorts, 12 under- 
shirts, 4 pairs of pajamas, 23 neck- 
ties, 2 pairs of gloves, 2 bathing suits, 
3 sweaters, several tie clasps, cuff links, 


key chains and collar pins. 


And that’s only the beginning. His 
closet, like Fibber McGee’s, couldn’t 
harbor another hanger. It’s packed like 
the New York subway ... suits, slacks, 


sport jackets, top coats, raincoats, hats, 
shoes. . . 


Like we said, 2,000,000 men read 
TRUE... and if you inventoried their 
closets and bureau drawers, you’d soon 


discover they’re worth $352,000,000 
to the men’s wear business. You can 
reach them better, faster, cheaper 
via... 


AMERICA’S LARGEST SELLING MAN’S MAGAZINE 


TRUE 


THE MAN’S MAGAZINE 


One of the Fawcett family .. . serving millions 
of America’s families 


67 WEST 44th STREET, NEW YORK 36, N. Y. 
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of TRUE STORY’s primary 


are not reached by all 


LH. + WHE + McC + GH. 10,558,249 


TRUE 
LHJ. + WHC. + McC + story 11,012,828 


instead of 
Good Housekeeping 


TRUE 
LHJ. + WHC + srory+ GH. 10,870,072 


TRUE 
LHJ. +story+ McC + GH. 10,763,819 
Woman's Wome Companion 
SOURCE: COMPILED FROM STARCH, 1954 TRUE 
STANDARD RATE AND DATA SERVICE STORY + W. H. C. + McC + G. no 10,600,858 
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Ladies’ Home Journal 


ure eA wR Oe SS ; ww Ai nenlarm families. with | BD won-farem femilies with 
wmcomes over $4,000 $3 C60-$5 CEH) roped 


Woge-earners have more 


tz 
Be 


e 


real money to spend thar PS 


Sates: : 
%F . % 
° : ° 


any other group! Look a 
oe ; BR scrners 


ese eye-opening. charts 


& 


IF YOU USE “on” | 


se 
if 
+ 


eis 


et Mee may 0 4 apie We PY oe € 4 % : x Trad ' aS we 2 e : ay" pata - 2 ie ; Sat $c ates oe 5 oi raat a ‘ . “ % i - Li ie i eae i 
‘ a eg eat me UL We Ry Soke AE Rae 2 RP es Ih? £ ind ¥ om? aera F -' PN. * 2 CS Se pate i fl Ne conte ag? L ae > * Sere es hee eee Vie-ohele ‘axe ~ one PS Ce te ROT } e nee X 
Leet ex. Moe Bere de hy mas eet es iar ata Umno “ yer ea , ae Avot Ng tg 3) 7) are oe UR Oe SSE ic ae Mei ae y bt a ae ie hE een ey Riss © Sara a ela |b PR are cae © be Tax tes 
a gui See ae we ese. phys NA re Ley aT Pe ees ee aE cn ae tk Re ca Sir 2 Wate ds <b Po. poe acta as 2 SE ee » Sh Mat, bene ra Bae fo peo. ey ag ’ sf a ete Gk ey 4 
esa te TENS, pee tat . Ss ey Nok haga oe Axe 28 SUSIE Sh ey BRN can) 5 ot, NG EE Bebe ms oven C8 as = Ste Gi 7 Rg get Se ee Rg Nee oe Re RUE Cg gle TEN ne ie toe CU a MRT oh dm AN, See Me are 
Ba i Aging aes Pica asia se Sa on Poh Sig tetra acy MRO a Rai ig REARS Oca oh ave Ae otek Se IR Af ets ys ae Re eae SoA OS eR ar cine gt oie r re eid etn aoe WEL Na dieh le ne, Ate MRS 
; Case eee wee Ss ar aa seni Ps bgamia iy Sst, ope Maas Pag Rest ORR a CAN 2 ce SIS goa Maker Sy eee hs 8 Sh mae VET mR AT Stas dbo gRiste WR: of hy Wied <7 : Pati UieS Dee et eae 
ee Ay vm eye ‘ : . : ite : . t " ont, ae Chace eae } a + gee is 4 PR ea En Pe aes : eine 2 ry he tana praeee Meh , % ee ae 
FT ante z ‘ ‘ ‘ i 3 $e ?: x “s SS ae Say eb tN 
gi af Sa 8 . 3 , 9 * ma al 
oe z i mee 
_ ae gt 
pee ES oe 
Lee 
2S 
El i 
Bo ‘ ‘ f 
is “ kes es fs ; 
ae t : £44 Mays | egh ig SS ‘ an Ser | | 7 borat * Bey ees rt PRE et. i ay yee Gl ee ge ar Rest er a ee LN G ‘ ey ae et ah shat Meni ee M7 
2 he: id Ste ee yen er ees - ‘ pene = ft Pew 2 < ne ; Be a ees napa 3 ‘ % DE ee a ce a re : Exess Se see ie eee ae nae Ly 
eae ‘ Ra EF i. "SNS ar eeepc pa Sc OP Se iE eae ear ; irae, ; Be “a : a oh ee : aS ae gat ae INR ap ee ne 
eR, sf ‘ * eae | ’ ites . \ 
ait ; a 
bg PS 
ag . : 
me ae i 
| fF py { 
{5 . aa ee SS Rey if H 
ees “4 ie “ - nes ae ‘ un 
eemeskt es eas a SES: 2h Se se P 
o2 2. a ey Me RRS Say : 
4% e x - aoe : 
beets ty Le oe 
a ps < See pa : 
a , es oe 
ae 7 x * : CaS ah I 
Sa cs ni 
aes c ‘ a 
 - j ¥ ee “y i 
aye i? 
3 ' 
= 4 ~ 
a | | 
ey ny ' 
et mn 
ge apa zy g : y 
4 * 9 ees is : . Bs eels ie Peeks, Le Yeon a : A <i > a Sor xg i es Lea a ie Ry Py . he pen ah peat a 3 ee i 
, & ¥ fez : Be oe ae ie Pea) Pr ph ys be ae fc pte cay ee << Wie el nt 5 Bs Sst 4 A - sie oo aan EY Ee eee tre ey if 4 a q 
: 4 1k Samp eee i Wein 45 ate Re Mee avenged by heey een eae putter i oo wg y we <u eis 5 i ee 2, Dea aeteerss, Ser 7s ae BP 
4 if. é aa ete Beers co ae bie et ae es Seen Crimea er es a as ee OR a kes 0! a ge eee ee a a 
, Ey eo Oki ¢ Dalia ae > NE hh ee =e eae a Cae a st ae Tew oe Oe ey ee A ee RAIN A Me oui Ba oe a ee Bee Socata ate apciwlink’ 4 Ts aie oh Oe a if 
me ; at ne ‘ es a hy. * 
Tn Bos: f * rite pas i 
eae : 2 e = hee Bee f 
peal | oF . el 
5 pd my i ma . ty q 
a ; ‘S : . j 
a ‘i ‘ Sc 2 > 
as ; 2 : a ee : | 
7 tare 4 Vv 4 pee 
pos A 4 ye 4 ' ; a™ SO aets ’ 
| \ . oP me ) 
ri i ¥ z fi Ber hays J 
‘ ; en i ie : 
ey * ¥ Seay ia <on hae: Se rt a ta = Oe SOs aa © | 
‘alg Ww Era: i SA a a ne iaen “ie tis. 9 sais =. Fel Sy Soerereaans es ae SoBe Ss koe SAE ie alana Se Ls fer! ; Shere 
ey 5 ¢ - : age : eae oe rane : 
us! anes @ | | = ss | 
ee g : at ue i ; is ae | | 
ve, ¢ < ; > - Ne a“ o8 ape ; 
ae : : . Seok ASA ee mae 70°, aie aaa tat ‘ Sei. in i a ; . e wi R: 
naan 2 x. . a ee ery Ae “ So sito Fee ng Re ree ‘ap ed baste oe * Bott Pe, ee i 
" : | ma se eS ee | =e te 458? 
ee ity ite bas - , neuer Sic al bi : ran : 
ae a z : aes 5 ba oe of : ig piss By. ate es eee ad j oe 3 { 
si 4 aos D J > «ie ? 
: i ses = hi 
2) ae a i ee 8 " 
, ATE 4. . ‘ iin . 
mies! 
— 
pe 
Fs 4 —_—_ eee  ——- COO 
A 
Bante, : 
: ee “ : 
Pay Be" 
eos 
ee ese 
Oe 
eke? 
ithe, 
aeeritaa® 
ene st al q 
eee SS 
ai sc : 
ee alee , 
naeybacy ‘ 
eS > 
nee 6 
So ' 
ae j . 
ae 2) 
ES vs ee er Ee re ee 
ie : ' 
Bice. 
aa ie 
A Ea 
i re : 
(oe 
ie ‘ fel t Se by ee ee eR re ee 
es a 
: ae. d the kind of ! h 
oe a ee GN e Kind or peopie wno | 
AMG _) 
eg Past he: : . * “ | 
y : | al Oiscreti a: 
bags a Deporte! retenary 
eg a 
eet Spenchag Parser Ss 
i * r 5 2 eae wh 4 ¥ ; F : ‘ie =i Bs = j 
eer oe ‘ ao Dah a ae eee ot oe f " 
: 2 % r “SNe 4 f 
Ge re ar hae ‘ He 
: ‘ ba si = % cas 
t i - ‘ ca ey ig 
‘ To : Wage earners have 
. * $ 5 ee 
: 5 ci 
tS ae 2 oa, 
: OS i ante gee ae : 
he? Shox Re? eee Oe Ree” te Z o 
: ee Te — > * A a z 
i Mok die hy oe ae 
: , re Reo # 
i . ‘ § Bg ‘ 
; = : ie ie 4, he . 4 
3 F ’ ro es ; ; : 
me ae . pe 5 
i ‘ me fix! foal a 5 
| : ? ae ; Ik A 4 ae wa ae 
es a ¢ Poe , i fase: 2 ° S: Fy , 
a My ‘ ; ec *2 i é st a? a . 
= be ae a ie a 1 =a ? i 
F ’ Bay . C iin es an a 
- & re — © oe 4 
< e . 


oe 


ne 


ee sf 


ee es 


eo 


ES A aT 


households 


four women’s service magazines combined! 


The biggest of these women’s magazines reaches only | out of 10 
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YOUR TOTAL COST YOUR GAIN YOUR SAVING YOUR CPM 
B/W PAGE (ix) IS IN UNDUPLICATED HOMES IS PER INSERTION IS IS 
- ~ $4.79 
| 454,579 $3, $4.27 
00 311,823 $8, $3.91 
205,570 $7, $4.04 
$41,740 42,609 ' $3.94 
read True Story have more to spend! 
3 “= FOR TRUE UNDUPLICATED COVERAGE-USE... 
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PARENTS’ MAGAZINE'S 
ALBUM OF 

Famous « 
FATHERS | 


‘This is oe 


_ franslotes into baby foods the 


with pleasurable anticipation. - 


Eee) ea 


J. S, ELLITHORP, JR., 

President, ree, 

Beech-Nut Packing Co. — 
HE fondly watches his eight 


$s 
A grandchildren eat, Mr. | 
Ellithorp chuckles to himself, and 


four million new little consumers 
just like them who are arriving — 
every year. < 
Don‘t we know itl That's why 


PARENTS’ MAGAZINE’s 
1,625,000 families with 


children are a constantly < 
renewed and growing market 
for the many other leading 


national advertisers who, like ~ 
Beech-Nut, a twenty-“ear 
advertiser, view this market, — 


FAMOUS FATHERS AGREE: Women are wonderful, 
... but MOTHERS are better and bigger customers! 


CuIcaco, Oct. 5—To successfully 
promote a publication, the pub- 
lisher must first understand its 
personality so he can sell its strong 
points to both advertisers and sub- 
scribers, according to Ernest Dich- 
ter, president of the Institute for 
Research in Mass Motivations. 

Speaking today at the annual 
fall meeting of the Inland Daily 
Press Assn., Dr. Dichter said each 
individual newspaper or magazine 
has its particular personality which 
reflects itself upon the mood of 
readers. 

“The effectiveness of any ad de- 
pends upon the mood of the in- 
‘dividual who reads it,” Dr. Dichter 

said. “A publisher can greatly aid 
| the success of his advertiser by ex- 
| plaining to him the personality and 
/mood of his publication.” 


# Mr. Dichter said the reason peo- 
ple read a publication is not always 


Publication’s Personality Determines !ts 
Success as Ad Medium, Dichter Telis Inland 


apparent on the surface. 

“People don’t read Time because 
they like its coverage or writing 
style,” he said. “They read Time 
because its personality inflates 
their ego. The magazine can be 
read during a comparatively brief 
period of time, and such a difficult 
subject as anthropology can be ex- 
plained in two pages. The reader 
naturally is proud of himself after 
reading an issue. 

“And why do so many persons 
read the Chicago Tribune when 
they disagree with its editorial pol- 
icy? The Tribune gives them ex- 
citement and also enhances their 
ego. It gives them an opportunity 
to get angry and argue with the 
paper. They feel good because in 
their own minds, they win the 
argument. So the next day, they 
buy the paper again to make sure 
the publisher doesn’t put anything 
over on them.” 


Youngstown, Ohio 


Schenectady, N.Y... . 


Portland, Ore. . 
Memphis, Tenn. . 
Rockford, lll. . . 
Denver, Colo... . 
Tulsa, Okla. a 


THE MOST e 


IMPORTANT CORNER 


IN THE U.S. 


Sax 
on SAN DIEGO 
“hes CALIFORNIA 


TOTAL MANUFACTURING 
SAN DIEGO 


CALIFORNIA 


- « +» $332,000,000 

252,000,000 
- « «+ 339,000,000 
- + « 323,000,000 
- «+ »« 302,000,000 
» «+ « 262,000,000 
» + +» 280,000,000 


Data Copyrighted 1954 Sales Management, Survey 
of Buying Power; further reproduction not licensed. 


A. 


San Biego Union 


*346,000,000 


Your best advertising buy in the San 
Diego Union and Evening Tribune — 
covering over 90% of the billion dollar 
San Diego market daily. 


REPRESENTED NATIONALLY BY THE WEST-HOLLIDAY CO., INC. 


Advertising Age, October 11, 1954 


Turning to (True, the man’s 
magazine, Dr. Dichter said it was 
‘found that a large number of the 
love stories in the publication had 
low readership. 

“Upon studying the love stories 
in the magazine,” he went on, “we 
found that those which portrayed 
the woman as victorious over the 
man had low readership, but those 
which showed the man as the easy 
conqueror of the weaker sex had 
high readership. This is because 
the average man gets tired of 
being dominated by women and 
likes to read about the male who 
has women swooning at his feet.” 
Dr. Dichter listed the following 
as psychological needs which news- 
papers must fulfill: 

1. A desire for individuality, as 
represented by the do-it-yourself 
trend. 

2. Communication with the com- 
munity, which means an emphasis 
on local news. 

3. An explanation of changes in 
modern living. People want to 
know why changes are taking 
place. For instance, if a new prod- 
uct is introduced, newspapers 
should tell why it is needed and 
what is the advantage of using it. 
4. <An_ optimistic viewpoint. 
Newspapers should stop writing 
that the American economy is 
about to collapse. The optimistic 
side should be emphasized to give 
people a feeling of security. 


’ 


= Referring to psychology in pro- 
motions in general, Dr. Dichter 
said it is necessary to find the 
right approach to sell the public 
successfully. 

“In a recent campaign for Jell- 
O,” he pointed out, “pictures 
showed the dessert covered with 
whipped cream and nuts. The cam- 
paign was a failure because house- 
wives decided that before they 
would go to the trouble of dress- 
ing up Jell-O, they would rather 
prepare an expensive dessert. 

“Jell-O is a shirtsleeve dessert, 
and should be promoted as one. 
The most recent campaign, ‘Now 
is the time for Jell-O,’ is a suc- 
cess.” 

Revealing the results of a survey 
on funeral buying habits, Dr. Dich- 
ter said most people have a guilt 
complex when a relative dies and 
spend more than they should on 
the funeral. The deciding factor in 
the purchase of a casket, he added, 
is often whether the corpse will 
look good in it or whether it is 
stylish. 
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“You don’t 
have to 
sell me!” 


@ The COUNTRY-SIDE UNIT is the biggest thing in the 
country—bigger than the two largest weekly magazines 


combined in the big Country-Side market. 


Just two years old—today the CSU carries 9 out of the 
top 10 national advertisers—and nearly two hundred 


famous products in all. 


Build more Country-Side market sales for your product or 
service. Buy the CSU—home delivered to more than 
4,450,000 families—the biggest thing in the Country! 


THE Counrev. Sine Ui 


Farm Journal « Town Journal * Washington Square, Phila. 5, Pa. 
Graham Patterson, publisher ° Richard J. Babcock, president 
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‘Premiums Used to Be Free’... 


Policy Prose Is Missing Prospects, 
PR Man Tells Insurance Advertisers 


CINCINNATI, Oct. 6—Insurance 


Especially when it is considered 


admen can learn valuable lessons that insurance has its greatest op- 


from soap salesmen when it comes | 


to speaking to prospects in their 
own language, a public relations 
man told the Life Insurance Ad- 
vertisers Assn. 

William G. Werner, director of 
public and legal services of Procter 
& Gamble Co., said at the associa- 
tion’s annual meeting last week 
that a public relations survey 
would leave admen in the insur- 
ance field “upset” when they 
learned “how many words of trade 
lingo and ideas hallowed by in- 
surance tradition” leave readers 
completely uninformed. 


# But, he added, this should not be 
unexpected. “Of all businesses,” he 
commented, “insurance ... seems 
to have had an unusually persist- 
ent penchant for picking words of 
common usage and giving them 


mew meaning.” 
-, He cited these examples to back 


up the assertion: 


e “A ‘premium,’ which means 
‘something for nothing’ to a house- 
wife, in insurance becomes some- 
thing she must scrape and stint her 
budget to pay for; 


e “A ‘policy,’ which ill-tempered 
or ignorant employes in adjust- 
ment departments of stores tell her 
is something irritating or arbi- 
trary ... in the insurance business 
is something she should want and 
should pay for; 


e “A ‘liability’ or a ‘casualty’ 
which ordinarily is something to 
be feared, in the insurance busi- 
ness is offered to her ... as some- 
thing to be desired, something to 
be paid for, and 


e “Then, to make matters worse, 
her written agreement with you, 
which unfortunately is not called 
something she understands, like 
‘an agreement,’ is dished up with 
prolix printed legal paragraphs, 
filled with unfamiliar words and 
long sentences set in fine type— 
all of which traditionally, as 
everybody knows, arouses suspi- 
cion.” 


HOW MUCH 
MORE COULD 
YOU SELL THE 
GOLF MARKET 


GOLFDOM 


National Business Journal 
Covers the 14,000 key buying- 
operating officials and depart- 
ment heads who yearly spend 
more than $230,000,000 on 
equipment, supplies and 
fixtures—plus the 3,398 pro- 
shops who retail $32,000,000 
in . ped equipment, sportswear 
and accessories. 


GOLRng 


National Players’ Magazine 
Covers the top-spending 
60,000 golfers who set the 
pace. Check the Golf Market 
with current, specific informa- 
tion before you—we'll gladly 
furnish it. 

407 S. DEARBORN ST., CHICAGO 5 
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portunity for expansion in selling 
policies to women, there is a great 
lack of definition in the minds of 
ordinary people, Mr. Werner em- 
phasized. Procter & Gamble ran 
into similar problems on several 
occasions, he said. 

For example, he related, the 
company had to explain the differ- 
ences between soap and synthetic 
detergents when the latter products 
were reaching the production 
stage. This was done through cir- 
culation of a pamphlet, “Twenty 
Questions on Synthetic Deter- 
gents,’ to government bureaus, 
editors and others involved in dis- 
tributing information. Articles in 
publications soon showed “that the 


inoculation of ‘defining’ had im- 
planted the cure of ‘understand- 
ing,’” he said. 

He recommended that insurance 
advertisers define their business to 
the public with “vigorous, hard- 
selling information, so that people 
understand it better.”” He also sug- 
gested that they find a theme that 
“definitely relates” their business 
to the public interest and that all 
advertising and public relations be 
keyed to the theme. 


es Mr. Werner criticized much of 
current insurance advertising as 
“so heavily institutional that it is 
as inspiring as a tombstone and 
even less informative.” Much of 
the copy, he said, reminds one of 
“austere bank announcements that 
publish what the law requires.” 


Too many other ads start with a 
“nice, human _ illustration and 
warm, conversational text” and 


then freeze up into the jargon of 
the insurance trade, he added. 

He advised the insurance men to 
remember that they must compete 


with not only other underwriters, 


but with other products or services. 

“I hope you will pardon a soap 
salesman’s natural, instinctive feel- 
ing that a product worth advertis- 
ing is worth selling with strongly 
informative, persuasive, competi- 
tive copy that clearly performs a 
service in telling people in terms 
of their own interest why the 
product should be bought,” he de- 
clared. “Your business, like ours, 
is mighty competitive; yet some of 
the advertising some of your com- 
panies occasionally publish would 


Harris Joins Kastor, Farrell 

Sigmund Harris has joined Kas- 
tor, Farrell, Chesley & Clifford, 
New York, as production manager. 
He was formerly with the New 
York office of Foote, Cone & Beld- 
ing. 


Management Group Formed 
Cosgrave & Associates, 14 Raw- 
ley Pl., Milburn, N. J., nas been 
organized by Paul L. Cosgrave, 
former director of sales and a 
| board member of Janney, Semple, 


not make one think that this is so.” | 
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| Hill & Co., Minneapolis hardware 
jobber. The new organization will 
specialize in management consult- 
ing and in development of distrib- 
_ution methods in the hardware and 
housewares field. 


CBS Adds Record Division 

Columbia Records Inc. has been 
dissolved as a corporate subsidiary 
of Columbia Broadcasting System 
and in the future will be operated 
by the same management and staff 
as a division of CBS. CBS said per- 
sonnel will not be affected by the 
change, which was made to sim- 
plify the over-all corporate struc- 
ture. 


Screen Gems to Joseph Katz 

Joseph Katz Co., New York, has 
been named to handle advertising 
for Screen Gems, New York, tv 
subsidiary of Columbia Pictures 
Corp. Donahue & Coe, Columbia 
Pictures’ agency, formerly placed 
Screen Gems’ advertising as well. 
This is the first time an agency has 
/been named specifically to handle 
Screen Gems. 
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TV Film Syndicator Gets Sub-Distributor 
to Sell Its Shows in Smaller Markets 


New York, Oct. 5—Matthew 
Fox, chairman of the board of 
Motion Pictures for Television, last 
week hit on a scheme for solving 
the high cost of syndicating films 
for tv. His technique: the ap- 
pointment of a sub-distributor for 
local and regional sales. 

Mr. Fox predicted that other 
syndicators will have to follow his 
lead if they are to make the busi- 
ness of vidfilm distribution pay 
off. He said the top 50 markets are 
no particular problem, but once 
past that point the amount of mon- 
ey it costs to do the right kind of 
sales job locally doesn’t leave 
enough of a cut for the syndicator. 

“You would need an army of 
salesmen to cover the local ground 
properly,” he asserted. 


# Motion Pictures for Television 
considered appointing local adver- 
tising agencies to represent it for 
distribution of “Duffy’s Tavern,” 


“Janet Dean, Registered Nurse,” 
“Drew Pearson,” “Flash Gordon,” 
“Junior Science,” “Tim McCoy,” 
“Sherlock Holmes” and “Paris Pre- 
cinct.” This plan was turned down, 
because it was felt that, while an 
agency might be able to line up its 
own accounts, it would not do so 
well at selling those of its compe- 
titors. 

Instead, MPTV signed a 10- 
year production-distribution con- 
tract with Carl J. Mabry, presi- 
dent of Motion Picture Advertis- 
ing Service, New Orleans; W. 
Hardy Hendren Jr., president of 
United Film Service, Kansas City, 
and Charles M. Amory, president 
of Minot TV, New York. The first 
two companies are veteran dis- 
tributors of commercial trailers 
for theatrical showing and recently 
entered the tv commercial pro- 
duction field. Minot is a video film 
distributor. 

The three companies set up a 


‘new corporation called UM&M 
Corp. to act as exclusive sub-dis- 
tributors for MPTV’s shows on the 
local and regional level on a per-. 
centage basis. Some 185 salesmen | 
already employed by the three. 
companies will be assigned to the | 
project; in addition 23 tv super-— 
visors—some of whom will be for- 
mer MPTV salesmen—will be ap-. 
pointed. 


= MPTV’s remaining sales staff. 
will either be assigned to the com- | 
pany’s library division—this con- 
tains a big assortment of old 
movies—or will concentrate on 
network and national spot sales. 
Edward D. Madden, v.p. and gen- 
eral manager of MPTV, will con-| 
tinue to head the national sales 
operation and will be liaison man 
with the UM&M sales force. 

On the other hand, Motion Pic- 
tures for Television has agreed to 
furnish UM&M at least five new tv 
series a year; these may be new. 
episodes of the present shows or 
new shows. Mr. Fox said MPTV 


would not produce these but 


subsidiary, 


“would finance them or put the 


packages together.” 
Mr. Fox ridiculed reports that 
Motion Pictures for Television has 


some financial difficulties of its | 


own. He said these stories had been 
popping up every week since he 
went into the tv business and were 
started mainly by people who had 
tried to buy the company. 


Belnap & Thompson Forms 
Canadian Subsidiary 

Belnap & Thompson Inc., Chi- 
cago, national sales incentive com- 
pany, has formed a Canadian 
Belnap & Thompson 
(Canada) Ltd., with headquarters 
at 24 Milford Rd., Toronto. 


Charles R. McFadden, formerly | | 


with several Canadian sales incen- 


tive merchandising companies, has a 


been elected president of the sub- 
sidiary. 


Havis Medwick Joins R&R 
Havis Medwick, formerly with 

Foote, Cone & Belding, has joined 

the radio-tv department of Ruth- 


rauff & Ryan, New York. 
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NATIONAL CIRCULATION 
Is OVER 9,833,000! 


© King Features Syndicate 


The Only NATIONAL Comic Weekly 
63 Vesey St., N.Y., Hearst Bldg., Chicago, Hearst Bldg., San Francisco 


Averages 44% coverage in 55 markets 
accounting for 42% of all U.S. retail sales 


*Readers per dollar 


BORON INGREDIENT—Standard Oil Co. 
(Ohio) used this two-color page 
in Life to announce its new Sohio 
Boron Supreme gasoline (AA, 
Sept. 27). A footnote in the ad an- 
nounced that the company will 
consider license applications from 
outside the Sohio sales area. 


Joseph Lopes Named A. M. 

Joseph N. Lopes, former senior 
account executive with Shephard 
& Edwards, New York, has been 
named advertising manager of 
American Gas & Electric Service 
Corp. He succeeds William E. 
Rainsley, who recently resigned to 
join Albert Frank—Guenther Law, 
New York. 


Schenley to Introduce Three 

Schenley Distillers Inc., New 
York, is preparing to introduce 
three new brands never before 
marketed—a Canadian and a 
straight whisky and a new gin. 
Batten, Barton, Durstine & Osborn 
will handle advertising for all 
three. 


Goodyear Tire Names Gibbons 

Eugene F. Gibbons has joined 
the sales promotion staff of the 
chemical division of Goodyear Tire 
& Rubber Co., Akron. He was for- 
merly public relations director of 
Designers for Industry, Cleveland. 


Gaynor Names Richard Falcon 

Richard D. Falcon, formerly as- 
sistant circulation promotion man- 
ager of the New York World-Tele- 
gram & Sun, has joined Gaynor & 
Co., New York, as an assistant ac- 
count executive. 


NO PROMOTION CAMPAIGN 
1S COMPLETE WITHOUT 
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B Colors @ 


The Brightest 
Colors in 
the World 


| SWITZER BROS., INC. 

m FIRST NAME IN FLUORESCENT COLORS 
4732 St. Clair Ave. » Cleveland 3, Ohi 
IN CANADA: STANDARD SALES COMPANY © 
4097 Madison Avenue, Montreal 28, Quebec 
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SIMPSON-REILLY, LTD. 
Publishers Representatives 


HALLIBUR TON BLDG. 
SCO) CENTRAL TOWER 


Kay Leaves Wasser, Kay 

Lewis Kay, v.p. of Wasser, Kay 
& Philiips, Pittsburgh, has sold his 
interest in the agency to G. S. 
Wasser, president, who is now 
sole owner of the company. Wil- 
liam Phillips, junior member of 
the agency, resigned in 1952. 


% Individual Mailings 
% Weekly Food Bulletin 
* Tie-in Ad Solicitation 


AD w ae one as 


% Monthly Drug & Grocery Merchandisers 
% Free Drug & Grocery Route Lists and Maps 


% Monthly Drug & Grocery Inventory 


Write for free market book 


“FORT WAYNE NEWSPAPERS, INC. 


gent for 


hese: 


- News-Sentinel THE JOURNAL-GAZETTE ; 
os 7 Represented by Allen-Klapp Co. © New York ~ Chicago - Detroit : 


SURE .... WE'LL COOPERATE! 


FORT WAYNE 


~ iin 


All Beers Are 
Equally Fattening, 
‘Your Health’ Says 


New York, Oct. 7—‘Don’t be 
misled by claims that one beer is 
less fattening than another. The 
truth about beer calories is that 
there isn’t enough difference be- 
tween brands of the same type of 
brew to brighten the glow of a 
firefly’s tail.” 

That’s the nub of the matter, 
according to Donald G. Cooley, 
managing editor of Your Health, 
writing in the current issue of the 
quarterly publication. 

Concerning beer calories, Mr. 
Cooley makes these points: “There 
is no starch in any beer. The max- 
imum amount of sugar in any 
normal beer is not over 1%. 
Dragged into beer-calorie adver- 
tising, these words are used truth- 
fully but with every indication 
that there is intent to leave a gross 
misconception in the beer drink- 
er’s mind.” 


Concerning beer ads_ which 
claim a particular beer contains 
fewer calories than any other, Mr. 
Cooley says: “This could be true 
provided the beer were watered 
down, thinned, diluted. Alcohol 
contains about 75% more calories 
than carbohydrate (the other 
principal calorific element in 
beer) per gram of common weight. 
The less alcohol, the veaker the 
kick, the fewer the calories. 

“Brewers do not have to state 
the alcoholic content on the con- 
tainer,” Mr. Cooley says. “A weak 
beer of lower than average alco- 
holic content can honestly claim 
to be lower in calories.” 

“Beer is not a nutritional neces- 
sity,” the article notes. “It is an 
amenity enjoyed by many, and its 
carbohydrate calories are easily 
assimilated—if you need calories. 
And we all do need calories— 
couldn’t live without them. 

“You can’t honestly compare 
beer with other foods,” Mr. Cooley 
insists. “Beer contains fewer cal- 
ories than orange juice, Roquefort 
cheese, mayonnaise, scrambled 


Advertising Age, October 11, 1954 


As one of the most research-minded television stations 
in the world, WHO-TV has (and is rapidly enlarging) the 


We sot ‘em COVERED— 


FROM ALL ANGLES! 


same reliable television audience information that WHO 


offers on its radio audience. 


Briefly, WHO-TV now reaches over 227,000 television sets 
in central lowa — approximately one of every five families 
(1,111,400 people). Of these, 566,300 are urban — 545,100 
are rural. These 1.1 million people have an effective buying 
income of over 1.7 billion dollars. 


“6 WHO.-TV went on the air April 25, programming from 
6 a.m. to 12 midnight. In addition to the best of NBC-TV 


attractions, WHO-TV features one of the nation’s largest 


local-talent staffs, which means really heads-up local 


programming, too. Ask Free & Peters! 


WHO-TV 
WHO-TV 


Col. B. J. Palmer, President 
P. A, Loyet, Residen: Manager 
Free & Peters, Inc. 
National Representatives 


eggs. The trick of comparing to- 
tally unlike foods is cleverly de- 
ceptive. You can’t honestly com- 
pare beer with other foods that 
are higher in calories but also 
higher in important nutrients. 


« “If different beers varied great- 
ly in caloric content,’ Mr. Cooley 
said, “the honest course would be 
to compare one beer with another. 
But since they all come out about 
the same, according to U. S. gov- 
ernment findings, there is no ad- 
vantage there for an advertiser, 
and for one beer to imply such an 
advantage is completely mislead- 
ing. 

“All the preposterous hullabal- 
loo about competing beer-calorie 
claims may leave an erroneous 
impression that will do no good 
for the brewing industry,” the 
article says. “It is the impression 
that beer is a very fattening bev- 
erage. Actually, a glass of beer 
has only a few more calories than 
a glass of skim milk, favorite 
beverage of dedicated reducers. 
To be sure, skim milk is loaded 
with good nutrition, but we’re 
talking about calories. 

“As one supermarket operator 
says, ‘You can sell people any- 
thing if you tell ’em it’s less fat- 
tening.’ Don’t be misled by claims 
that one beer is less fattening 
than another. It just isn’t so.” 


CALORIE ADS SCARED 
HIM AWAY FROM BEER 


PHILADELPHIA, Oct. 5—The cal- 
orie-free beer advertising theme 
has lost the industry at least one 
customer—Theodore A. Serrill, 
general manager of the Pennsyl- 
vania Newspaper Publishers’ Assn. 

In a speech at the annual con- 
vention of the Retail Liquor 
Dealers of Pennsylvania yester- 
day, Mr. Serrill said: “I’m not 
certain that the calorie-free, non- 
fattening blurbs mean anything to 
the masses who drink beer. Per- 
sonally, those ads have scared me 
off beer entirely.” 


Hartwell Joins Hannagan 
Dickson Hartwell, writer and 

public relations counsel, has been 

elected a v.p. and director of Rob- 


York. He is co-editor of “Off the 
Record” (Doubleday & Co., 1952), 
a contributor to the newspaper 
column, “For the Record,” dis- 
tributed by Spadea Syndicate, and 
a former partner in Hartwell, Job- 
son & Kibbee, New York public 
relations counsel. 


The fobuhes seuthurst 


ATION S LARGEST TRADE TEPRITO 


EL PASO— 
Dominates a larger area of the 
United States than any other 
American City! 


So does its newspapers with 
66% family coverage ratio of 
the City and retail trading zone. 


Cimes 


An Independent Newspaper 
Morning and Sunday 


El Paso Herald-Post 
A Scripps-Howard Newspaper 
Evening 


TWO Separate Newspapers 


30° Line BUYS BOTH! 


inson-Hannagan Associates, New__ 
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This is NOT Philadelphia... 


Sila teen 
Sea ee ee a ST a a 
s : . = . 


Here is an eagle’s view of the fastest-growing area in the 
country today. Levittown, Pennsylvania. 

Contrary to wild rumor, Levittown (Pennsylvania) is no 
more a part of Philadelphia than Levittown (N.Y.) is a part 
of New York City. 

This new zooming Levittown—of 101,000 strong—is a 
community-minded area that is fiercely interested in its own 
people, events and progress. Yes, and in its own newspaper— 
the newly christened Evening Press. The Press began life 
September 20 with a net paid circulation of 10,216—reaching 
1 out of every 3 families in the area during its first day in print. 

An auspicious beginning. But why not? 

The Evening Press is the only daily newspaper published 
in Levittown, written and edited exclusively for Levittowners 
and Lower Bucks County. Furthermore, to indulge in a bit 


EVENING PRESS of LEVITTOWN, PA. 


Rolland L. Adams, publisher © Delisser, Inc., national representative 


of name dropping, it has been launched with top journalistic 
savvy by Rolland L. Adams (publisher of The Bethlehem 
Globe-Times and The Atlantic City Press). 

Quite a paper. And what a market it reaches. Young fam- 
ilies whose incomes average $5,585. There’s not a slum in the 
area. No family earns less than $4,000. All need the thousand 
and one things that go with raising a family in a house in the 
suburbs (try to find waste circulation here and you'll starve 
in the pursuit of it). 

The market now enjoys nearly $89 million in retail sales. 
One food store alone rings up about $8 million worth of 
business a year. But, again, why not? This is a fabulous new 
market without parallel—a vital young market that’s getting 
richer and needing more as it grows. 

Now, how about that ad in the Evening Press? 
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Serving some 
of The Nation’s finest 
advertising agencies 


ELECTRO-MATIC 


attention to detail photo-engravers 
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10 w. kinzie st., chicago « delaware 7-1277 
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Lane Bryant Gets 
Rousing Welcome 
from Houston Media 


Houston, Oct. 5—In the compe- 
tition for the advertising business 
of Lane Bryant Inc., which opened 
a store here last week, media have 
left no lacings unyanked-at. 

Public relations and advertising 
struck the public from all angles— 
newspaper special sections, TV 


publicity, and pre-opening direct}, 


mail invitations. 
The results: 5,400 roses were 
pers and visitors; all three of 
Houston’s daily newspapers put the 
opening on Page one and 975 
charge accounts were applicd for 
‘before the store opened. 
President Raphael Malsin, who 
‘flew in from New York and Chi- 
cago visits for the opening, dis- 
‘closed that the opening advertising 
guns were fired several months 


ago—75,000 letters were mailed an- 


Advertising Age, 


given out on opening day to shop-|‘ 


October 11, 1954 


REVIVAL—Back in production (AA, 

Aug. 16) Muntz TV—whose fate 

still hangs on the outcome of bank- 

ruptcy hearings—offers 21” sets 

at $139.95, 27” for $199.95 in this 
ad in Life, 


market 


how to tie up a 


One way is to tie it up in colorful ribbon. Burlington Mills Corporation, 
located in the Prosperous Piedmont, manufactures enough ribbon each year to 


tie up all the major markets in the nation. 


package is to use WFMY-TV. That way it stays tied! 


But the realistic way to tie up the Prosperous Piedmont into one solid sales 


Since 1949, WFMY-TV has been the key salesman in this top TV market. 
Here in the Piedmont section of North Carolina and Virginia, agriculture, tex- 


tiles, furniture and other booming industries tie . 
fi 2 billion dollar market for your product. 


. . into one package ...a 
WFMY-TV’s coverage of 1,733,700 


potential TV viewers in this 3l-county gift-wrapped package means bigger sales 


and profits for you. 


To tie up greater sales in the South’s Prosperous Piedmont, call your H-R-P 
man today for the story of the giant-size package marked WFMY-TV. 


wTimy-tv 
Channel Z 


GREENSBORO, N. C. 


Represented by 
Harrington, Righter & Parsons, Inc. 
New York — Chicago — San Franciseo 
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nouncing the opening of the new 
store and inviting inspections and 
charge accounts. 


s Newspapers started with real 
estate stories, worked up to per- 
sonnel recruiting publicity. On 
Sunday, Sept. 26, the day before 
the opening, the Houston Chronicle 
and Houston Post included four- 
page special sections on Lane Bry- 
ant. Lane Bryant paid for all the 
advertising; the papers cooperated 
with copy around the ads describ- 
ing the store layout, special kinds 
of merchandise, the history of the 
company and the life story of Mr. 
Malsin. 

Just before the opening, KGUL- 
TV played a new movie provided 
by Lane Bryant—the story of the 
economic and social progress of 
women since Mrs. Bryant invented 
the maternity dress half a century 
ago. 

On opening day, all three Hous- 
ton daily newspapers covered the 
opening with reporters and pho- 
tographers, and played it on Page 
one. 

LB still has a few public rela- 
tions arrows in its quiver. A num- 
ber of gimmicks are eliciting in- 
terest in feature columns of the 
newspaper and by word-of-mouth 
circulation—booklets for prospec- 
tive fathers and for prospective 
mothers (on the non-medical as- 
pects of preparing for a new baby) 
and stork cuff-links for the ebul- 
lient father-to-be. 

The word is sure to get around 
on one LB innovation here: over- 
size chairs in the stout women’s 
department. 


Glen Raven Builds Drive 
Around Movie Tie-in 

Glen Raven Knitting Mills, New 
York, is building its fall advertis- 
ing around a promotional tie-in 
with the forthcoming 20th Century- 
Fox comedy, “Woman’s World.” 
Newspaper and radio co-op adver- 
tising with department stores will 
be supported by window and coun- 
ter displays in the stores showing 
Glen Raven hosiery as worn by 
the stars of the production, June 


Allyson, Arlene Dahl and Lauren 
Bacall. 

The tie-in also will be featured 
iin ads in Charm, Glamour, Good 
|Housekeeping, Modern Screen and 
Seventeen. Modern Merchandising 
(Bureau, New York, is the agency. 


| 
Starch Firms Discuss Merger 
Frank Greenwall, president of 
National Starch Products Inc., New 
York, and Richard Moss, chairman 
of the board of Clinton Foods Inc., 
Clinton, Ia., have announced that 
discussions are being held on a 
‘proposed merger of the corn pro- 
(cessing division of Clinton Foods 
‘with National Starch Products. A 
\final agreement has not yet been 
reached. 
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This Week in Washington... 


Post Office Likes 3¢ Air Mail Test 


By Stanley E. Cohen 
Washington Editor 
WASHINGTON, Oct. 7—The Post 
Office Department has just com- 
pleted a full year’s test of “first 
class mail by air,” and from its 
point of view, the tests have been 

very successful. 

Under this ambitious innova- 
tion, the department speeds the 
movement of 3¢ letters by flying 
them on selected eastern routes 
when space is available on regu- 
lar flights. Results of the test will 
be announced in the near future. 
However, there is no doubt that 
the results are favorable, for the 
Post Office has already obtained 
permission from the Civil Aero- 
nautics Board to continue the 
service for another year. There 
also are reports that new routes 
will be opened on the West Coast. 

Air lines have also indicated 
their enthusiasm for the extra 
revenue coming their way. How- 
ever, in the final analysis, the 
Post Office and the air lines aren’t 
the only ones who have to pass on 
he success of the tests. 

Because 3¢ letters get less pri- 
ority than air mail, the CAB au- 
thorized a transportation rate that 
is low enough to compete with 
rail. Eventually CAB must decide 
whether these bargain rates bring 
airlines fair compensation for the 
service rendered. Any substantial 
increase in the rate might, of 
course, make air service too costly 
for the humble 3¢ letter. 


* * * 
The White House has surprised 
George C. McConnaughey by stip- 
ulating that his appointment as 


chairman of the Federal Com- 
munications Commission has a 
one-year termination date. He 


was initially under the impression 
that the appointment was for the 
duration of his term as a member 
of the commission. 

The White House information 
staff claims the FCC chairman- 
ship is to be rotated annually. Mr. 
McConnaughey indicated this was 
news to him. 

If it is in fact a policy of the 
administration to rotate the chair- 
manships of independent agencies 
like FCC, it is a sharp departure 
from past practice. FCC and most 


For those you 
want to remember /, . 
Ee 


AY 


STEAKS ; 


they‘ll never forget! 


Truly .. . here are America’s Finest Steaks 
. «from Pfaelzer Brothers, Chicago. These 
Boneless Strip Sirloins are the same famous 
Pfaelzer Steaks served at America’s exclusive 
clubs, leading hotels and fine réstaurants. 
Graded U.S. Prime and aged to mellow 
perfection, these Blue Ribbon Steaks are a 
unique gift that will make a favorable 


impression. Packed 8 superb steaks, each | 


144" thick, to attractive personalized gift 
box. Quality and perfect condition on 


arrival guaranteed. 
$2,500" 


BOX OF 8 STEAKS 
SHIPPED PREPAID 
discount allowed on shipments of 


*3% 


12 or more boxes shipped to one address 


ORDER TODAY 


For wther distinctive Pfaelzer gift items 
write for Catalog G-70 


‘other agencies had chairmen with 
designated terms of office. 

The Federal Trade Commission 
/was one of the few agencies which 
'traditionally rotated its chairman- 
ship. This practice was abandoned 
a few years ago, after the Hoover 
‘Commission reported that FTC’s 
‘administrative problems could not 
be solved until the agency had 
more permanent executive lead- 
ership. 


Attorney General Herbert 
Brownell put sharp teeth into the 
anti-merger laws by turning down 


| proposals to consolidate Bethle- 
/hem Steel Corp. and Youngstown 
‘Sheet and Tube—the nation’s hem-Youngstown merger would 
/second and sixth ranking steel result in less competition. 
| firms. It is probably the first time | e e e 
that an Attorney General has Federal Communications Com- 
stood up to a major merger pro- mission contended this week that 
posal and said “no.” scientific polls are no substitute 

Mr. Brownell said some mergers for the old fashioned handshake, 
are justified, if they result in when it comes to finding out how 
stronger competition. He cited the the community feels about a radio 
Hudson-Nash and Packard-Stude- or tv station. 
baker mergers, which are expected | McClatchy Broadcasting Co., 
to produce more effective compe- Sacramento, has testified that it 
tition in the automobile industry. maintains a research department 
But he said Congress tightened to be sure its stations are pro- 
the anti-merger laws in 1950 in| grammed to meet public need. 

But FCC was preparing to re- 


‘volved, he said, he thought it was 
clear that the proposed Bethle- 


hopes that the government would | 
be in a position to head off con- verse an examiner’s decision giv- 
solidations which would result in ing Channel 10 in Sacramento 
less competition. On the basis of to McClatchy. The commission 
_a careful study of the industry in- wanted to give the channel to 
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Sacramento Telecasters, a firm 
consisting of a score or more local 
business men. 
| “Periodic polls and surveys, not 
‘always accurately reflecting the 
thoughts and wishes of the com- 
munities, are not likely to be more 
reliable than the comments and 
criticisms Telecasters stockholders 
will attract from their personal 
contacts in the area,” FCC ruled. 
FCC said it preferred Sacra- 
mento Telecasters because Mc- 
Clatchy already has a substantial 
number of newspapers and radio- 
tv facilities serving the central 
valley of California. The commis- 
sion said station ownership should 
not be withheld from an applicant 
merely because he is engaged in 
the dissemination of news, but 
‘wherever possible grants should 


| 
| 
| 
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be made to reduce the concentra- | 
tion of control of the media of 
mass communication in an area. 


Research Bureau Buys ‘Press’ 
The National Research Bureau 
Inc., Chicago, has purchased “The 
Working Press of the Nation” 
from Farrel Publishing Corp., New 
York. A compilation of daily news- 
papers, special interest dailies, 
publishers, editors, writers and 
broadcasters, the directory has 
been published annually since 1947. 
Copies of the 1954 edition, which 
contains more than 50,000 listings, 
are still available at $25 each. 


Luce Clipping Bureau Moves 
Luce Press Clipping Bureau has 
moved its New York headquarters 


to 157 Chambers St. 


Improved Agency Relations, Idea Selling 


Stressed at Business Paper Sales Clinic 


(Continued from Page 3) 
to the account executive. be most successful. 
Mr. Beard concluded by stres- Merely to present statistics on 
sing that the business publication the publication is not enough to) 
must have an understanding with’ sell it, he said. With the increase 
the agency on what it is doing in competition called for by our 
with the client. economy today, there is a great) 
“We’ve got to believe in the demand for ideas to meet the 
agency system,” he told the group. client’s problems. 
= Other speakers at the sales clinic. ® Selling ideas was also stressed 
brought out the theme of selling by Philip D. Allen, v.p. of Mac-' 
creatively instead of “peddling lean-Hunter Publishing Corp. 
space.” Mr. Allen said the salesman must 
Philip Salisbury, general man- take time, before going in to see 
ager of Sales Management, told the the client, in preparing sales ideas. 
clinic that the salesman who ap- He said there are still “space ped- 


| eral conversation, more ideas’”’ will 


proaches the client with “less gen- dlers’’ who use up the client’s time! 


|ship are over. Today, the salesman 


by going in to see him with “a dir-| 
ty joke and a rate card.” | 

Richard N. Jones, director of ad- 
vertising of House & Home, said 


that the days of routine salesman- 


must sell advertising which sells, 
which means he must use his im- 
agination and offer ideas, not 
space. 

“Once we sell ourselves, we can 
sell ABP papers as a group,” he 
pointed out. “Business papers can 
be proud of themselves in the light 
of their history of helping to pro- 
mote and expand the economy.” 

Other speakers at the all-day 
session included Angelo Venezian, 
assistant to the director of adver- 
tising, McGraw-Hill Publishing 
Co.; E. B. Wintersteen, general 
Starchroom Laundry 


manager, 


into your advertising program 
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Journal and National Cleaner & 
Dyer; Philip W. Swain, consulting 
editor, Power, and Stephen R. 
Kent, director of advertising, 
American Aviation. The clinic 
was moderated by G. D. Crain Jr., 
president and publisher, Advertis- 
ing Publications Inc. 


Boston Store Boosts Three 
Rubin H. Faber, formerly ad- 
vertising director of the Boston 
Store, Milwaukee, has been named 
publicity director of the company, 
which also has outlets in Oshkosh 
and Manitowoc, Wis. He is suc- 
ceeded as advertising director by 
Robert Remiker, formerly art di- 
rector. Ben Gagliano, formerly 
production manager, has been 
named assistant ad manager. 


Morton Bryer Named A.M. 


Morton Bryer has been promoted 
to advertising manager of Art Di- 
rector & Studio News, official pub- 
lication of the National Society of 
Art Directors. 


To give you 

a complete 

selling program 

to radio and 
electronic engineers, 


INE provides all 3! 


“Proceedings 
of the I.R.E.” 


puts your product 
promotion monthly 
before the “thinking and 
doing” engineers in the 
fabulous, fast-moving 
radio-electronic industry. 
Circulation 41,625(ABC) 


IRE DIRECTORY 


provides 35,000 
engineers educated to 
buy and specify with 
your detailed product 
data for ready reference 
all year long. 


...the eye-opening event 
of each radio-electronic 
year...where over 
40,000 engineers come 
to you for all that’s new. 


For complete facts, 
ask IRE about all 3! 


Engineers are educated 
to specify and buy. 


The Institute of Radio Engineers 


Adv. Dept. 

1475 Broadway 
New York 36, N. Y. 
BRyant 9-7550 
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Ad Specialty Buyers 
Busiest at Yuletide, 


Advertising Requirements and In- 
dustrial Marketing. 
| Most of the items of good will 


| a 
‘or remembrance advertising are 
| 


most effective specialty they had 
used, one-third had utilized their 
'own products or trademarks fash- 


| 


Advertising 


vertisers, and of those naming “4 
| 


sent at Christmastime, the consen- |ioned into specialty items. 
API Survey Reveals | sus of 500 advertisers and 500 | Cigaret lighters were named | 
Cuicaco, Oct. 5—Christmas is agencies surveyed shows. The ad-/|more than any other item by ad-_ 
the big season for buyers of ad- | vertising manager, assisted by | vertisers who listed what they con-| 
vertising specialties, according to a members of his department, plays \Sider the most effective specialty | 


TORONTO, CANADA 


Capita! City of Ontario — Canadas Richest 
Province — Having One-Third of Canada’s 
Total Population and 42% of Retail Sales— 
Bianketed by the 


TORONTO DAILY STAR 


— 400,000 circulation (largest in 

Canada) 

— 80% coverage of Toronto 

— 50% coverage of 45 prosperous 

Ontario centers 

SEND FOR OUK COMPLETE DETAILED MARKET FACTS 
Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
in oll principal advertising centers 


‘in buying the specific items to be 
used, the tabulation of replies 
shows. 


s Other findings are: 
Advertising agencies are most 
important as specialty buyers in 
their own right, but they are con- 
sulted by some advertisers. 


satisfied with the types of special- 
ties available. Most feel that gift 
items should be related to their 
‘own products or at least to the in- 


Advertisers are not completely | 


survey by Advertising Publications a larger role than any other cor- ‘they have used. 
Inc., publisher of ADVERTISING AGE, poration executive in establishing 
specialty advertising programs and |for desk accessories as the most 


Agencies showed a preference 


/popular specialties used for re- 
/membrance advertising. 


‘Western Meat Industry’ Bows 


| Western Meat’ Industry, a. 
/monthly serving meat packers, 
processors, wholesalers and job- 
bers in 11 western states, will be 
published beginning with the 
January, 1955, issue, by Span Pub- 
lishing Co., 320 Market St., San 
Francisco. The new publishing 
company has been organized by 
Donald E. Oman, formerly with 


dustry of which the advertiser is_ 
a member. Accordingly, there is a 


Miller Freeman publications as 
business manager of Western Can- 


Moyer 


Priesmeyer Weaver Heiskell 


SCHOOL DAYS—Headliners took part in opening the 36th annual ad- 
vertising school sponsored by the Cleveland Advertising Club. They 
were Leslie P. Moyer, chairman of the school committee (supervis- 
or of advertising operations, General Electric Co. lamp department) ; 
William W. Priesmeyer, chief instructor of the school (v.p. of Fuller 


|wide range of items used by ad- ner & Packer and Western Baker.| & Smith & Ross); Robert A. Weaver, chairman of the Ferro Corp., 


who addressed the opening class, 
and John C. Heiskell, ad club 
trustee advisory for the school 
(general advertising manager, 
Ohio Bell Telephone Co.). 


Peter Hand Brewery 


Cancels ‘Corliss’ 


CHIcAGo, Oct. 5—Peter Hand 
Brewery Co. and Batten, Barton, 
Durstine & Osborn have decided to 
drop a television film show that 
| was panned by a newspaper col- 
umnist before it hit the air (AA, 
Sept. 6). 

“Meet Corliss Archer” has been 
dropped in favor of “Mayor of the 
Town.” A columnist of the Chica- 
go Daily News—which refuses beer 
and liquor advertising—viewed 
with alarm the sponsorship of a 
teen-age situation comedy by a 
brewer. 

Rather than stir up too much 
publicity, the sponsor and the 
agency ducked the issue by sub- 
stituting “Mayor” for the WNBQ 
late Saturday slot. “Corliss Arch- 
er,” meanwhile, was sold to Oscar 
Mayer & Co., which will air it in 
‘Chicago, Madison and Davenport. 


How fo tell 
a customer 
ere fo go... 


W 


and make him like it ! 


| ABC Elects Two to Board 


Two advertiser members have 
i been elected to the board of direc- 
} tors of the Audit Bureau of Cir- 
culations. They are William C. 
Sproull, director of advertising of 
1 Burroughs Corp., Detroit, who fills 
: the directorship formerly held by 
the late Harley H. Noyes, and G. 
' |A. Shallberg Jr., director of ad- 
| \vertising of Borg-Warner Corp., 
| | Chicago, who replaces Lowry 
Crites, resigned. 


Lippincott & Margulies Moves 
Lippincott & Margulies, industri- 


oe Raa IS a 


uses interest in you 


Your advertising 20° buy it. But does your 


i want to , al designer, has moved its New 
bi product. Poor them where to go? “Qpere- often, wit lls, “ Operator 25”’ gives ee York office to 430 Park Ave., New 
advertising . Western Union s 000 When he caus, 4 dealer names and ad t York. The company will still main- 
It will, if ~— ber ble in more than 20, tomer as many “i hood, town or nearby city tain its confidential and govern- 
tor 25” —now — nn coast. This service = in his own vo sega "frequent mention ‘: ment contract workshop at White 
munities, coas can buy yo can ge ‘thin limits, 1@! | Plains, N. Y. 
o pros t exactly whet te you sell na bi dealers . . - can evel» pore prospect. 
product or ee ‘dove one or several vidualize your message . C r 
‘ iona y; 
tionally or regio N A B E A 
é types of outlets. ° LL “OPERATOR 25” DAYT ON, 


BEST WAY TO BRIDG 


: DETAILS i 
al advertising leaves . FOR | 


Population: (U. S. Post Office 
estimate) City Zone, now......... 


- to prove rida’ ‘Round Resort Covered B 

ten, nation and the _ t practical way ; ' Florida's Year ‘Roun 0 y 
All too often the prospective Oey to track Here's the min, efficiently this service DAYTONA BEACH NEWS-JOURNAL 
= al sale. You can’t expect refusing to yourse ick up your —*. k 7 pny oy SR I a 
point 0 tore to store, rks. Just pick mber .- - 45 market; 

our product, § ours. You wo n Union by 1U 'd come from all over the U.S. 

down yo" brands till he finds y use call Wester 5” and tell her you Cuba and South America. Its Sum- 
competitive ore en’ do it—but when you for “Operator 2. this practical, mer seasons now rival its Winters in 
and I know he oe ant to. You or ‘ike e more information on She'll send tourist popularity. 


“Operator 25,” 
that gap for him. 

RKS . 
HERE’S HOW w we tion, television, 


‘sing— publica 
aang Bac include the phrase 


2. Over $98,723,000 effective buying in- 
come. 


$. Over $83,353,000 retail sales. 

4. A quality market index of 127. 

5. 1953 total advertising 15.275.865 lines. 
SEND FOR OUR ADVERTISERS’ MERCHANDISING PLAN 
Represented by V. J. Obenauer Jr. in Jacksonville 


— 


“directing operation. — 
ae ar « Qperator 25” folder 1m 


In your 
radio or 0 


a tw 


WARD-GRIFFITH CO. 


The Word-Griffith Co. maintains offices 
in all principal advertising centers 
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Supermarkets have grown in size and have become more complex. 
They’re harder to sell. The “front lines” require more “rear echelon” 
support. Now there is a sharp demarcation in buying, merchandising, 
and selling responsibility. Supermarkets are operating more as a 
team. More and more decisions are being made by the “rear echelon” 
executives, by group meetings, by men your salesmen rarely see. 


To increase your sales in today’s supermarkets, you’ve got to sell the 
whole supermarket team—the supervisor, sales manager, owner, presi- 
dent, and other executives your salesmen rarely see. They make the 
buying and promotion decisions; they plan advertising and displays 
every week. Your sales and profits depend on their decisions. But, 
before you set out to accomplish your trade objectives, evaluate all in- 
dustry publications because 


__ THE SUPERMARKET OPERATOR HAS CHANGED HIS READING HABITS 


Today’s high speed and volatile supermarket business emphasizes the 
need for complete, up-to-date, timely news information. SUPERMARKET 
NEWws—The Industry’s Only National Weekly Newspaper—is the 
supermarket operator’s answer to this need. 


IN THE 
GROCERY 


BUSINESS! 


HERE ARE THE FACTS! 


e More supermarket executives 
e More independent and voluntary supermarket operators 
e More wholesale grocers 


in more different companies are paid subscribers to SUPERMARKET 
NEws than any other industry publication. Every week more than 
29,000 paid readers depend on SUPERMARKET NEWS for information 
that can not be found anywhere else. 


SO DON’T RELY ON LAST YEAR'S MEDIA SCHEDULE TO DO THIS YEAR'S SELLING JOB. 


Your supermarket customers have changed to SUPERMARKET NEWS. 
Have you? Your supermarket customers get more out of SUPERMARKET 
NEws ... and so will you. 


Supermarket News e The Industry’s Weekly Newspaper 


A Fairchild Publication e 7 East 12 Street, New York 3, New York 


——— — = — + ———_— — ce, A, A, A l,l, a, i, el, al, a a, a a a a 


Times have changed in the grocery business: 
@ 21,500 STORES DO 50% OF BUSINESS 
© IMPROVED COMPANY SELLING METHODS 
@ EXPANSION—ADDITION OF NEW LINES 
@ SELF-SERVICE SUPERMARKETS 
@ TWICE AS MANY ADVERTISED BRANDS 
@ MORE “DECISION MAKING” EXECUTIVES 
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Percentage of Total 
Retail Food Linage 
Jan. 1—Aug. 31, 1954 


Source: Media Records 


25.8% 


21.1% 


18.3% 


15.3% 


Journal- 2nd Eve. 3rd Eve. Ist Morn. 2nd Morn. 3rd Morn. 4th Morn. 
American Paper Paper Paper Paper Paper Paper 
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F YOU ask New York volume grocers 
how to sell foods fast, chances are 
they'll tip you off about the Journal- 
American. Lend them an attentive ear, 
for they tip from profitable experience. 
For nearly twelve consecutive years, the 
Journal-American has been pushing 
more branded products for retail grocery 
advertisers than any other paperin town. 


It’s no mystery — this Journal-American 


push power. It's simple mathematics. 
More consumers of all kinds of things 
shop the Journal-American than any 
other five-cent New York paper. More 
city and suburban consumers shop the 
Sunday Journal- American than any 
other twenty-cent New York paper. 


Do you want to push your brands fast, 
Mr. Advertiser? Get in the Journal- 
American and find out how, yourself. 
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Canadian Publishers Eye Television, 
but Aren’t Agreed on What They See — 


MONTREAL, Oct. 


“I have been told by a leading 
bee Store advertiser,” he _ said, 

that there are products which 
‘the customer does not like to ask 
for from just any individual be- 
‘hind the counter. The customer 
,may wish to discuss the merits of 


4—Canadian |pliance dealers would cut their |a product, its ingredients and the 


newspaper publishers are becom- space in half, and some would | probable results of its use, with 
ing increasingly aware of televi- probably use no space at all. Hee person who is well known to him 


sion as a competitor, but their re- 
actions vary. 

Opinions that (a) advertisers) 
are learning that newspaper adver- | 
tising is better than tv commercials | 
and (b) newspapers must sharpen | 
their competitive thinking to com-| 
bat video were aired at the seventh | 
annual Newspaper Advertising 
Managers’ Assn. convention. 

J. Ross Bates of the Standard, St. 
Catherines, Ont., and NAMA presi- 
dent, declared that newspaper men 
now have more ammunition than 
ever to use against video. He as- 
serted that 85% of consumers pre- 
fer to see advertising in newspa- 
pers and that 85% object to tv and 
radio commercials. 


s Recognizing the opposition of 
television, Mr. Bates defined it as 
“show business.” He said that ad- 
vertisers have difficulty in refrain- 
ing from “just one try” at it. 
“There is, however, tremendous 
mortality in tv and many, many 
advertisers return to newspapers 
sadder and wiser and ready to do 
an intelligent job in the long prov- 
en and leading medium,” he de- 
clared, and added, “the advertiser 
in Canada spent 47% of his 1953 | 
national budget in newspapers.” , 
However, a grave view of tv’s| 
competition to newspapers was | 
taken by a man whose business in- | 
terests include a newspaper, a ra- 
dio station and a tv station. James 
Meakes, publisher of the Star, 
Sudbury, Ont., asserted that all 
newspapers must use color print- 
ing to compete with the newer, 
medium. He suggested layouts ~ 
pepped up and made more attrac- | 
| 
| 


tive than ever before. 

This task, he said, must be faced | 
by all newspapers, and he doubted 
that any single newspaper acting | 
alone could meet the challenge 
successfully. 


= Manufacturers’ advertising in. 
Canadian daily newspapers has in- 
creased by 182% since 1947, Ian H. | 
Macdonald, general manager, 
Canadian Daily Newspaper Pub-| 
lishers’ Assn., told the convention. 
He emphasized the unique advan- 
tage of newspapers in their ability | 
to sell dealer hookers (retail signa-| 
tures) to national ads, and by! 
checking stocks of products to be. 
advertised. 

Dealer hookers solicited by | 
dailies frequently uncover poor | 
distribution patterns unknown to) 
the national advertiser, he said. He | 
illustrated this assertion by quot- 
ing an oil burner manufacturer 
who said that it was “worth all our 
advertising appropriation to get 
the absolute facts about poor dis- 
tribution. Newspapers selling hook- 
ers have uncovered weak spots. 
We must investigate our complete 
sales and distribution setup.” 

Were it not for cooperative ad- 
vertising, declared Alf Horn, retail 
advertising manager of the Mont- | 
real Star, many department stores, 
food chains, drug stores and ap- 


PUT COLOR 


In Your 


ELIZABETH (N. J.) MARKET 
ADVERTISING 


One color and black, two colors 


and black and full R O P color 
Accepted by the 
ELIZABETH DAILY JOURNAL 


ELIZABETH, NEW JERSEY 
Write for details or contact 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


‘said that the advantages to a news- | 
| paper in carrying all co-op adver-. 
'tising at the retail rate far out- 
weigh any disadvantages it may 
'suffer—especially if its elimination 
requires the signing of national 
accounts to replace the loss of co- 
op revenue. 

(Many Canadian dailies have 
adopted a requirement that na- 
tional advertisers place a given 
minimum order at the national 
rate before co-op space is accepted 
at the local rate [AA, Nov. 9, ’53].) 


s Mr. Horn suggested that some 
drug products lend themselves 
more to co-op advertising than to 
national advertising. 


and whom he respects as an au- 
thority. 

“The same retailer mentioned 
national advertising campaigns 
which carried the hackneyed 
phrase, ‘at all leading drug and 
|department stores,’ and which did 
not stimulate sales,” he said. 
“Some time after the national 
campaign had expired, the same 
/product was advertised by drug 
\stores on a cooperative basis and 
the sales results were very good.” 

The average national advertiser 
in Canada used 63 daily news- 
papers, placed 20,340 lines and 
spent $7,690 during a recent typi- 
cal month, reported Myles Leckie 
‘of Elliott-Haynes Ltd. He said his 


| good display, 


checking firm has found inat in) 
the average Canadian daily news- 
paper approximately 600 different 
national advertisers place about 
800 different ads every month. 


= Clyde Bedell, ADVERTISING AGE) 


columnist and consultant in cre- 
ative advertising, told a clinic on 
retail advertising that there are 
only three ways to sell things— 
salesmanship and 
advertising. 

“Advertising is the only one of 
the three that permits retail 
stores to write their own tickets 
on volume and profit,” he added. 
“Displays and salesmanship re- 
quire store traffic if they are to 
work, but advertising goes out into 
the dynamic, fluid market of the 
people and works on them where 
they are. 

“It is an amazing thing,” Mr. 
Bedell said, “that newspaper pub- 
lishers can be so indifferent to the 
way their great medium is used 
by their best customers, the local 
retail stores. At a time when 
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increases response 50% 


{many stores are complaining of 
high newspaper rates, stores are 
getting only a fraction of the re- 
sponse possible to them. If a store 
through 
better copy, it is achieving the 
equivalent of a 33% rate decrease. 

“If publishers understood half 
as much about advertising and 
selling as they do about the oper- 
ations of their papers they would 
be showing merchants how to 
compete in the improvement of 
their copy’s effectiveness,” he as- 
serted. 


= More research work by dailies 
on the prospective advertiser’s 
product, his problems and compe- 
tition was called for by Hugh C. 
Findlay, media manager of Cock- 
field, Brown & Co. 

“Supply information that shows 
why your market and medium 
should be preferred over others in 
the same size group, or even in 
larger size groups. Build a clear 
impression of your medium and 
publication, the market it covers 
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and the kinds of people who read’ Radio Will Enter New Era of Prosperity. 


it,” he counseled. 

“The fact that newspapers have 
occupied, to date, the premier po- 
sition as an advertising medium 


| 


Despite ‘54 Revenue Slump, Says Doherty 


| 
| 
} 


St. CLarir, Micu., Oct. 5—Al- 


will not necessarily do for tomor- though radio broadcast revenues 
row. There are some papers that, will decline in 1954 for the first 
are running such a large propor- time since the mid-i930s, a re- 
tion of advertising, as compared |covery in 1955 will launch the ra- 
to their news content, that it is'/dio industry on a great era of 
a question as to how long daily | prosperity. 

newspapers can continue to main-| This prediction was made last 
tain their present position in the Friday by Richard P. Doherty, for- 
national field, particularly if ad- mer v.p. of the National Assn. of 
vantage is taken of the situation Radio & Television Broadcasters 
and they weaken their position and now president of Television- 
through a weakening of their serv- | Radio Management Corp., Wash- 
ice to the reader,” he warned. ‘ington. Mr. Doherty spoke here at 


network time controversy, Mr. 


Doherty said: 


est upward gains. Affiliate stations 
‘should find their network revenue 


showing a slight rise during 1955- 
56,” he said. % 
“Network revenues in 1953 | 


| Ears 


goss 


‘amounted to $89,528,000 or 18% of | 


“The most significant portion of the total broadcast revenue of the : 


radio’s future income will unques- radio industry as compared with 
tionably come from local time and |32% of the total revenue in 1948. 
program sales. National spot will} “Local sales accounted for $257,- 


continue as the second most im- | 254,000 or 52% of the total broad- | 


|east income. 
con- “Spot reached 


portant source of revenue. 


“Network revenues will, approximately 


trary to the thinking of some, be- $151,000,000, or 30% of the aggre- | 


gin to show a turn-about trend by gate broadcast income of the radio 
1955-56. It is absurd to conclude medium.” 

that networks do not serve a defi-| 

nite purpose in the scheme of|# Again referring to the future of 
American radio broadcasting. ‘the industry as a whole, Mr. Do- 


‘a meeting of the Michigan Assn. of 
Whitehall Names Agency Radio & Television Broadcasters. 


Mr. Doherty said combined net- 
work and station revenue in 1954 
will be approximately $480,000,000, 
compared with $649,500,000 last 
year. By 1958, he forecast, the 
revenue figure should be in the 
vicinity of $750,000,000 annually. 


Whitehall Pharmacal Co., a di- 
vision of American Home Products 
Corp., New York, has named 
Scheideler, Beck & Werner, New 
York, to handle advertising for its 
Hill’s cold tablets. The account 
formerly was with John F. Mur- 
ray Advertising Agency, New 
York. 


= Turning to the local time vs. 


“Having suffered severely from 
tv since 1948, network radio is 
undergoing program _ format 
changes and will improve its at- 
tractiveness as a medium for na- 
tional advertisers. 

“It is our opinion that network 
broadcast income will turn the 
corner, during the next year or 
two, and subsequently show mod- 


herty concluded: - 

“The future annual level of ra- 
dio broadcast revenue will tend to 
fluctuate with the volume of na- 
tional business and advertising ex- 
penditures. 

“Radio’s basic trend remains up- 
ward despite any cyclical fluctua- 
tions which may be experienced 
from year to year.” 
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Qaleg...ny MARKETS 


INDIVIDUALLY... SECTIONALLY... NATIONALLY 


You can route your advertising for sales drives in your biggest 


or weakest markets, or detour your competition by getting there first. 


You can hit the road for sales in Chicago, Detroit and New York, while 


another team of ads is selling a different idea in Boston, Baltimore, Seattle and 


San Francisco. When you have to travel fast to get into the national sales 


picture, you can cover ten of America’s richest markets all on a single Sunday. 


You don’t have to by-pass any sales opportunity, 


locally, sectionally or nationally, when PICTORIAL REVIEW 


alone among all important Sunday magazines provides this 


tremendous advantage for market-by-market flexibility. 


> a 
Pictoria 


Represented Nationally by 
HEARST ADVERTISING SERVICE 

959 Eighth Avenue, New York 19, N. Y. 
Offices in Principal Cities 


.. TWO... THREE or MORE 


DISTRIBUTED WITH 
THE FOLLOWING 
HEARST SUNDAY NEWSPAPERS: — 


Seattle Post-intelligencer 
Baltimore American 
Pittsburgh Sun-Telegraph 
Detroit Times 

Chicago American 
Milwaukee Sentinel 

New York Journal-American 
Boston Advertiser 

San Francisco Examiner 


With The 
Los Angeles Examiner 


icteric Biwiuneg 


Printed in color gravure 
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i 
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NEW PACKAGE—International Cellu- 
cotton Products Co., Chicago, will 
launch the largest campaign in its 
history in January to introduce a 
new package design for Kotex. 
Color pages will be used in Glam- 
our, Good Housekeeping, Ladies’ 
Home Journal, Mademoiselle, Mc- 
Call’s, Seventeen, Woman’s Home 
Companion, store-distributed mag- 
azines, screen and romance maga- 
zines and newspaper supplements. 


a 


Satisfying Smokers’ 
Erratic Whims Makes 
Cigaret Picture Hazy 


NEw York, Oct. 5—With every 
| manufacturer trying practically all 
‘his brands in every form imagin- 
_able—perhaps excepting only the 
|Maharajah-size cheroot type—to- 
ioe cigaret situation is confusing 
'to say the least. 

| But the most confusing aspect 
has been contributed by Philip 
Morris & Co. Apparently unable 
| to decide what it wants to do with 
|Marlboro, the company is testing 
the “luxury” brand in three new 
forms, each more luxurious than 
its predecessor. 

Last week the long-size (longer 
than regular, shorter than king- 
size), cork-tip, filter Marlboro, in 
a crush-proof box, went on sale in 
the Dallas-Fort Worth area (AA, 
Sept. 20). Simultaneously, a king- 
size, ivory-tip Marlboro in a snap- 
open pack, was offered in Rhode 
Island and Bristol County, Mass. 


@ Starting Oct. 11, still another 
new Marlboro will be tested in 
Rochester, N.Y. This is the fil- 
tered, cork-tip king-size, in a snap- 
open pack (not to be mixed up 
with the long-size, cork-tip in a 
crush-proof box). Radio and tv 
spots and newspapers are being 
used to introduce all the Marl- 
boros, which are being sold at 
popular filter prices. Cecil & Pres- 
brey is the agency. 

P.S.—Philip Morris is still turn- 
ing out regular Marlboros, plain 
and ivory-tipped, for distribution 
‘in the non-test areas. 


IN HAVERHILL, MASS. 
IT’S THE GAZETTE 


George McLaughlin, 
Advertising Manager 
of the GAZETTE 
| gives you these facts: 
| 1—Retail Sales— 
$51,250,000 a new 
high. 
2— Food Sales—- 
$16,947,000 a new 


high. 
3—World Shoe 

making center. 
4—Western Electric Co. Mfg. Center. 


George McLaughlin 
idvertising Manager 


A trading zone population of 
110,488 reached by the 


HAVERHILL GAZETTE. 
NEED WE SAY MORE? 


Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
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IRVING ALTMAN 


New Yor«K, Oct. 7—Irving Alt- 
man, 70, former co-owner and 
business manager of Jewish Day, 
a Yiddish language newspaper, 
lied vesterday after a long illness. 
Born in Russia, he came to this 
country when he was 18. He was 


Pace College. He served on the ad- | 
vertising 


In CANADA 
31% of the sales made 
in retail stores are 
made to Families reading 
THE STAR WEEKLY 


ask for information 


Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
in all principal advertising center 


graduated as an accountant from | 


sales staff of Jewish’ 


Daily Forward, also a Yiddish, ent publications, each identified as 

language newspaper, and was. Volume 1 Number 1. 

made advertising manager. Later 

he became v.p. of American Bank THEODORE H. KIMBLE 

Book Mfg. Co., manufacturer of 

bank stationery. In 1926 he became PR cn acgg Oct. ee oe ° = 

co-owner and business manager of *'™MDl€, Y, Managing editor oO 
a Capper magazine, 


i : | Household 
" f nad = Rares * 
reg a a eg = ew | died Sept. 30 in a Topeka hospital 


after a long illness. A veteran 
‘CHARLES J. SHOWER of the Battle of the Bulge, he had 

Detroit, Oct. 5—Charles j.| received the Order of the Purple 
Shower, 65, v.p., Charles M. Gray | Heart award. After World War II, 
& Associates, died Oct. 1, after he received degrees from Knox 
‘a brief illness. Mr. Shower, associ- College and the University of Illi- 
ated with the Gray organization "0S. He came to Capper Publica- 
‘for 18 years, was a member of the tions in 1951 from Better Homes 
‘agency’s board of directors at the & Gardens. 
time of his death. 

He had been a member of the HARRIE C. WHITE 
Adcraft Club of Detroit for almost) NortTH BENNINGTON, VT., Oct. 5— 
40 years, serving as a director for Harrie C. White, 78, retired presi- 
three years. He also was a member | dent of the M. C. White Co., manu- 
for 15 years of the Industrial Mar- | facturer of the Kiddie Kar, died at 
keters of Detroit. his home here Sept. 30. He was a 
, Mr. Shower was known to many former president of the National 
'publishers as a collector of first Toy Manufacturers Assn. and a 
issues of magazines. He had ac- former v.p. of the National Assn. 
‘quired approximately 5,000 differ- of Manufacturers. 


“The 


area :.. 
Mr. 


TRADING AREA 


COVERED BY 
SEATTLE NEWSPAPERS 


ONLY 
Scam 


TRADING AREA 


COVERED BY THE 
- NEWS TRIBUNE ONLY 


be % 


Tacoma 


Northwest. Division, H, J. HEINZ CO. 


‘Be Included” 


Sarton, Branch Manager 


Seattle trading area is separate and distinct 
from the Tacoma trading area. They join, but do 
not overlap. As for newspaper advertising, we ve 
found that Seattle papers do not cover the Tacoma 


+} ”? 
so Tacoma local promotions are a must. 
Barton continues, “Because the Tacoma 


trading area is so very important to us, I always 
recommend the same size ads and the same sched- 
ules in the Tacoma News Tribune as we have in the 
Seattle newspapers.” 
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NEWS-TRIBUNE CONSISTENTLY 
IN THE “FIRST FIFTY’’ LIST 


Advertisers recognize the impact of the 
Tacoma News Tribune, according to the 
lineage reports of MEDIA RECORDS. Dur- 
ing the first 6 months of 1954, the 
Tribune ranked high among Canadian 
and United States evening newspapers. 
It is one of 7 evening newspapers on the 
Pacific Coast, and one of two in the Pa- 
cific Northwest, which appear consistently 
in the “First Fifty” list. Get complete 
story from Sawyer, Ferguson, Walker Co. 
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Zenith Compares 
Hearing Aids in 
$500,000 Drive 


CuIcaGco, Oct. 5—In what it as- 
serts is the biggest campaign in 
the history of hearing aid promo- 
tion, Zenith Radio Corp. this week 
began a newspaper, magazine and 
direct mail drive which will cost 
more than $500,000 in the next 
three months. 

The occasion: Completicu of a 
Zenith-sponsored test by 
Testing Co., Hoboken, which 
showed that the Zenith Royal-T 
hearing device was equal “in de- 
sign, choice of materials and com- 
ponents, and in workmanship” to 
five other unidentified brands 
costing, says Zenith, an average of 
more than twice as much. 

According to Wm. N. Brown, 
general manager of the hearing aid 
division, the Royal-T has been 
selling well since its introduction 
a year ago. In fact, Zenith now 
believes it produces more hearing 
aids than all of its 37 competitors 
combined. 


= However, the Royal-T’s low 
price ($125, compared with an 
average of $268 for the other five 


U. S.}} 


*129 ZENITH HEARING AID 
BETTER BUY THAN 
AIDS AVERAGING °268! 


SCIENTIFIC TESTS PROVE thet the Zenith = priced at less then 4/z es much= 

offers equivelent pertormence for 4/2 the average operating and nphkeap cost! 

| ss ere Ellas 
United Stz’ s Testing Company, Inc. 

America’s toremest private independent testing leberetery estebliuhed 

1OBO ond weed by mony of the mest temevs compenies in Amercen 

inévetry — eve by impertent depertments of the US Government... 


Reveals Significant Facts About Hearing Aid Quality and Prices! 
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; 125% \ 
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v 
ererege price of these ether five makes ‘ 

mere then twice the price of the Tenth ij 


9. Tee Benth “Doget T” co $10.90 lew te comets pw 
year Cen the everage of Me ether ends tuted 


HEARING AIDS 
Oy the Meters of Werth Fomene Lenmh '¥ amd 


toe he 


$143 BETTER?—The equal of other 
brands and sporting a $143 price 
advantage—-that’s the burden of 


brands tested) seems to be stirring 
inhibitions in some customers. A 
consequence is Zenith’s new cam-| 
paign which, with its emphasis on. 
scientific testing and price com- | 
parison, contrasts sharply with 
the company’s previous institution- 


al and sales-features advertising. 

_ “We've built a Cadillac to sell 

at the price of a Ford,” Mr. Brown, 

told AA, ‘and that’s the hardest 

message to get across.” | 
To get it across, Zenith will use 


this ad celebrating a_ victorious 
product-test for Zenith’s Royal-T 
hearing aid. 


tions, a few newspaper supple- 
ments and direct mail. 

Batten, Barton, Durstine & Os- 
born, Chicago, is the agency. 


LYNCHBURG 


VIRGINIA 


a detailed, graphic report on its|A Metropolitan Market as defined 


test, under the _ banner, 
Zenith Hearing Aid Better Buy 
Than Aids Averaging $268.” Ads 
| have started running in 268 news- 
| papers, and will continue at least 
twice a month for two months. 
In addition, in November and 
|December some national maga- 
zines will be used, including Col- 
lier’s and National Geographic, 
plus fraternal and church publica- 


“$125| by Sales Management, the City o/ 


| Lynchburg’s 1953 per capital retail 
‘sales ($1,478) were 38% higher 
than the U.S. average. 


ONLY the NEWS-ADVANCE cov- 
ers this basic Virginia market. 
| ADVERTISE IN LYNCHBURG—GET OUR MARKET FOLDER 


| Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
in al! principal advertising centers 


DAVENPORT 


NEWSPAPERS 


ARE Xey TO THE $443,975,000" 
| ae er QUAD-CITY MARKET 
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MORNING 
DEMOCKAT 
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pre Cae 
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RCULATION 


IN QUAD-CITIES 


Evening 
DAILY TIMES 


Sunday DEMOCRAT & TIMES 
*Copr. 1954 Sales Management Survey of Buying Power 


Serving the Quad-Cities of 


DAVENPORT, IOWA; ROCK ISLAND, MOLINE and 
EAST MOLINE, ILLINOIS 


HEADQUARTERS: DAVENPORT, IOWA 


esented Nationally by 
NN & KELLEY, INC. 
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Advertising Age, October 11, 1954 


Department Store Sales... 


Week's Sales Fall Behind ‘53 Again — 


WASHINGTON, Oct. 7—Depart- 
ment store sales in the U.S. took 
another tumble in the week ended 
Oct. 2, despite good showings in 
the West and Southwest. 

Total U.S. sales for the Oct. 2 
week were 2% lower than for the 
same week a year earlier; for the 
previous week (Sept. 25), they 
had showed a 3% gain over last 
year. For the year to date, sales 
stood firm at 2% below the 1953 
level. 


® Nearly all the decline was in the 
upper Midwest and the East, where 
the Cleveland district showed a 
decline of 10%, Richmond, 9% 
and New York, 8%. 

Sales gains, on the other hand, 
were shown in five of the 12 dis- 


Department Store 


Sales Barometer 
Change from 1953 


—2% —2% 
Week Jan. 1 
Ended to 


Oct. 2, 1954 Oct. 2, 1954 


tricts. In the Southwest, initial 
cool weather drummed sales up 
12% in the Kansas City district 
and 16% in the Dallas district. 
Sales of home furnishings con- 
tinued to lead sales in most dis- 
tricts. 


% Change from '53 

Week Ended 

Federal Reserve Sept. 
District, Area, and City 18 25 


UNITED STATES. ..........:...... 0 + 3 
Boston District .................... +12 + 7 
Metropolitan Areas 

Boston +13 +10 
Downtown Boston ......... +10 + 8 
Suburban Boston ............ +21 +15 
CAMATIE BS crcrcceccesesccscsssse #11 + 6 

Lowell-Lawrence _............ + 8 — 6 

Cities 

Springfield 13 + § 

PPTOVIOTCD  cccsscccscoscenceesss 4 + § 

New York District .............. + 3 + 1 
Metropolitan Areas 

III 31" bocka cokes covaniatheécaricaste —l1 —4 

New York-N.E. New 
SEL... ‘sakieitigniinraicniannrane + 2 
Newark 0 
New York + 1 

Rochester — 5 

Syracuse — 6 

Philadelphia District ........ r— 3 + 1 
City 

PRMRGSIBIIA  ccccecsecccccsvscssess —1 0 

Cleveland District ................ —I18 i) 
Metropolitan Areas 

POE © Rlkineintivecsacnudisteviceeunicens —14 + 

Cincinnati —10 —1 

Cleveland —12 —4 

Columbus —10 —2 

BOGS anne —24 +22 

Sa ee —12 0 

City 

SPIEL © sésitacsttenssnivvnatectens ° be 

Richmond District ............0 — 2 —3 
Metropolitan Areas 

WTO, anssesresctesrerencesee r— 4 — 3 
Downtown Washington r— 5 — § 

TCNINONS . ccccenrtthitintnen —1 — 5 

Richmond ............ im =4 —2 

Atianta District .......0.......... #4 1 +4 

Metropolitan Areas 

BRIPTAIMNBDAIN ..cceccscevecsesssceesee —3 +12 

Jacksonville + 2 + 5 

) | nn 0 + § 

TEE” Wattcienssessnssicsncctreninns + 2 + 4 


NORTH CAROLINA 
New Bern is the buying center of 
Craven County’s— 
$61,792,000 

effective buying income. 
The Sun-Journal, New Bern’s only 
newspaper will cooperate in build- 
ing sales for you. 
REQUEST MORE FACTS—ADVERTISE IN NEW BERN 

sient wow 


Repr 


Albuquerque  ........0000e —22 + 24 Westside Los Angeles t : —1\Two Join Ted Bates Co. 
Webceniasancast +18 +25 San Di iesteindindtiims® °-< + 3 : see 
Tulse oe a ll +13 San Seonetsae-Oublend —6 0 Julien Field has joined the copy 
Cities | San Francisco City ........ —ll ° staff and George Cummings has 
Kansas City ..c { : he i City o r 1\become an art director of Ted 
Dallas District ............ r— +12) UE ID. oxactsnncenscionin + | : 
Steteenatton Areas Portland  ............-.+ + 8 + 3 Bates & Co., New York. Mr. Field 
a A. EE —8 +5) Salt Lake City 0 +10 has been v.p. of William Esty Co., 
New Orleans oo.ccc.cccccccces #11 —1i| B&B ~— ~ en aaa + ‘ _ 4 ae senliciarstaatoonns ‘ : —_ : Grey Advertising Agency and the 
edie wa BI Fort or _ + | WOU ATG ....000eecesesereee — 1, oa : 
a ee _— se eon rwcenana 3B +16 | — FOOT iccccecnnsssnsssorensqsee +12 +10 Harry B. Cohen pay Wann Bt 
IID stisa det ciincesibinivbes —17 +21| San Francisco District .. r+ 2 + 2 'Mr. Cummings was formerly ea 
Chicago District ................. ae o Metropolitan Areas elaine art director of Hutchins Advertis- 
Metropolitan Areas Le ATBONOD .. cccrecicssceseresecoe0 + 3 + § AEE 0 hye Oe ey | ing Co.. New York. 
(0 ill Se Sere oe - 4 Downtown Los Angeles + 1 —9 ” ’ 
Indianapolis — .........s0000 —10 — 2) 
SE =f. =—§ 
Miweukes +t 8 THIS IS “BING” MURRAY—(Another W-G Salesman) 
stensenesene = 7% —2 Aft duati with scholastic and athletic honors from Indiana Univ 
"unin Aes (manenien in marketing), Robert F. “Bing’’ Murray spent a year and —_— he nna 
Little Rock + 6 +2 tary service. iw ™ then became Regional Account og ge | \ 
< Agency's Detroit Office, later becoming district manager for e Pontiac 
Louleville ..... — = Company's Sacramento, California office. That excellent background explains the 
St. Louis ........ =% ade fine work “Bing” is doing for us in the Detroit area. “Bing” is well qualified to help 
MEMPHIS  ......0.00eccereeerseeeeee asth-~ alll you with your advertising problems. Newspaper advertising gets immediate action— 
Minneapolis District ........ — 2 — 2! at lowest cost too! Advertise in Newspapers! 
Metropolitan Areas Please note individual advertisements of our newspapers throughout this issue. 
Minneapolis-St. Paul .... ad 7 
Minneapolis City ............ 0 + I H a e § T - o 
BGs FAME TER ossesescncescnecens ° aa bad we 
Citi 
Duluth-Superior ccm $e DAILY NEWSPAPER REPRESENTATIVES me 
Kansas City District ........ r+ 5 +11) Park Lexington Building ...............ssee0e sree Oe NASP PRLS PERT ULEt Wer Be 
Metropolitan Areas Wrigley Building . mamannccorresosesnewserteil a og sesereeene yes ss eees MM 
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A WISE WORD FROM AESOP TO ADVERTISING EXECUTIVES: 
A Jackass and a Lap-Dog once 
served the same master. 
The Jackass grew to envy the dog’s 
easy friendship with the Boss — 
the way Fido won praise by fetching 
_ Master’s slippers and frisking 
in his lap. 
One night, the neurotic Jackass 
could stand it no longer. He leaped 
into Master’s lap, pawed him 
with his hoofs, and licked his face. 
The next day he was shipped 
to the glue factory. 
* . . b 
MORAL: Each in his own place is best 
When you select one of Haire’s twelve “no-waste markets at once) isn’t likely to do a specialized 
circulation” magazines, you cover a super-specialized selling job very well—it doesn’t talk the language 
market, reaching precisely the people who buy the _ of your trade. 
goods you are selling. A thorough readership is 
assured because Haire editorial service is devoted 
exclusively to their business. A “beast-of-all-burden” 
business publication (trying to cover several 
tae + es: ef r ad x 4 f - tee i 


Sa g we as ys. ge ve he ie task , eT bt By ice IB i ati rea naL.s Rares V8 ae, a eae haeofe - RTP? ‘ : aceon Saran Spee 2 a Be see ae Souk ont ws Ne > ft; 
2 io Bie al ACS ; Peg RO ggeke ee ed : agai ‘ ie: ey F hws spore hee ae soa a “ sie Se sos pte i . 4 os ee at Be eK See Stee wey gti ety ee $ re Cage ath Ee ie Bh ooh Caen neds WS Sy ope me at 
© gig Fat aim Poh cl ame. Oo. = ng 7 aes AE Be te eo ea Be as S25, ae eR ype Yee te. ee oo re ee a ek Bete Pega rth toot os ba Te pe Be A pale +2 Le be Sag a Pie RZ Pia ‘ ze sore ee Rey Ss “pes x 7 de Se ot ee a Se at er ore 
DS haa Sei va ey Zs My ees Tet Ca amie gh nec Sa x! i Lhe a ON. ater re Sc Ra can a iy 2 eae cabaret ames ty BAS EM © shee okt ¥ i ecaiNe Se ae ak RE tr Pea ei ae RANT Ga ect oe tae Soh meer eae iede Mea kis Sp Age eek thie ine LHS et CE in Rb a Fee ae a, 
Se eer carer 5 hot EAD Oe ANA ech te Cle Last the? ante tan: © 2-r Seen ean os ee ea 4 BP aS EO bs Recta cars cake MER RIE GES? RS racethe "gh EU rae whe gays oe gin Aa IR ga ES Lee ge Glee ye Se Pe fy Se CL RN a Re ogee ge Peat 
Ry eR ae le ee ee eae Pe Sora en ie eee a3 My nee : : ra Ate Agee S. ze St bay ae ex: i ye re ‘ WA cate 5 ag) ERR ree Mee oo ee ab ht Pa e8 et ets Spt ZOEY Late Ole PCS at Se Sy ten We 
le tle a eS atti | ewes in ed Aol Lda aad Oe ee a} pas? : a z ns 3 rae ot ee 4 a ch Te Pe ‘ ae be grr Robes See ay RAS See. Fk, Si ees \ eras 8 eT Ss 3: he Be eA 0. eee 
FEL ape S, SRT tan etter eka 4 Ee Pog Ne Ve Es cae % Sy Peel Ages tee ? , 2 age Fat pag - Mee? D0: pa ile OP eet eRe ib eras AL th bei y z + a A Sarde F - oe ee OF a cas, See ea ¥ hfe ating Ss bat» <n 
oo yee coor ot ak: heath re eee § Bed, tha Waa SALE 2 gel ste oP TR eek sod SN rod Fait ~ oe Sie a8 2! oe ce dae aes. & sha Ee! wedwele sy Laem PE ra Sey ce eee eRe Pe ; 2 SS. 
a Se Be ie 8" ; detain ths trata yagbercas 5 > aE aiid spay Soar eS? Sh filer Nee lta 62 9 i habe pore va amen > SENS Sh ieee Meee me iek 2S AP le Ng pis” Rey ms : sie va a ‘3 Sear 
RS pein? tren feet oR iis i Tae eae OA! 14 elise scien lei iy Med a ae im I ect co) ek seine (aoe, ae ae Ra aa oe nie pct methane Seles tase pg - 1 See eh eae yl ni 5 so ans An eat ote geet ak Fe ea? tear eel ne ane 
Te aeeett  oge ie % Peta fen e tcuenp a pee Cae © emcees i 5 te As oceans \ See a: RSs SRE N a) Moka 5 badd C2 = Oe Pree aee Ree BE Say tra Meme rg ker tm te Ae me 
tial . ‘ k oy : . : p : “Secale 
: : : v ‘ee me 
| (mes re 
ice cee 
er ar 
| eee ” i 
Ss 
ify + 
if 
‘ Z 
| aa 
. Ftd 
re a 
j ee ahah, 
“a ee 
A a a 
eran 
j Pe Ae 
is 
| 
i 
ht 
H 
i 
We 
: ii 
: | 
a ' kf 
; ! se 
; eas at 
: <i Pepe 
hse gs, 
i ae 
ee ii Oat 
’ neal 
; | , | oie 
ii il " i gees 
| 
| Bae 
: | Bes 
eae k 
2 i } ioe ee 
ha ; | a 
, H N re “yee oe 
; 44 oy 
K satis a! 
‘ } A 
Fe , ae bagg 
! peer ha 
t oy Sei 
: 
} 
= " pans 
i i ae 
ae ee 
Ai Ali} eames 
; | ee 
yay | 
nh, | Racer) 
I) ee | 
© \ 
: | | fara esas 
| | aitace 
: { | 
| 
; | be 
galt 
. leper ie 
eso 
a | "Wee S. 
J baa 
' fee 
: i} Nic eo 
7 eigen. 
G i ee: 
: ! ‘ipa 
; } | Ue ee 
} j Be veg, 
78 . } | be ay te 
; a Cea 
; | Ne 
: \ er 
_ eS 
nc 
; i oieee 
% } pa Ds 
eS 
i y 
: i " ae, 
| ee 
; Shee 
ie 
ons ae oe 
bap 
ae ee ee 
ze . 
| ton 
Si aie 
ey ope 
a eres 
, 
} pore 
y 5 ae 
; Bie apes 
2 esate ke 
. nate 
= Ta 8 
he Se 
eee 
ha FE te 
: . te a 
‘ q | NG tee 
: H | fee kd 
I 
| z 
| i e 
+ i —_—_——— Pn ea 
\ 
i 
hi 
: } 
} J 
: } 
‘ } 
. \ “x 
Ss 4 
| } 
J | Carat 
| ae 
* ’ 
4] | j ee 
EB i . 
‘a } samt 
q } | 
an 
x = . . x 
ff : , ie 
ro. : :. ae a : te 
ae A, eo Siar Gout: 3 : iz + hs 
Ppaeele ig oe iti eh a Ss t : Stas ‘5. es 


58 


Lehigh Coal Boosts Davis 

Charles W. Davis, with Lehigh 
Navigation Coal Sales Co., Bethle- 
hem, Pa., since 1952, has been 
named sales promotion manager 
of the company. 


KOVR Aftiliates with DuMont 

KOVR, Stockton, Cal., has affil- 
iated with DuMont Television Net- 
work. 


PATERSON 


NEW JERSEY 
3rd City in New Jersey Covered With 


THE PATERSON CALL 


In 1953 the Morning Call carried 
more than 6,594,000 lines of local 
advertising. Department Stores and 
national chain food companies 
know, from long experience, the 
people of Paterson read and are 
influenced by their advertising im 
the Call. 

REQUEST MORE FACTS—ADVERTISE IN THE CALL 


Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


Four-Color Newspaper Ads Are Coming in 
Canada, but It's Slow Process, Admen Feel 


Toronto, Oct. 5—Canadian ad- 
men believe that their country’s 
newspapers will eventually in- 
stall four-color printing equipment 
to keep up with the inevitable, but 
\they don’t anticipate that the 
‘growth of r.o.p. color facilities will 
be at all rapid. 
_ The latest addition to the list 
‘of a half dozen newspapers to 
‘print four-color advertising is 
| Western Producer, a Saskatoon, 
|Sask., farm weekly. 

Agency men point out that news- 
/papers will have to adopt color to 
‘keep up with modern packaging 


| 


‘and color tv. 


s According to Hugh Findlay, 


media manager of Cockfield, | 


‘Brown, Toronto, four-color news- 
paper advertising will not be wide- 
spread in Canada for another 10 
years. 


“Only 37 newspapers in this, 


or,” Mr. Findlay said. “The main 
reason newspapers have held off is 
because they fear color does not. 
justify the high expense.” 

Mr. Findlay said it will be nec- | 
essary to standardize two-color. 
printing in Canada before full col- 
or is adopted on a wide scale. He 
suggested that newspapers with 
color facilities use them to sell 
their paper to both the public and 
advertisers. If color is pushed, he 
said, it will be standardized sooner. 


® Citing the technical problems. 
involved in introducing color, 
Douglas Linton, media manager of | 
MacLaren Advertising, ‘Toronto, 
said it is “20 years away” because 
the large dailies must work out! 
mechanical problems stemming) 
from big runs and short dead-| 
lines. : 

Ted Kober, research manager 
for Vickers & Benson Ltd., Tor-| 


‘country can produce a second col-' onto, said color is the only way) 


Age, October 11, 1954 


Marto 


Atherton Tilds Millar 

PRESIDENT’S PLAQUE—The beaming recipient of the president’s plaque 
of the Southern California Advertising Agencies Assn. is Alfred A. 
Atherton, second from left, immediate past president. Participating 
in the ceremony are the group’s new officers, Walter Marto, Walter 
Marto Advertising, 1st v.p.; Mr. Atherton; Walter Tilds, Tilds & 
Cantz Advertising, 2nd v.p.; Robert Millar, Steller, Millar & Lester 


The “’Barclay Russell Show” - another reason why 


The Southwest listens to WOAI! 


easy-to-listen-to morning show that Texans love. 
The best in music, weather by nationally 
famous Henry Howell, time, news... 

all put together in the wonderful Barclay Russell 
style . . . add up to great selling for 

your product. Rates are attractively low 


Radio's terrific for early morning selling in Texas 
... and tops on WOAI. Here’s why! 

Every morning, Monday through Friday, 

from 7:15 to 9:00 A.M., it’s time for 
the most-listened-to personality in South Texas— 
WOAI's Barclay Russell. Barclay has been 

a favorite in Southwest early morning radio 

for years. And now, on WOAI's 50,000 watt 
clear channel he puts on the kind of 


for such a Texas-size package. 


Better check with Petry or WOAI Radio fast. 


“The most powerful advertising 
influence in the great Southwest” 
1200 on every dial 
50,000 watts clear channel 


San Antonio, Texas 
NBC Affiliate 


represented by Edward Petry & Co., Inc. 


— Inc., president. All are of Los An- 
'geles except Mr. Marto, whose 
agency is in Pasadena. 


‘for metropolitan newspapers to 
counterbalance the overcrowding 
of advertising. 

| Mr. Kober said color would be 
“a refreshing step forward,” if 
the reproduction is of a _ high 
Standard and the price is not too 
high. 

Speaking somewhat pessimis- 
tically about color, Larry Hillman, 
|/media manager of Canadian Ad- 
| vertising, Toronto, declared that 
he saw no special advantage of 
four-color advertising in newspa- 
pers. 

“Because a paper is in black 
,;and white,” he said, “one extra 
|color is not enough to attract at- 
|tention. The main use of four- 
color work is to accurately repro- 
duce the product. At the moment, 
newspaper mechanical equipment 
and techniques are not good 
enough to do this well.” 


Park & Tilford Buys TV Spots 


Park & Tilford, New York, has 
| bought tv spots on two New York 
| stations for Tintex dyes and Winx 
eye cosmetics. This supplements 
the company’s current spot radio 
campaign, running on 300 stations. 
Other spots are under considera- 
tion. Storm & Klein is the agency. 


CBS Radio Signs Pharmaco 


Pharmaco Inc., Kenilworth, N. 
|J., is sponsoring the Tuesday and 
'Thursday broadcasts of “Hilltop 
‘ House” over CBS Radio. The com- 
‘pany bought time for Feen-a-Mint, 
‘Choos and Medigum through Do- 
herty, Clifford, Steers & Shenfield. 


Shaw Boosts June Rogers 

June Rogers, formerly a member 
_of the media department, has been 
appointed a time buyer for John 
W. Shaw Advertising, Chicago. 


In PEORIA fs the 
JOURNAL STAR 


| O. C. Summers 
Nat’l. Adv. Mgr. 
says: 
® Metro. Peoria 
Ranks 


28th in 
POPULATION 
19th in 
BUYING INCOME 
16th in 


RETAIL SALES 
3rd in 


$ 


¢ 


Per Capita 


(250 M to 400 M Pop. Group) 

® Daily Circulation Ratio-to-Homes in 
Metropolitan Peoria ............ 98. 

® Daily Net Paid Exceeds 
WRITE FOR YOUR NEW PEORIAREA FACT FOLDER 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


Sern Soh te SR: ° Sey Nee (oe es - i4 ars ‘ 2 al ce Se) Ss a a) Se * She by ot SE Oe) te Ye es ih a ah LE RE ody de rea Pe ee 

aes gt ee ah + b Swe en , ‘a < me Ae x y ‘ 4 SA g “2 5 } Py eae 3 gh . eae: & rren*, © ee ee 
£4 ESN Ve Sik wey feet » Fie hes Bi, Re - 7 Pict ya aye > $ ey ene : a F os ¥ * ‘ 2k: a * : 4 i . AG Py Bas; s 3 e es : ce ee ae ; : " 

Mion vile oad ec sas Com al ca a er ay hh ee = ai Spa ee ER See rae aah? Beare é ERG. FOS ee eek ci CA rss ater Syhte go? pags dy tpg ye we Paes es ory oN hs peste Para ers fs EAT Se ee Ores Paes 
ot PRS EE alin Wed eT cao Arg SE peer PY re eater an mer tee Ne Pelgy fh » Ay ¢e ate ROD eae anit dogs VMS Sr, 5 sed eS tbe ty. Pamir det Bical iY as Neate it ater ARGOS PSN oe s 
Gee ol: Pa cies Pe Ve A ae ee VN RT a Mee es epee Cee Ae ae aie ee ar ony ee: BO Sty Se nes gd Rc ie ie EAE ce Nae OMS REG eT ROLL Vira Od Recah eats. pte MNT ee ett ci st FR ; r hak Sp i a hd ee : 

eae if Bae Pega RC TL ig Maw ame Ae deh Meabedsaees kateamee | game Fi SP re Te ee potty oy eye a Po Ue an ea if Oye RR RT tae SS MN. Maman Renae, Sa aa Vi ods ge te ey Men Fy, Ope ‘i fae er we. aN Z s i Fen. abe 4 yittea at 
Rortey oi ats ath Ne bee SIM gt es ye pete SING, Adee 2 J era teat ie aera RET ten Blick AEE Creag a re Giz Pireage oa iree ner et SiS fe aoe SNL ret Rs abe No gcd Sah ees lp BOONE CLM FC MASS a ORE LE SRE Ae ace ET ay Sait PCT Wry ot et pe Ey es” at 
heat Ps : oe ing Et epg f $ ti sealce as Se MD CREM Aah ey ek ORE RN 5 SCE TCG, 4s cose si teeta, Us FR el! See ee Fie pee Hae I ek ela tt ee OE gt MENG ge gs” Ps, ftp Suet ya aay nla Y Shire Rea Soi” ok aR: oe pect ea nt ge WN Rie Die a eae eG eet sg et ets tae Pe 

vat Ch m : xo. 2 Ny) 3 . = Ses ee Ay ahead Ree Te BIER SOEs 3 ; x 2 BES BTR, Pe " Er Si 3 Ra Ghee, 4 y RDO e cage te is alt bak Ee es deeb Cie A hace OS Ae aay wep eee ad ee Bu Rei ane Ni Sr ae iii Lame zet ae ae ES eC ota 
a Rt fie Sa ‘ ‘ 3 ie , : is ; . ‘ adores F Kote Bee Wit ills ties Se Se oe = GM ty hee ene ang trek ar oe Sap Bee al ight atest a Naty ee. Bog wae : n > LE Cine eee 4 
: pres @ ' a E ‘ a, PR aa at ee" ae AO jr es ah Writes OE A AMG Pea ee eae ed Y : Acme = SPs = ing 2 * 

oe Pa aL 2 ’ 5 Ree ie, bY : Maing ren Sere, £ Cee Pee aided Morice mae aie Ling 
uM bi os to ade : s 4 4 er hs : me ~ 
a - a ae 
a “has 
Se ae Tie 

“a i 

a . fe re 

i = Adertisi Ei a: i. 

3 = 
7 a 
, a4 
' a ele a 
4: j Ng Cue Baek a P oe ae et RR bation $+ 0% 23 q 

- ; ean ite eee eS 

23 r ER ean Zama are - —— : : E 

a: ” Sea bebe | agate — owe, = ™ _ =e 

. a — CE Ael  emeN Sat oe oot : 
Pie ————— ae Rd pe Pe ”q Dict Sh ae a 

2 —— get ae ie See ‘ i oe Po ; ee 

eS i ¥ “tee a eee 4 ee a! fs ee at 3 
cet noes i * ae ee aS ? ee aes j ES ie Cataees Sea « 
Sia: i oe a ’ ay eet eae PS ee ies ay 
ae ae B 4 . a A aa nese Stes ee. * 5, rae % _ * BR = { a 

= “9 ne ee ' gens <a letens or oe oo tee = 
=e ee #5 5 a kk ,r!.lF Vs mi 
“ah a # . Pe aace: Y a. Soe |} 3. eae di oe woe 
an co. Sige —- <a oF => ie = 

7 % ~~ ae ee “g ‘ 3 Bert a es ts ee. es 

a. | a r —— =~ oe ates f 

; ‘ ee = as ; he 3 a ia a 

eS gee Se *, ia a nee if : " 
ay a eae a eo. 4 7 ae es 

a é ¢ : es a a Mein . a 

nag Pi “ue RE AO Re we ee fe 
% ee tN ea a van 3 
Sa oe : 2: ghee ae as peaks = ; 
=) Se BR — ee Se gee ea fea ig o 
eos Nee a ae 4 an ge oe ae wee ‘ fod - ied ae 
pees: Se  ? aaa gees SU a ee fee é s g hy 
ee Bee : By : ee ees a, te See en ne a 

ae eo ae F a 6 ae ae al Spee af Sat eee eis SON cg 

“fee — pak * i a. UC FPA S Wrst Mele se eed 
“A eS | oe s ee eS es, sca ee aie ] 
By e See eee ee a Palas) Omen ee ee 7 
E ; ere: ee ee er Tre Soars 5) SP Oe q 

3 | Oe RES » bY SE SEE aN oa ae a age A ey 

Ps e aye a : freee eg 2 ‘ aay Sore ana 
= BARE Se ° ee ll ee . 

Sf ee Sher So eee Et y —_ 
2 Fess Fs ss Pee | RR oa =. ri 

ee es : MMe 7 

a is ae 2. cele : er : 

5 : y Fo ea te SS : 

e ot”. gt ee — Bee et Cowes. Bgeh eee 
ee 
noe ts = 
Nona ee a 
TS ee Rere 
Oe ae ee 
aa 2 
“oe / re. 

pees Rose 
ee a) ,S fe 
ae Ber 
ecco i. 
eae Bee 
phe ager 
Ne eine ———— oo 
saa ae NN  ———————— —r Se — 
Piers) i ia 
ae Bay 
or: 7c 
; pat ey 
par head —_—_—_—e—e—eeerererereee—————— Pe 
— - i ; 
ees: MM 
; . ee a 
o rs 
i 
vas oy ee f fl 
senha . 
ine alas i is. ; 
ioc aa : 4 
Bee ee! ne t 
ae ‘ i 
A Pew. bon f 
: is F j i 
Setar : . ‘ : 
Raster m 
ey 
Pay aie oe q 
HH Ce 4 
eter ate. t a 
eee a 
ae 
ayer: 
Shiki 
ay 
easy e 
So aa 
hn oh P 
ch SERS zt 
Bien : 
oa y 
Pee 
* ne hr ea 
ae 
ee ; 
rape RA ; 
Phen io ve 4 
uae ‘: é : 
‘. , Se. . * 
cores -< ~ eaes ¥ etn: ee re a } 
eA oe: wind oye ge Ee Mt ke 
: win we ing itonnstcteew Bes ee ae 
MOY Gi ay, a a aos an ten ed . a ep Somes 4 
hin £ an od ae 7 ai iS sine “ kd Rat ee Sees bie 
ar ey a - ‘ 3 ae et > en a ee le < ri ae tag ae oe ‘S | 
intern! na rs cS. : hse o tp Sens: eS PS ~ a ———_— 
oe re : : “Sens : t apa : n 
al a eS eg yen ba vol ee Sees aoe — | 
ene a nee: Sex! ee pe ee King es Ss Se 44 A x 
ae ee) me ee a Se bE ay er SS = Be er ae Oe a", of) ig 
eae ‘ a Se 4 FZ ao pat: fg 3 tae ait == => +2 Se Sif —m 
a : mae + ant mas ox re ce 
oe Se Saw ted oe er RAs 1 eee | 
as ; . m J “ 7 se Sng we ge ee Ae “3 xe 
ae 3 Set Se = (Se ea gia i” a" j 
ees: F 3 oo ois oo eS he SS 
. 2 \ 1 & - oa a She Wes af z 
Te. ee - 7 ae 
iy (re: ma gig * ‘ } 
4 #4. ‘a oo 9 ae Cll " 
. +g le pe 
el a” | ee 
i ee i 
Pac: + a 
t 
| ; 
_ we 
- — a3 
5 PF Je ? > 
TW 7% TT a - U | 
ms ee BUYING INCOMI MMERS | 
at te ; 
yore oa 
pee 1, 
3 ® \ 
- i 
4 | 
caer! |e 4 : ‘ , ; P a*. mY ? ie ae , ’ , 2 ; é ah les Pie at > ie F 3 “ eye 
: ¥ 6 oF ian) 4) ‘te Sf, ‘ $6 age ca orgie : N ae A. ap op F : aa ae = 7 F = é oy : an 4 ; s 
: : = a Pe ; = ER ih Si Tyas Tc Pe = te tees Pe a es ee * cy cr ee eee ‘ ‘ ae t : 
ce Rea RS ee S Le ee ae ee ary ‘ as : AP : ‘ j . : F ‘ mares lint : $s Be é J = oa ; 
a sone Vb pe NSS, be ow Tag fe SY +7 Se Bs A i we age ae Reet Ses os ei oe tera tra Se a: Oe - i ia rs ore Pioee Sb E oy the : ' i me Rs ‘ i ~ 
Sti ~ a ee ee ar = h i ~~ Re. Sal hos — terse § Al Pa ee, te oS tty, tal ee. SP Ata i te Pee eg a eee z os bai Re ee < 5 % A » . ie z ari J en ii 


ee 


Advertising Age, 


October 11, 1954 


Circulation Audits 
Guard Advertisers in 


Business Papers, Too 


NEw York, Oct. 5—Leading ad- 
vertising and publication execu- 
tives told a representative group 
of space buyers here last week 


that, in their own best interest, | 


they should favor those business 
papers that are audited by the 
Audit Bureau of Circulations. 

This advice was given at a 
luncheon marking the opening of 
ABC Month, celebrating the 40th 
anniversary of the organization 
The luncheon was sponsored by 
the national circulation round 
table of Associated Business Pub- 
lications. 

“The ABC emblem is a_ pro- 
tection to the buyer,” said Ber- 
nard C. Duffy, president of Bat- 
ten, Barton, Durstine & Osborn. 
“It protects the user of advertising 
space against unfounded claims. 
Without any knowledge whatso- 
ever of the publications them- 
selves, he can safely pass the most 
critical test if he relies solely on 
ABC publications.” 

Addressing a portion of his re- 
marks to publishers in the audi- 
ence, Mr. Duffy recommended 
that representatives become more 
familiar with their own _ publi- 
cations’ ABC reports. “Any fur- 
ther analysis, qualitative or other- 
wise,” he said, “starts off after 
this feeling of security—based on 
thorough familiarity—is estab- 
lished.” 


es Alan T. Wolcott, v.p. and di- 
rector of public relations for ABC, 
acknowledged the charge that the 
organization has not, in the past, 
been sufficiently articulate. He in- 
dicated, however, that this policy 
will be changed. Replying to criti- 
cism that ABC is “inflexible,” and 
“moves too slowly,” he pointed 
out that in the past 15 years, 
more than 90% of the organiza- 
tion’s rules and by-laws have been 
amended to keep up with changing 
conditions. 

Mr. Wolcott noted that 70% of 
general magazines and 96% of 
daily newspapers issue ABC au- 
dited circulation reports, but that 
in the business publication field 
the figure is only about 20%. Here 
too, according to Mr. Wolcott, the 
situation could be changed if ad- 
vertisers would insist on audited 
circulation statements. 


s Quoting the same set of statis- 
tics, Tom Haire, president, Haire 
Publishing Co., and former board 
chairman of ABP, said, ‘“Unfor- 
tunately, many advertisers, while 
accepting the principle of paid cir- 
culation in every other field of 
publishing, have, by their apathy 
and indifference to its significance 
in the business paper field, encour- 
aged and financed the development 
of inferior circulation standards. 
Indifference is one of the most 
frustrating things that an ABC 


PORT HURON 
Serving Michigan’s rich 
tri-county Thumb District 


offers a 
City Zone 
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in all principal advertising centers 


Al Goetze 


business paper publisher comes up | 
against.” 

Mr. Haire noted that some ad- 
vertisers complain that there are | 
too many trade papers. “If there 
are too many trade papers,” he 
went on, “the fault certainly does 
not lie with the publisher alone, 
for it is the advertiser who sup- 
ports and maintains them. 

“Advertisers are currently keep- 
ing alive 1,100 business publica- 
tions which give them no believa- 
ble assurance—in an audited way 
—that they are delivering what 
they say they are delivering. The 
honest ones are suspect simply be- 


cause there are dishonest ones,” he 


stated. 


® Noting the 40th anniversary as- 
pect of the meeting, Mr. Haire 
concluded: “What the next 40 
years have to offer depends to a 
great degree on the interest taken 
by you agency people—and your 
clients, the advertisers—in a con- 
tinuing ABC crusade for still, 
higher standards of circulation 


performance from us publishers.” 

Representing the advertisers’ 
point of view, William A. Hart, 
ABC chairman and advertising. 
manager of E. I. du Pont de 
Nemours & Co., said that paid cir- 
culation is a basic indication that 


the publication is invited and wel- 
-comed by the reader. 


“Future responsibility for the 


development of the paid audit 


rests jointly with buyers and sell- 

ers of advertising,” he said. 
“Unless we protect our own in- 

terests by giving preference to 


audited paid-circulation publica- | 
tions whenever good audited paid 


papers are available and suit our 
needs,” Mr. Hart said, “we may 
find that there is a diminishing 
number of ABC reports available | 


‘for our use. To me, that would be. 


like having the lights go off and 
having to grope in the dark.” 


Masland Using Magazines, TV, 


Trade Papers for Saranette 
The fall ad campaign of C. H. 
Masland & Sons, Carlisle, Pa., 


for its new. stainproof Saran- 
ette carpet will include consumer 
magazines, tv and business publi- | 
cations. Page ads in b&w will run) 
in November Sunset and the. 
Nov. 6 New Yorker. Fifteen-min- 
ute segments are- scheduled Oct. 
18, Nov. 15 and Nov. 29 on the 
“Garry Moore Show” (CBS-TV). 
Business paper page ads have 
been slated for Sept. 15, Oct. 6 
and Oct. 20 Retailing Daily, Sept. 
20 and Oct. 18 Floor Covering 
Weekly and October Floor Cover- 
ing Profits. 

Anderson & Cairns, New York, 
is the agency. Dow Chemical Co., 
manufacturer of Saran, is featur- 
ing the carpet on “Medic” (NBC- 
TV), and in October Living for 
Young Homemakers and House 
Beautiful and November House & 
Garden. 


Rates Are Increased for 
‘Town, ‘Farm Journal’ 

Farm Journal Inc., Philadelphia, 
will raise the rates of Farm Jour- 
nal and Town Journal and the 
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Country-Side Unit (Town Journal 
and Farm Journal) with Febru- 
ary, 1955, issues. Town Journal 
will go from $4,650 a b&w page to 
$4,920; Farm Journal from $8,100 
to $8,250, and the Unit from $7,695 
(Farm Journal) and $4,417 (Town 
Journal) to $7,837 and $4,674, re- 
spectively. 

Town Journal’s guarantee will 
move up 100,000 to a total of 1,- 
600,000. The Unit will guarantee 
4,450,000. 


Business Is Better Than Ever... in 


ROCKY MOUNT 


NORTH CAROLINA 
Per capita food sales—$315.09, more than 
double the State average. 
Per capita Drug sales—$46.14, 
double the State average. 
One of the nine largest cities in the State. 
Sell in this rich market through advertising 


more than 


|in one medium offering complete coverage. 
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Evening and Sunday 


Write for new market data folder now available. 


Nationally Represented by 


WARD-GRIFFITH CO. 
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in all principal advertising centers 


DATELINE: 


SAN FRANCISCO OCT. 9, 


FIRST DAY OF OUR... 


IN 


th 
YEAR 


1954 


Ninety-nine years and one day ago, James King of William 
published the first edition of The San Francisco Bulletin. 
Today The Bulletin, now combined with its sister paper, The 


San Francisco Call (founded a year later), is in its 100th 


year of service to California. Plans are now being 


formulated for a Centennial Celebration to be held 
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starting early in October, 1955. Further informa- 
tion will be forthcoming throughout the year. 
Your Moloney, Regan and Schmitt repre- 


sentative will give you additional details. 


San Francisco's Leading Evening Newspaper 


Represented Nationally by Moloney, Regan & Schmitt 
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STARTLING STARLAC—Borden Co. is using store demonstrators to stress 
the new qualities of its Instant Starlac in stores. Tasters also get 
coupons. 


Borden to Put Major Effort Behind Instant 
Powdered Milk as Competitors Also Gear Up 


New York, Oct. 7—Borden Co. | 

ill accompany national distribu-_ 
tion of a quick-mix powdered 
milk with what it says is the) 
biggest ad program of the nonfat 
dry miik industry. 

The campaign is timed to off- 
set similar campaigns for similar 
products introduced by Carnation, 
Pet Milk and smaller marketers 
of the dairy by-product (AA, 
Oct. 4). 

As soon as the new Borden 
product is on the shelves of 70% 
of the supermarkets in a specific 
area, advertising will break in lo- 
cal newspapers and on radio and 
television spots. Ads have already 
broken in business papers. 


s Plans call for the use of 270 
newspapers; at least four national 
magazines—Good Housekeeping, 
Life, Look, and The Saturday 
Evening Post—the Borden show, 
“Justice” (NBC-TV); an indefin- 
ite number of local radio and tv 
spots, and eight business papers— 
California Grocers’ Advocate, 
Chain Store Age, Food Field Re- 
porter, Food Topics, Food Market 
News, Grocer’s Graphic, Progres- 
sive Grocer, and Supermarket 
News. 

Young & Rubicam is the agency. 

The new product, Borden’s In- 
stant Starlac, an instantly soluble 
nonfat dry milk, promises to out- 
strip the sales success scored by 
the original Starlac introduced 
nationally by Borden in 1950, ac- 
cording to Willis H. Gurley, pres- 
ident of Borden Food Products Co. 


® Extensive use of point of sale 
materials will be a feature of the 
new campaign, Mr. Gurley said, 
plus a store demonstration pro- 
gram which will be featured in 
food stores during the heaviest 
shopping days of the week. 

Instant Starlac, he said, mixes 
instantly, even in ice water, and 
has a better taste and texture. 

The new instant is marketed in 
two consumer packages—a pound 
package which makes five quarts 
and a box of three individual en- 
velopes, each of which makes a 
quart of milk. It will cost about 
8¢ a quart. 

Emphasizing the rise of nonfat 
dry milk on the consumer market, | 
Mr. Gurley said that the U. S.| 


consumer pack of milk powder | ; 


amounted to less than 3,000,000 | 
pounds in 1948, and that the 1954 | 
pack is expected to top 100,000,000 
pounds. 


s Last year production of pow-| 
dered milk hit a record 1.2 billion | 
pounds, according to the Wall 
Street Journal. About half of this 
moved into government ware- 
houses. Home consumption of the 


product in 1953 totaled 94,000,000 
pounds compared with 85,000,000 
pounds in 1952. 

The broad themes of the dried 
milk surplus story are the same 
as those of other commodity gluts 
—over-production stimulated by 
price supports, WSJ says. An esti- 
mated 500-odd plants are making 
nonfat dry milk of the type in- 
tended for human consumption. 

The big producers include Bor- 
den, Carnation, Pet Milk, Bow- 
man Dairy Co., and Land O’ Lakes 
Creameries. 


@ Robert J. Remaley, research di- 
rector of the American Dry Milk 
Institute, says, “During 1953 the 
industry sold commercially as 
much powder as was produced 
during peak war years. If produc- 
tion had increased gradually at a 
rate of only 10% a year, the in- 
dustry could have developed new 
markets to absorb the increase.” 

Even a substantial increase of 
consumption by home users of 
powdered milk, an official of Pet 
Milk Co. is reported as saying, 
wouldn’t absorb all of the excess 
powder produced. But dairy men 
hope that the new push on instant 
powders will help cut down the 
surplus a little. 


Amlico to Taylor-Norsworthy 

American Liberty Oil Co., Dal- 
las, has appointed Taylor-Nors- 
worthy, Dallas, to handle adver- 
tising for its Amlico premium and 
regular gasolines. Radio and tele- 
vision will be used. 


White to ‘House Beautiful’ 

James D. White, formerly with 
the Midwest Farm Group, has 
been named representative in the 
Chicago office of the special pub- 
lications division of House Beau- 
tiful. 


Videodex Top Ten 
Spot TV Shows* 


Aug. 28-Sept. 3, 1954 
Copyright by Videodex Inc. 
Homes % of 
Program (000) Homes 
1 | Led Three Lives (123 
MGR F dovsthiivssitigeesenctenints 6,954 20.6 
Liberace (120 Cities) ...... SS th 
Life with Elizabeth (52 
RUE” Vcidiscedavevsningenioedh 2,474 16.4 
4 Annie Oakley (63 Cities) 3,562 15.9 
| 5 Favorite Story (93 Cities) 4,054 15.2 
6 Badge 714 (136 Cities) ..4,919 15.1 
7 Waterfront (60 Cities) ....2,837 15.0 
8 Death Valley Days (40 
RUIN caaienctdneessabnasrncutece 2,087 14.8 
9 Mr. District Attorney 
CO SED essisintosevinseuads 4,306 145 
10 City Detective (50 Cities) 1,784 14.4 


*Programs appearing in a minimum of 20 
markets. 


Curtis Publishing 
Expands Its Statf; 
Maps Sales Drive 


PHILADELPHIA, Oct. 6—In what 
Robert E. MacNeal, president, de- 
scribed as “the largest and most 
aggressive selling campaign our 
company has ever undertaken,” 
Curtis Publishing Co. has _ re- 
organized its advertising sales 
staffs and has added well over 100 
persons to sales, promotion, mer- 
chandising, trade relations, re- 
search and other supporting de- 
partments. 

At the top, Arthur W. Kohler, a 
senior v.p. and advertising direc- 
tor of the company, has been as- 
signed to devote the major portion 
of his activities to top level con- 
tacts with advertisers, agencies, 
etc. 

To free him for this special as- 
signment, Edward C. VonTress, 
formerly manager of Holiday, has 
been promoted to v.p. and execu- 
tive director of advertising. He 
will report to Mr. Kohler and will 


Arthur Kohler 


E. C. VonTress 


supervise the entire line organ- 
ization of the Curtis advertising 
department. 


«s A new ad branch office has 
been opened in Los Angeles, and 
additional branch offices soon will 
be opened in Atlanta, Minne- 
apolis and St. Louis. Curtis also 
is planning to expand its adver- 
tising promotion schedules in all 
media to help promote its various 
magazines. 

Advertising heads of the indi- 
vidual Curtis publications, who 
previously were called ‘mana- 
gers,” have been named v.p.s and 
advertising directors. They are: 
Morton S. Bailey, The Saturday 
Evening Post; Richard Ziesing Jr., 
Ladies’ Home Journal; M. L. Peek, 
Country Gentleman (Better Farm- 
ing), and Peter E. Schruth, Holi- 
day (succeeding Mr. VonTress). 

Branch office managers named 
v.p.s include: H. W. Post, New 
York; J. E. Davis, Chicago; Arthur 
S. Gow, Philadelphia; Charles C. 
Hood, Detroit; M. H. Boynton, 
Cleveland; F. F. Munroe, Boston, 
and Dewitte S. Dobson, San Fran- 
cisco. 

Other appointments: On the 
Post, J. L. Naylor moves from 
Cleveland to New York as re- 
gional sales manager for the East; 
E. J. Chaffin moves from Detroit 
to Chicago as regional sales man- 
ager for the West, and Claude 
Beatty becomes regional sales 
manager for the Pacific Coast 
with headquarters in San Fran- 
cisco. 

James W. Ley has been named 
administrative assistant to the ad- 
vertising director. He will super- 
vise staff and policy functions, 
and will be in charge of all ar- 
rangements for newly created 
branch offices. 


= A new agency service group is 
being created in New York un- 
der the direction of Joyce Oliver. 
On the Journal, R. C. Rundlett 
becomes regional sales manager 
with headquarters in New York, 
and B. E. Newman becomes re- 
gional sales manager in Chicago. 
On Country Gentleman, J. H. 
Hunter becomes regional sales 
manager with headquarters in 
Cleveland. 

Newly appointed branch office 
publication managers for the Post 


include: J. Rogers Brown for De- 
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On Compu cc 


(Azthor of “Barefoot Boy With Cheek,” ete.) 


I WAS AWARDED A RIBBON 
AND PROMPTLY PUT IT IN MY TYPEWRITER 


First of all—how come? 

How do I come to be writing a column for Philip Morris in your 
campus newspaper? 

I’ll tell you how come: 

It all began on a summer night. The air was warm, the sky was 
full of stars, and I sat in a cane-bottomed chair on my verandah, 
peaceful and serene, smoking a cigarette, humming the largo from 
Death and Transfiguration, and worming my dog. 

Into this idyllic scene came a stranger—a tall, clean limbed 
stranger, crinkly-eyed and crooked-grinned, loose and lank. “How 
do you do,” he said. ““My name is Loose Lank and I am with the 
Philip Morris people.” 

“Enchanted,” I said. “Take off your homburg and sit down.” I 
clapped my hands. “Charles!” I called. “Another chair for Mr. Lank.” 

Obediently my dog trotted away and returned directly with a 
fan-back chair of Malayan rattan. He is the smartest dog in our block. 

“I’m sorry I don’t have a Morris chair,” I said to Mr. Lank. “That 
pane As rather more appropriate -- you being with Philip Morris 
and all.” ° 

Well, sir, we had many a laugh and cheer over my little witticism. 
When we had finished laughing and cheering, we wiped our eyes and 
Mr. Lank pulled out x fresh package of Philip Morris. He yanked 
the tape and the pack sprang open with a fetching little snap. 

“Did you hear that fetching little snap?” asked Mr. Lank. 

“Yes,” I said, for I did. 

“Cigarette?” he said. 

“Thank you,” I said. 


W. puffed contentedly for three or four hours. Then Mr. Lank 
said, “I suppose you’re wondering why I’m here.” 

“Well,” I replied, my old eyes twinkling, “I'll wager you didn’t 
come to read my meier.” 

You can imagine how we howled at that one! 

eereeee 

“Well,” he said, “let’s get down to business ... How would you like 
to write a campus column for Philip Morris?” 

“For money?” I said. 

“Yes,” he said. 

“My hand, sir,” I said and clasped hia. Warmly he returned the 
pressure, and soft smiles played on our lips, and our eyes were bright 
with the hint of tears, and we were silent, not trusting ourselves 
to speak. 

“Cigarette?” he said at length. 

I nodded. 

eeeeed 


“What will you write about in your column?” asked -Mr. Lank. 

“About boys and girls,” I said. “About fraternities and sororities 
and dormitories and boarding houses and dances and sleighrides 
and hayrides and cutting classes and going to classes and cramming 
for exams and campus politics and the profits of bookstores and con- 
vertibles and BMOCs and BWOCs and professors who write new 
texts every year and the world’s slowest humans — the page boys 
at the library.” 

“And will you say a pleasant word about Philip Morris from time 
to time?” asked Mr. Lank. 

“Sir,” I replied, “I can think of no other kind of word to say about 


Philip Morris.” 


We shook hands again then, and smiled bravely. Then he was gone 
—a tall silhouette moving erectly into the setting sun. “Farewell, 
good tobacconist!” I cried after him. “Aloha, aloha!” 

And turned with a will to my typewriter. 


©Max Shulman, 1954 


This column is brought to you by the makers of PHILIP MORRIS 
who think you would enjoy their cigarette. 


Campus representatives are 


JOHN ADZIMA and ROBERT FLANAGAN 


MY HAND, SiIR—Philip Morris last week started running a new pro- 

motional column (abridged inaugural copy above) by Max Shul- 

man in college newspapers. The column is tied to campus merchan- 

dising. Details of the campaign are still being worked out; the com- 
pany plans to announce the whole plan about Nov. 1. 


troit; Joseph F. Spalding for At- 
lanta; F. H. Lamb for St. Louis; 
O. S. Wernecke for Minneapolis; 
K. W. Sells for Los Angeles; R. E. 
Mizen for Cleveland; D. W. Cogs- 
well for San Francisco; E. W. Mac- 
Millin for Philadelphia, and J. W. 
Hurst for New York. 

On the Journal, newly-named 
publication managers are: M. S. 
Gould for New York; J. P. San- 
ford for Los Angeles; R. L. Marsh 
for Chicago, and M. B. Pryor for 
St. Louis. 

New publication managers for 
Country Gentleman are: D. A. 
Myers for Minneapolis and H. S. 
Kenyon for Atlanta. 

Holiday has named the follow- 
ing publication managers: Farth 
Hite for San Francisco; John 
Bradley for Los Angeles; Richard 
Eaton for Chicago, and N. W. 
Waldron for St. Louis. 

Mr. McNeal said Curtis has 
been preparing for this develop- 
ment for several years. A broad 
research program, together with 
case histories, has conclusively 


demonstrated the great power of 
Curtis publications as advertising 
media, he said. 


Sidney Bruck Leaves Kaplan 
to Join Ehrlich & Neuwirth 

Sidney Bruck has become a 
member of the executive board 
and an account supervisor of Ehr- 
lich & Neuwirth, New York. A 
former partner in Kaplan & Bruck, 
New York, he has taken with him 
“several accounts to be announced 
at a later date.” 

One of the accounts is reported 
to be Old Town Corp., New York 
manufacturer of typewriter rib- 
bons and carbons. 


Emory Joins Montgomery 

Thomas L. Emory, formerly 
manager of the Seattle office of 
Moloney, Regan & Schmitt, news- 
paper representative, has joined 
Richard G. Montgomery & Associ- 
ates, Portland, where he will serve 
as marketing research consultant 
and special assistant to Mr. Mont- 
gomery. 
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To light poiden hers this ZPO sheathed in gold 


FLAMING GOLD—This ad appeared in 
the Sept. 25 issue of The New 
Yorker for Zippo Mfg. Co.’s new 
iiie lighter “sheathed in gold.” Aimed 
specifically at the gift trade, light- 
ers retail for $18 and $20. N. W. 
Wi Ayer & Son, Philadelphia, is the 
; agency. 


Association Maps 
Easy-Pay Plan for 
Hardware Retailers 


INDIANAPOLIS, Oct. 7—Corner 
hardware stores will offer “easy- 
term credit” just like the down- 
town department store, if a pro- 
gram drawn up by the National 
Retail Hardware Assn. goes into 
effect. 

Russell R. Mueller, managing 
i} director of the association, said 
today that a 12-man committee of 
the trade group will meet here 
Oct. 26 to complete details of a 
proposed “Hardware Budget 
Plan.” 

Manufacturers, wholesalers and 
\{ retailers will be represented. They 
| will be asked to okay a program 
ve intended to educate retail hard- 
ware merchants in credit opera- 
tions. The plan is expected to reach 
the dealer level in January and 
+ Ny will be announced to the public by 
LE April, Mr. Mueller said. 


1 

| 

f 

i 

® Availability of credit terms, es- 

| pecially for relatively high-priced 
power tools, and perhaps coupon 
books for small purchases, will 
boost retail hardware sales to 

| about $4 billion in five or six 

f years, he said. The volume now is 

about $2.75 billion annually. 

The association proposes that 
credit operations be financed by 
| dealers through local banks, in a 
| manner used by most small busi- 
: nesses offering time-payment 
plans. Retailers would borrow 
capital from banks when neces- 
sary, then assume full responsi- 
bility for collection from customers. 


4 
t 
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Formost Slates Sausage Drive 
| Formost Kosher Smoked Meats, 
a | Philadelphia, will promote its new 
vacuum-packed salami and bo- 
logna in a campaign based on 10 
‘ year-round painted bulletins in 
the Philadelphia area. Local tele- 
vision or newspapers also will be 
used. Weightman Inc., Philadel- 
phia, is the agency. 


SALISBURY 


ORTH CAROLINA 
-NEWSPAPER 
-MARKET 
-COST 

The Salisbury Post 
Nothing Counts but Results 


Nationally Represented by 


a 
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WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


’|NBP Forms Executive Unit 


National Business Publications 
has set up an executive committee, 
which will function as the organ- 
ization’s policy-making group be- 
tween regular meetings of the 
board of directors. Its members are 
Board Chairman Harvey Conover, 
Conover-Mast Publications, New 
York; Vice-Chairmen Arthur F. 
King, King Publications, San 
Francisco; William J. Rooke, W. R. 
C. Smith Publishing Co., Atlanta; 
David R. Watson, Watson Publica- 
tions, Chicago; Past Chairman 


'|Joseph S. Hildreth, Chilton Co., 


Philadelphia; Treasurer Leonard 
Tingle, Butterick Co., New York, 
and President Robert E. Harper, 
Washington. 


Bennis Joins Story, Brooks 
Thomas W. Bennis, formerly of 
Hearst Advertising Service, has 
joined the promotion and research 
department of Story, Brooks & 
Finlay, New York, newspaper rep- 
resentative. 


To keep pace with the fastest-growing profession . . . 

to better serve the most influential group of independent 
advisors to business .. . THE JOURNAL OF 
ACCOUNTANCY will appear in a new format 
beginning January 1955. The new “‘standard”’ size 
JOURNAL will have three columns and a 

7” x 10” advertising page. Your 1955 advertisements 
directed to public accountants and corporate executives 
will be easier to prepare . . . and will appear in a 

more attractive surrounding in the “new” 

JOURNAL OF ACCOUNTANCY 
270 Madison Ave., New York 16, N. Y. 


(Circulation 67,415 A.B.C.) 
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in all principal odvertising centers 


We said 
it in 
January 
of 50 ..: 


Today 
it's more 
Timely 
than 
ever! 


For ten years now newspaper 
advertisers have been “insuring” their space 


expenditures against reproduction failures by using Reilly 
Plastictypes. With today’s keener competition and sharper cost- 
consciousness, it makes more sense than ever to investigate the 
many ways in which Reilly’s constant pioneering of scientific improvements 
in plate making can help you protect your investments in advertising space. 


* PLASTICTYPES 
You can Really Rely on RFE : LLY © TREATED ELECTROS 
e BISTA MATS 


Other Divisions of Electrographic Corporation: American Electrotype, San Francisco; Advance-Independent Electrotype, Indianapolis; Lake Shore Electrotype, 
Chicago; Michigan Electrotype, Detroit; New Haven Electrotype, New Haven; Reilly Plastictype, Los Angeles; The Wrigley Company, Atlanta. 
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St. Eustache e 


Marieville « 


IBERVILLE 


| F Concentratig n Greater MOntreal market e basic advertis- 
: | ing ps in French Canada. More than ¢yer your advertising 
Suld buy SALES RETURNS instead of /costly “‘geographical 
coverage” in scattered) secondary markets. Through LA 
PRESSE Daily and Rotogravure exclusively,, you will reap your 
full share of Quebec Province three billion dollars 6f annual 


Remember, LA PRESSE is the only French publication that 
blankets the rich, fast growing Montreal market. 


ROUVILLE 


© FARNHAM 
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Motorola Canada 
Carves 8% Chunk 
of TV Set Market 


Ranks Sixth in Set Sales; 
Started in ‘52 with Four 
Employes, Now Has 400 


ToRONTO, Oct. 6—As Motorola 
Canada sales executives went 
across the population ribbon of 
southern Canada this summer, 
they kept repeating a slogan for 
their dealers and _ wholesalers: 
“From four to 400.” 

What it means is that Motorola, 
a wholly-owned subsidiary of the 
U. S. company, grew from four 
employes to four hundred in two 
years. In the process, it carved out 
8% of Canada’s growing tv mar- 
ket, ranks approximately sixth 
among 23 manufacturers, and has 
no intention of slowing its pace. 

M. M. (Pete) Elliott was in 
charge of the company as general 
manager. He is now marketing v.p. 
for the company. Mr. Elliott had a 
formidable background in _ the 
Canadian electronics and broad- 
casting industries, having spent 23 
years with Canadian Marconi, ris- 
ing from assistant sales manager to 
sales manager to general sales 
manager and finally assistant gen- 
eral manager. In the process he got 
to know most of the dealers, the 
broadcasters (Marconi sold trans- 
mitting equipment to the burgeon- 
ing Canadian radio industry) and 
the other factors in the trade, and 
he was a fortunate choice for 
Motorola. 


2 Mr. Elliott, a secretary, and ul- 
timately two men assigned to pur- 
chasing (plus McKim Advertising) 
constituted Motorola’s task force 
in Canada in April, 1952. By Aug- 
ust the first radio sets were being 
made in the Canadian plant. By 
September the first tv sets were 
coming off the line, and by the 
end of 1952 the company had 
worked its way into the van of 
Canadian tv set manufacturers. In 
its first calendar year—1953—it 
was in the black, and paid a 
handsome dividend on the profit- 
sharing plan for employes. 

“Because Motorola automobile 
sets had been sold for years in 
Canada [they were manufactured 
under a licensing agreement by 
another company] the public and 
dealers took the tv sets without 
question,” Mr. Elliott explained. 
The Motorola line is basically a 
simple one, too. For instance, the 
1954 line consists of eight of the 18 
models being sold in the U. S. Col- 
or sets will only be sold on order, 
and their cost is an eye-popping 
$1,755 for the set selling in the U.S. 
for $895. 

“We've accomplished public ac- 
ceptance by planning our adver- 
tising copy, by careful distribution 
of the copy, and by following up 
with vigorous merchandising and 
cooperative programs,” Mr. Elliott 
says. 


s This story is a summary of 
what those programs consist of, 
what the planning is, and how it is 
implemented. 

During the winter-spring season 
Motorola will be dividing its mon- 
ey about 50-50 between radio and 
newspaper advertising, plus about 
700 outdoor posters (Motorola is 
an 8-month user of outdoor, off 
only in January, February, July 
and August). 

Spot radio will be used in 12 ma- 
jor markets and 11 secondary mar- 
kets. The familiar Motorola jingle, 
cut to the tune of “Happy Birthday 
to You,” will be used across Can- 
ada, but with live announcers in 
the French sectors. 

(Continued on Page 81) 
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TorONTO, Oct. 6—MacLaren Ad- 
vertising Co. Ltd. began life as 
an offshoot of Campbell-Ewald 
Co. It handles the advertising of 
all General Motors products in 
Canada. Its billings have increased 
from $2,500,000 in 1941 to $17,- 
000,000 in 1953, and it is currently 
moving at a $19,000,000 pace. It 
pioneered in Canadian radio, and 
later tv. 

And until last month it had 
never had more than three v.p.s. 

The agency is the property of 
J. A. MacLaren, who was one of 
the original staff of three when 
Campbell-Ewald came into Can- 
ada in 1922. He was successively 
v.p., general manager and presi- 
dent of Campbell-Ewald Ltd., and 
headed the agency when it be- 


MacLaren Advertising: A Study of 
How a Canadian Agency Functions 


came MacLaren Advertising 
1935. 

Before he entered the agency 
business he was a journalist of 
considerable distinction—financial 
editor of Saturday Night at 22, a 
newspaper reporter in Edmonton, 
Calgary and Vancouver, a war 
correspondent for a group of Ca- 
nadian dailies assigned to the 
First Canadian Division in World 
War I. 


in 


@ The agency has no formal new 
business department. This is still 
Mr. MacLaren’s province, and he 
is reputed to be a phenomenal 
salesman. One historic deal was 
the one he made with Connie 
Smythe, impresario of the Toron- 
(Continued on Page 72) 


Canada: Its Postwar 


Boom Isn't Slackening 


Industrial Purchases, 
Spending, Employment, 
Population All Hit Peaks 


By John Crichton 


Orrawa, Oct. 5—Canada, which 
(1) spent $15 billion in 1953 on 
industrial purchases (or about 34% 
times the U. S. per-capita rate); 
(2) has a dollar which commands 
an “embarrassing” premium, and 
(3) has led the world in a post- 
war industrial boom, also has its 
problems. 

They center on employment, 
population, end the dilemma in- 
volved in being a great trading 
nation in a world where trade is 
becoming increasingly more dif- 
ficult. 

The ebullience of Canada, rooted 
in its happy birthright—for no na- 
tion has available to it the natural 
resources on a_ per-capita basis 
which are Canada’s—is still no- 
ticeable. It now has something 
more than 15,236,000 people. By 
1961 it expects to have 18,000,000, 
and by 1971 it will have more than 
21,000,000. 


= Consumer spending, measured 
at $12 billion in 1950, will be 
around $22 billion in 1961 and $32 
billion in 1971. Employment, 
which stood at around 5,100,600 in 
1951, will rise to 6,700,000 by 1971. 

And total goods and services 
will increase by 50% by 1961, and 
the gross figure will rise by 30% 
to $51 billion in 1971, and perhaps 
will reach $60 billion in 1980. 

That is the marketing forecast 
for the next quarter-century for 
Canada, and it explains clearly 
and factually the confidence which 
Canadians feel. 

It does not deal with such star- 
tling raw material developments as 
the Athabaska tar sands, which 
are believed to hold potential oil 
supplies anywhere from one to 
three times the proved oil reserves 
of the world. It doesn’t deal with 
the spectacular extractive opera- 
tions—like Ungava and Steep 
Rock and Kitimat. 


@ There is, in fact, a feeling 
among Canadian marketing men 
that perhaps these spectacular in- 
dustrial developments have been 
over-publicized. Proud as they are 
of the attention which these op- 
erations have focused on Canada, 
they point more to the steady rise 


Canada. 


Major factor: 


$25,000,000 less in Canada. 


e Total retail trade in Canada was off 1.5% in 
the first half of 1954 from 1953 record levels. 
motor vehicle dealer sales were 
off 8.7%, and fairly evenly across the country. 


e Canadian travel to the U.S. reached an alltime 
high in 1953 (23.3 million re-entries were re- 
ported); Canadians spent an estimated $307,- 
000,000 in the U.S., while U.S. residents spent 


Notes & Comments on the Canadian Market 


e There were 106 new Canadian industries es- 
tablished in 1953, based on records of the Cana- 
dian Mfrs. Assn., with plants ranging up to 100,- 
000 sq. ft. Among them were such familiar names 
as Dow Corning Silicones Ltd., Gates Rubber Co., 
Eutectic Welding Alloys Co. of Canada, Lennox 
Furnace Co. of Canada; in 1954, 
such names as International Business Machines 
Co. Ltd. and General Mills (Canada) Ltd. 


e On Jan. 1, 1954, the Hon. Milton F. Gregg, 
Minister of Labour, placed the number of union 
members in Canada at 1,267,911. A year earlier, 
the number was 1,219,714; of the total, 596,004 
belonged to the Trades and Labor Congress of 


est in retailing, 
the list includes 


e Since the war, 1,504 physicians and surgeons 


have emigrated 


e During the first quarter of 1954, the number 
of failures under the Bankruptcy and Winding 
Up Acts jumped to 680 (in the same period of 
last year it was 382). Average value of liabilities 
rose from $18,700 to $26,000. Failures were heavi- 


mobile and electrical appliance business. This 
record is not inclusive, since insolvencies may 
also be reported under several other acts, in- 
cluding provincial bulk sales acts. 


e Cooperatives marketed close to 36% of the 
farm products sold during the crop year which 
ended July 31, 1952. Total sales value was $927,- 
600,000—or 20% more than in the preceding year. 


of these in the last three years. In 1951, there 
were 14,235 physicians and surgeons in Canada. 
Total emigration to the U.S. was about 35,000 
for the fiscal year ended June 30, 1954. 


e Government liquor authorities operated 650 

retail stores at the end of March, 1953. Liquor 

revenues of federal and provincial governments 
(Continued on Page 66) 


particularly the clothing, auto- 


from Canada to the U.S., 528 


of Canada as a consumer market— 
increasing auto registrations, 
rising income, zooming residential 
building, the trend to the suburbs, 
the many indications of a more 
leisurely and more abundant life 
for Canadians. 


Through the first half of 1954 
employment in Canada was off. 
On the first of June, industrial 
employment showed an increase 
of 2.6%, the biggest upward move- 
ment in 24 months. But industrial 
employment in June was 3.1% 
lower than June, 1953, and 1.3% 
lower than 1952. Total manufac- 
turing production was off 3% dur- 
ing the first half of the year. 

The decrease is due in part to 
the automotive and durable goods 
industries, neither of which had a 
very good first half, and to textiles 
and related industries, which con- 
tinue to be one of Canada’s most 
perplexing problems. 

On the other hand, employment 
is still high: The Dominion Bu- 
reau of Statistics employment in- 
dex for June stood at 108.9 for all 
Canada, with 1949 as 100, and 
payrolls have continued to arc up- 
ward, standing at 148.7 on the 
same scale. The average weekly 
wage as of June 1 was $58.43, up 
71i¢ from the $57.72 of the pre- 
ceding year. Newfoundland and 
Saskatchewan both showed up- 
ward trends, but 18 of 32 metro- 
politan areas showed a slightly 
downward trend in employment. 


ws The apparent paradox of slight- 
ly lower employment and rising 
wage scales is generally inter- 
preted to mean that industry has 
been pruning fringe workers, and 
that the more skilled, essential and 
expensive workers are still on the 
payroll. 

Indicative of the confidence 
underlying these wage and em- 
ployment figures is the steady 
increase in retail sales. Depart- 
ment store sales (and remember 
that Canada’s department stores 
are giant retail chains) rose 2.7% 
for the first half of 1954 compared 
with the first half of 1953. The 
trend took a sharp jump in June, 
when it rose 6.2%, with the At- 
lantic provinces leading the way 
with sales increases of 12.2%, and 
British Columbia showing a 13% 
increase. 


= In the department store field, 
of course, the big battle is between 
the new Simpson-Sears combine 
and T. Eaton, long the No. 1 re- 
tailer of Canada. 

So far this year, Simpson-Sears 
has (1) announced a new 200,000 
sq. ft. store for Winnipeg; (2) pre- 
pared to open the Burnaby store, 
which will be Canada’s first new 
major department store in two 
years; (3) added the tenth and 
eleventh stores in Guelph, Ont., 
and Moose Jaw, Sask.; (4) issued 
$12,500,000 in 4% % first mortgage 
bonds, and promised four new 
stores in ’54—in addition to Burna- 
by—in Nanaimo, Peterborough, 
Sarnia and Hamilton, and (5) 
forecast another three new stores 
for ’55—St. John, Port Arthur, and 
Ottawa. 


# Eaton was also busy: (1) 
It had offered T. Eaton Ac- 
ceptance Co. debentures of 
$5,000,000 at 4%4% to mature in 
1959, and $15,000,000 43%4,% sink- 
ing fund debentures to mature in 
1974; (2) let contracts for a $9,- 
500,000 department store service 
building in outlying Toronto, and 
(3) announced a 55,000 sq. ft. store 
at Charlottetown on Prince Ed- 
ward Island, giving it stores in all 
ten provinces, and a total of 57 
stores. It was Eaton’s second store 
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FRENCH FARMS 


are a $500 million market* 


@ 21% of all Canadian farms are French 


®@ Le Bulletin des Agriculteurs give you 
65% French farm coverage, largest 
available 


* 500,000,000 cash income from all 
sources. 


Ask for recent market information 


Bu tetin DES AGRICULTEURS 
Montreal: 1117 St. Catherine St. W., HA. 9154 
Toronto: 345 Church St., EM. 6-7626 
New York: Billingslea & Ficke, 420 Lexington Ave. 


LE 


in the Maritimes—the first was a 
purchase six weeks earlier of a 
store at Cornerbrook, Newfound- 
land. 

While the retail giants are ex- 
panding across Canada, and 
launching new financing to under- 
write that expansion, there is an- 
other marked trend: the trend to 
financing. 

By the end of 1953, consumer 
goods were financed to the tune of 
$714,149,000, up 21% from 1952’s 
$590,994,000. Used passenger cars 
were the largest single item 
($321,225,000, or up 14%) and new 
car financing reached $252,336,000, 
up 29%. Financing of commercial 
and industrial goods rose only 
slightly; the total was $228,597,000, 
or less than a 1% increase—and 
the financing of new and used 
commercial vehicles declined. 

At the end of 1953, finance com- 
panies and acceptance corpora- 
tions had $512,191,000 outstanding 
from consumers’ goods paper, up 
37% from the preceding year. 
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THOUSANDS 
OF VEHICLES 


NEW MOTOR VEHICLE SALES 
1951—52-53-54 


THOUSANDS | 
OF VEHICLES 
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The Auto Business 


Because of the importance of 
motor vehicles in these figures, it 


TORONTO 
MONTREAL 


VANCOUVER 
WINNIPEG 
OTTAWA 
LONDON, ENG. 


co. LIMITED 


For over 30 years the advertising of 
many leading manufacturers in Canada with parent 


companies in the United States has been directed by 


MacLaren Advertising 


might be well to see how the auto- 
mobile business is faring in Ca- 
nada—and it turns out just about 
like the U.S., which is to say that 
business is off (about 8.7% in the 
first half of °54) and the inde- 
pendents are taking the brunt of 
the beating. 

All provinces showed a decrease 
in new motor vehicle sales. The 
month of June found new pas- 
senger cars down 17% in sales and 
15% in dollars (38,644 units were 
sold for $100,118,000) and com- 
mercial vehicles dropped more 
sharply—off 28% in units and 
26% in dollar sales. 

Financing dropped with sales, 
of course—during June the num- 
ber financed decreased 14% and 
the amount of financing was off 
11%; commercial financing was 
off 36% in number and 34% in 
volume. 

The auto business is a key part 
of Canadian industry, and the 
poor sales are reflected in em- 
ployment and wage figures. But 
one of the brighter spots in the 
Canadian picture is the country’s 
burgeoning food sales. 


The Food Business 


Through the first half of 1954, 
grocery and combination chain 
stores showed gains of 11.7%, and 
in June their sales went up 13.3%. 
This merely confirms a long-term 
trend—for while Canada’s popu- 
lation was increasing 22% during 
the 1941-51 decade, sales in retail 
food stores climbed almost 229%. 
In every consumer dollar in Ca- 
nada, about 29¢ is ticketed for 
food, and the per-capita expendi- 
ture was around $156.20 in 1953. 
There’s a food store for every 
2,900 peopie in Canada (as against 
one for about every 3,500 in the 
U. S.). 


® Food accounts for about 10% of 
Canadian imports, which con- 
stitute about 6% of Canada’s food 
supply. In two provinces—Ontario 
and Quebec, which contain 62% 


Population Up 30%: 
Grocery Sales Up 275% 


15,005,000 


14,009,429 


11, 506,655 


10,376 , 786 


1931 1941 1951 1953 


$2,126,536 ,000 


$1, 900,211,800 


$567,310, 900 


Independents “oe 6.38 


Chains 


1951 1953 


Source: Reader's Digest 
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of the population of the country 
—the supermarket has made real 
inroads. Ontario, with 33% of the 
population, accounts for 38% of | 
grocery volume; Quebec, with 29% | 
of the population, accounts for the’ 
same proportion of grocery vol- 
ume. 


In 1953, the total food bill for 
the country came to $2,126,536,000, 
and chain stores took in 36.3% 
of it. Thus, the independent 
store is still a formidable force in 
Canada, and although its share of 
the food market is shrinking, it is 
shrinking slowly (in 1941, chains 
did 30.5% of a total $567,310,900 
volume). 

Corporate chains do only 27% of 
grocery volume, as against 36% 
of the total U. S. grocery volume. 
Partially this is due to the slow 
urbanization of Canada, where 
55% of the population lives either 
in rural areas or towns of less than 
5,000 population. A comparable 


DIRECT MAIL ADVERTISING 


IN CANADA 


Our knowledge of Canadian markets 
is enabling us to serve many U. S. 
Direct Mail advertising users effi- 
ciently and economically in the pro- 
duction of Mailing Lists — Printing 
— Letters —- Addressing — Mailing 
—Shipping. Write or telephone our 
New York Sales Office. 

Herbert A. Watts Limited, 

8th Floor, 421 Hudson Street, 
NEW YORE 14, N. Y. 

Telephone: ORegon 5-0220 

or our Head Office — 


TORONTO, Canada 
Telephone: EMpire 6-1108 


| 
177 King Street West, | 
| 
| 


Notes & Comments on the Canadian Market 


(Continued from Page 63) 


for the year ended March 31 totaled $343,000,000 
—up 11%. Canada exports more than eight times 
as much beer as it imports. 


e Manufacturing provides nearly one-third of 
the national income of Canada, twice that of 
agriculture, fives times the income from logging, 
mining and fishing combined. Manufacturing 
companies employ one of four working Canadi- 
ans—the same proportion as in the U.S. In the 
United Kingdom it’s two out of five, one out of 
five in Australia. 


e There were 196 tv commercials produced by 
private industry and government agencies on 
film in 1953, 85 more than in 1952. 


e Canada ranked third among trading nations 
in both exports and imports in 1953, accounting 
for about 6.3% of the trade of the non-Soviet 
world. 


e Canada made 82,000 electric food mixers in 
1953, up 43%. 


e University deans’ salaries averaged $7,625 in 
central Canada in 1952, $7,375 in the western 
provinces, $5,000 in the Maritimes. 


e Advertising matter imported into Canada in 
1953 was valued at $6,507,000, 28% more than 
in 1952, 40% more than in 1951. 


e Pulp and paper in Canada’s biggest manufac- 
turing industry from a factory value of ship- 
ment standpoint—$1,158,000,000 in 1952. 


e Corn flakes are still Canada’s favorite break- 
fast cereals, but they’re losing ground to puffed 


grains. Corn flakes were about a third of all 
prepared breakfast food shipments in 1953, but 
were 40% in 1945. Puffed grains now stand at 
20%, and were 9% in 1945. 


e Coffee vs. tea: in the second quarter of 1954, 
Canadian companies processed 13,825,000 Ibs. 
of coffee, 12,090,000 lbs. of tea. 


e Late in July, average gross earnings in manu- 
facturing were $61.00 a week in Canada, up 
$1.84 in a year. In the U.S., the average was 
$71.68 in June, 1954, down from $72.04 a year 
before. 


e Scudder Fund of Canada Ltd. was launched 
this year, with an initial capital of $24,000,000, 
primarily with American investors (Canadians 
may hold up to 5% of the investments). It hopes 
to capitalize on the 15% Canadian income tax 
it will be subject to, plus the fact that its in- 
vestors will never have to pay more than a 25% 
U.S. capital gains tax. 


e The 3%% premium the Canadian dollar com- 
mands over the U.S. dollar is pleasing to Cana- 
dians who have sometimes been shorn in the 
States (as high as 10% premium) but it embar- 
rasses the government because (1) it reduces the 
price of imports 3% when the government wants 
to encourage Canadian manufacturers, (2) it 
costs the same 3% to Canadian exporters who 
have their prices fixed in U. S. dollar terms, and 
(3) it is a handicap in overseas markets where 
Canada competes with the U. S. 


e Steel, bellwether of Canadian industry, is off 
this year. It may produce only about 3,100,000 
tons—far below the 4,000,000 tons of 1953, and 
the lowest since 1949’s 3,095,000. 


HALIFAX is one of the 6 Major Cities in 
Canada With Newspapers Over 100,000 A.B.C. 


\\\ 


|! 


a 


Halifax 


Representatives: WARD-GRIFFITH & CO. INC., U.S.A. 


2 > 


In planning your schedules you will want to have this market on your 
“A” list. The Halifax combination gives you complete coverage of the 
metropolitan area, and majority coverage of the whole retail trading area 


(N. S. Mainland). Cover this market effectively . . 


- economically ... with 


THE HALIFAX CHRONICLE-HERALD 
and THE HALIFAX MAIL-STAR 


E. A. WILLIAMS, Toronto-Montreal 


A. B. C. 105,957 Daily 


| U. S. figure is 45%. 


The country general store is 
important in Canada, where it ac- 
counts for 24% of all grocery vol- 
ume, against 4% in the U. S. In- 
dependent urban groceries account 
for 49% of food sales in Canada, 
60% in the U. S. 


a And here legislation may make 
a difference. In Quebec, independ- 
ent groceries sell beer (in Onta- 
rio, beer is sold by brewers’ re- 
tail outlets) and the beer licenses 
keep many a struggling independ- 
ent in business in the province of 
Quebec. 

Independent stores do 72.6% 
of food volume in Quebec—the 
highest proportionate volume, ex- 
cept for the Atlantic provinces, 
where independents do 85.9% of 
the volume—whereas Ontario, the 
most industrialized province, re- 
ports that chains do 51.4% of the 
total food volume. 

The food trend in Canada is 
obviously toward the chain—a 
chain of fewer stores doing a 
larger volume in each store. As of 
1952, there were 46 food chains 
in Canada operating 1,231 stores. 
Twenty years ago, there were 
2,310 chain food stores, but the 
average store’s sales have in- 
creased 12 times in that period, 
and for 1952 amounted to $602,- 
839. According to the 1951 Census 
of Distribution, about 45% of Ca- 
nada’s food sales were made in 15 
metropolitan areas with 37% of 
the total population. 


a A fair picture of how this works 
out for the individual chain can 
be had from the annual report of 
Dominion Stores Ltd. For the fis- 
cal year ended March 30, 1954, the 
company reported a volume of 
$140,561,433, up 165%, and the 
13th consecutive increase in sales 
volume. Its earnings were $2,534,- 
490, up 22%. 

Dominion operated 195 retail 
stores at the end of the year, a de- 
crease of seven stores from the 
number operated in the previous 
fiscal year. The company has 
opened 71 stores since 1946, but 
has closed older, smaller stores at 
an even faster rate, and currently 
has 1.2% of income set aside for 
new stores. 

An aggressive, alert company, 
Dominion’s sales have risen 70% 
above the national food sales 
curve. It now accounts for 6.2% 
of all retail food sales nationally. 
In the provinces of Ontario, Que- 


*Letter on file. 


x * “If I Ever Lose a Needle in a Haystack, Pll Put an Ad in the 
Rey London Free Press.” 


That’s what Oscar A. Doob, Publicity Executive of Metro-Goldwyn-Mayer Pictures says about 
Western Ontario’s Foremost Newspaper. 


Mr. Doob wanted Seven Bachelor Brothers to publicize the M.G.M. picture, 
“Seven Brides for Seven Brothers”. He selected fifty newspapers in Canada and 
United States to conduct the search. 


When you want a good job done in the London And Southwestern Ontario 
Market you can depend on the wide coverage and alert readership of 


The London Free Press 


2 Foiemest Newspaper 
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Here's why 


MACLEAN-HUNTER 


is your greatest selling 
force in Canada 


(pasate most important group of publications can stabilize and 
strengthen your sales position in the fast-growing Canadian market. 


Their leadership is solidly built on these standards of practice: 


1. Editorial Policy: putting the reader first. Generous editorial budgets enable 
editors of M-H publications to give strong service to subscribers. The publications 
have no political or association affiliations. They are completely objective 


in their service. The editor’s judgment on material is supreme. The reader, we 


feel, must have complete confidence in the integrity of the publication. 


2. Circulation Policy: building the right audience, not necessarily 
the biggest circulation but, so far as possible, the best selected. All circulation 
of M-H periodicals is validated by audit, either ABC or CCAB. 


3. Advertising Policy: selling “proven readership.” M-H publications 
offer more than white space. They sell a selected audience; wherever feasible it is 
researched and documented. Only honest advertising, suitable to the 


particular market served, is accepted. 


These policies, we believe, ensure you of a responsive audience, and 


more for your advertising dollar, in a Maclean-Hunter publication. 


67 years of publishing leadership 


MACLEAN-HUNTER PUBLISHING COMPANY LIMITED 


TORONTO MONTREAL 
Maclean-Hunter Publishing Corp. Maclean-Hunter Limited 
Chicago New York London, England 


These M-H publications — 
each the leader in 
its field — can help you 
sell across Canada 


NATIONAL MAGAZINES | 


Mactean’s 

Chatelaine 

Mayfair 

Canadian Homes and Gardens 


SEMI-ANNUALS 

Canadian Bride 

Books of Homes and Home 
Decoration 


BUSINESS ANNUALS 


Business Year Book 
Survey of Industrials 
Survey of Mines 
Survey of Oils 
Directory of Directors 
The National List of 
Advertisers 


BUSINESS NEWSPAPERS 


The Financial Post 

Bus and Truck Transport 

Canadian Advertising 

Canadian Aviation 

Canadian Automotive Trade 

Canadian Grocer 

Canadian Hotel Review and 
Restaurant 


Canadian Shipping and 
Marine Engineering News 
Canadian Stationer and 
Office Equipment Buyer 
Canadian Trade Abroad 
Civic Administration 
Design Engineering 
Drug M isi 
Electrical Contractor of 
Canada 


Fountains in Canada 

General Merchant of Canada 

Hardware and Metal and 
Electrical Dealer 


Men's Wear of Canada 

Modern Power and 
Engineering 

Painting and Decorating 
Contractor 

Plant Administration 


Style 


OTHER SERVICES 


The Financial Post 
Corporation Service 

Canadian Press Cli 
Service pring : 


Division 
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bec, New Brunswick and Nova 
Scotia, its share is 8.2%, and in the 
communities served by Dominion 
its share equals roughly 15%. 


© According to a Maclean’s sur- 
vey, about 54% of supermarket 
shopping in Canada is done on 
Friday and Saturday, with the 
peak day for women alone on Fri- 
iay, men on Saturday and couples 
on Saturday. There is evidence 


that Canadians are more thought- 
ful shoppers: Maclean’s found that 
only 30% of women’s grocery pur- 
chases were impulse purchases 
(the two highest categories of im- 
pulse buying were bakery goods 
and candy-nuts-dessert mixes); 
men showed a lower rate of im- 
pulse buying—25.2%. 

Brand decisions were made in 
advance on 46% of the intended 
items, 44% of the items of 


planned purchase were on 
shopping lists, and 9.2% of the 
items planned had brand names 
specified. The average expendi- 
ture per trip was $3.63, and the 
average number of trips per week 
was 2.33. Coupons played a minor 
part in brand purchases (.4%) as 
did special deals (.8%) and Mac- 
lean’s noted that of substitute 
brands purchased, less than 4% 
were bought because of coupons, 


special deals or free goods. 


w Canadian drug stores are not 
yet the combination hardware 
store cum delicatessen so familiar 
in the States. And the Canadian 
druggist still retains a stature not 
accorded to most retailers. A re- 
cent Maclean’s survey showed that 
83.7% of respondents considered 
their druggist’s ability to give ad- 
vice on health problems either 


er 


ah 


Metropolitan Toronto 
is Canada’s richest 
market— 


11.5% of Canada’s 
total net effective 
buying power: 

$1,908,109,000.00 7 
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THE TELEGRAM LEADS 
IN GENERAL DISPLAY AND 
AUTOMOTIVE DISPLAY | 


LINAGE 


WITH A TOTAL OF 3,266,512 LINES 


| 
| 
6 MOS. ENDING JUNE 30/54 MEDIA RECORDS | 
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| 
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Over 600,000 people read The Telegram daily 


IN TORONTO AND RETAIL TRADING ZONE | 


{ 
286,000* people read The Telegram | 
as their only daily newspaper | 
...an exclusive market larger than | 
the total population of Tulsa, Okla., Youngstown, 
Ohio, Scranton, Pen. or Spokane, Wash. | 


DAILY plus WEEKEND 
TORONTO 1, CANADA 
W. E. BROWNING 


1106 Dominion Square Bidg. 
Montreal, Canada 


THE TELEGRAM | 


New York 


BUYERS IN CANADA’S RICHEST MARKET READ THE TELEGRAM 


United States representatives 
O'MARA and ORMSBEE | 
Head Office: 420 Lexington Ave. 


*Gruneau Research Ltd. 
(representing Daniel Starch and Steff) 
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“good” or “excellent.” 

On eight classifications in the 
survey, made for the magazine by 
Gruneau Research Ltd., the per- 
centages of planned purchases to 
total purchases ran from 81% 
(cosmetics) to 95% (baby sup- 
plies). 

There is evidence, though, that 
the inroads of the food store are 
growing. In the same eight classi- 
fications, grocery stores com- 
manded percentages ranging from 
2% to 48%, and three classifica- 
tions—general toilet goods items, 
baby supplies, and confectionery 
& tobacco—had a larger share of 
the market than did drug stores. 


Trend to the Suburbs 


The trend to the suburbs, and 
to shopping centers on the city’s 
perimeter, is a familiar phenom- 
enon to U. S. marketing men. 

It’s happening in Canada, too. 


‘| The shopping center is not grow- 


ing at quite the U. S. pace, but in 
metropolitan areas the shopping 


i{centers now being erected are 


tremendous in size. 

The trend to shopping centers is 
evident in some of the following 
construction statistics: In Toronto, 
two huge centers, one valued at 
$2,000,000 and one at $3,500,000, 
will face each other at the inter- 
section of Victoria Park and 
Eglinton East, and a_ $5,000,000 
center on 38 acres called Clover- 
dale is to be built; in Montreal, 
plans call for a 50-60 store area 
with a 5,000-vehicle lot, to cost 
$15-$20,000,000; Montreal also has 
a new 37-store Dorval Gardens 
center, a $5,000,000 Greenfield 
Park center, and a 14-store center 
at Ville St. Laurent. 

Lethbridge, Alta., gets a $1,100,- 
000 shopping center; Kitchener and 
St. Catharines in Ontario each get 
centers of 20 stores, each on 12-14 
acres, costing $2,000,000. And 
Burnaby, a Vancouver suburb, gets 
a mammoth center, including a 
Simpson-Sears store. 


‘|= Before the war, only Montreal 
;}was the haunt of the commuter, 


that strange and frenzied man 


'}whom E. B. White once said “died 


with a great many miles to his 
credit and very little else.” 

Now every major Canadian city 
has its ring of suburbs; the car 
pool and the furtive glance at the 


'1timetable are becoming as much 
‘|a part of Canadian urban life as 
|| they are for the residents of Scars- 


dale, Winnetka and Burlingame. 
Nor would the content of the 

suburbs astonish the American 

marketer. In general, the trend is 


'|the same: There are more children, 


automobiles, and income in the 
suburbs than in the city. There is 


,| the same preoccupation with home 


planning, gardening and do-it- 


'| yourself. More than half the popu- 


lation of metropolitan Toronto now 
lives outside the city limits. 

Writing in the September Mac- 
lean’s, John Gray noted that while 
Toronto proper added only 1.2% 
to its population between 1941 and 
1951, its suburbs grew 86%; in 
Vancouver, while the city grew 
25% its suburbs grew 82%; St. 
John, New Brunswick, actually 
showed a decline of 2% in the de- 
cade, but its suburbs grew 45%. In 
the decade, the population of 14 
metropolitan areas from Halifax 
to Vancouver rose 27% to 5,000,- 
000, or about the total population 
of Canada at the turn of the cen- 
tury. 


= Its meaning in purchasing is 


'|clear: Motor car registrations have 


doubled since 1945, and gasoline 


'|consumption has risen 40%. The 
_|Sears-Simpson catalog, Mr. Gray 


points out, which listed one power 
lawnmower three years ago, now 
lists eight, ranging in price from 
$79.50 to $189, and the sale of or- 
namental trees and shrubs has 
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Canadian Food Store Sales, By Provinces 
Based on 1951 Census Figures 
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tripled at wholesale levels from its 
volume a decade ago. 


The suburbs vary widely in. 


quality, some being hideous ex- 
amples of the square grid box-on- 
a-lot development which is fright- 
eningly familiar in many U.S. 
suburbs. One which has caught the 


imagination of a good many writers | * 


in Canada is Don Mills, northeast 
of Toronto, a suburb built by a 
company headed by Canadian in- | 
dustrialist E. P. Taylor. 

Don Mills will eventually have 
a population of 30,000, is on a 
3,300-acre tract, and is planned to 
have schools, shopping centers, 
parks, sewage disposal plants and 
factories to support the population. 

To date, the company has ap- 
proved 53 different house designs, 
and the homes are being sold at 
prices ranging from $11,000 to 
$17,000. 

# An analysis by Maclean-Hunter | 
of the census data on suburbs sur- | 
rounding Toronto is illuminating. | 
Between 1941 and 1951 the popula- | 
tion of the Toronto metropolitan | 
area grew 22.8% to 1,117,470; the | 
city itself grew 1.2% to 667,457. On| 
the other hand, suburban Etobi-| 
coke grew 183.5% to 53,779, North | 
York 275% to 85,897. | 

Suburban families are generally | 
better off. The same analysis | 
showed the median earnings of 
wage-earner family heads were 
considerably higher: Where the 
median for the metropolitan area 
was $2,653, it was $2,480 for the 
city, $3,268 for Etobicoke, $3,094 
for North York, and $3,779 for Lea- 
side (a suburb which grew 162% 
during the decade). 

In general, ownership of auto- 
mobiles is ’way up in the suburbs, 
where telephone installations are 
down—usually because utilities 
haven’t been able to keep pace 
with the furious rate of suburban 
expansion. Where the metropolitan 
average on car ownership was 
51.3% for the metropolitan area, 
it was 42.5% for the city proper, 
73.2% for Etobicoke, 70.8% for 
North York, and 76.5% for Lea- 
side. 


1,000,000 New Canadians 


There are two important differ- | 
ences in Canadian population, as| 
viewed through American eyes. | 
One is the impact of the immi-| 
grant: Since the end of the last 
war, Canada has brought in a lit- | 
tle more than a million immigrants. | 

Some came from Great Britain | 
(330,000), the U.S. (70,000) and 
France (19,000). These were peo- 
ple whose language is familiar to 
Canada. But the remaining 600,000 
were divided about as follows: 
100,000 Germans; 105,000 Belgians, 
Italians and Swiss; 100,000 Dutch; 
60,000 Poles; 40,000 Jews; and 30,- 
000 Ukrainians. The result is that 


Toronto, for instance, which in| 


prewar days did its business to the 
accompaniment of the burr of the 
Scot and the Briton’s clipped 


Source: Reader’s Digest 


which English is definitely a sec- 
ond language. 

Their assimilation has been rap- 
id in Canada, for Canadians know 
full well that what their tremen- 
_dous country needs above all else 


,is more people. 

Of the million immigrants, 209,- 
000 were dependent wives and an- 
other 238,000 were dependent chil- 
dren. Of the 500,000 workers, 132,- 
000 were skilled tradesmen who 
fitted easily into the economy, and 
who probably earn a total of 
around $300,000,000 a year. An- 
other large group—125,000—went 
to farms. Canada’s Department of 
Citizenship and Immigration esti- 
mates that about 10,000 farms are 
now either owned or operated un- 
der an agreement to purchase by 
farmers from overseas who came 
to Canada postwar. Then came 
116,000 unskilled and semi-skilled 
workers. 


ws The other groups are smaller— 
47,000 domestics, 35,000 whose 
background is clerical, 33,000 in 
the professional and managerial 
category. Many of the managerial 
group came intending to start their 
own businesses—between the be- 
ginning of 1946 and the end of 
1953, immigrants brought to Cana- 


da some $415,000,000 ($75,000,000 


in 1953 alone). 


And the immigrants have taken | 


to Canada. A sampling of 62,160) 
immigrant households in 1951. 
showed that 24,000 owned their | 
own homes, and the majority of. 
those homes were detached houses 
with complete facilities. The other 
38,000 households averaged a little | 
more than four rooms per house- | 
hold, indicating that they weren’t | 
warrened together. (Of the 24,000 
homes, incidentally, 7,000 were 
free of mortgage.) 


s In the 62,000 homes, 43,000 had 
either gas or electric ranges, 32,- 
000 had power washing machines, 
52,000 owned radios, 26,000 had 
mechanical refrigeration, about 
half the homes had telephones and 
one home in three had a passenger 
car. 

Most of these statistics came 
from a speech by E. B. Reid of the 
Department of Citizenship and 
Immigration, who also. advised | 
advertisers that, “I’ve found them 
{the immigrants] little different | 
from the average Canadian. They | 


Clients Like These Know 


WE KNOW CANADA 


@ One of the world’s largest 
Food chains. 


@ Leading U. S. Industrial In- 
strumentation manufacturer. 


@ Famous U. S. Pet Food 
company. 

@ Leading Hat manufacturer. 

@ World-famed Aircraft 


manufacturer. 


@ Business Equipment 
manufacturer. 


PAUL-TAYLOR-PHELAN 


LIMITED 
TORONTO, CANADA 


Member: Canadian Association 
of Advertising Agencies 


speech, now has many areas in 5X 


CANADA is boom country 


want a share? 


Just speak up. 

The Canadian is listening for you at his 
radio. He’s listening in Alberta, where the 
oil’s coming up richer and _ thicker than 
ever. In Saskatchewan, where uranium. 
oil and bumper crops are swelling the cof- 
fers. In Labrador, on top a new wealth of 
iron ore. In Quebec and Ontario, where 
heavy industry keeps getting heavier and 
light industry expands by leaps and bounds. 
The Canadian is listening in every city, 
town and village .. . to a voice he already 
knows and trusts, the voice of his local 
radio station. The wife is listening—the 
youngsters, too. Millions upon millions of 
Canadians, with more money than ever to 
spend . . . and wanting to know what to 
spend it on. 


Speak up. You'll be heard in 95% of all 
the homes in Canada . . . in the language 
familiar to each home, English or French. 
You'll be heard in the best of company— 
the big network shows plus the friendly 
entertainment, news and services that only 
local radio can provide for its community. 
Local radio in Canada is welcome, inti- 
mate, persuasive. It’s everywhere, in a 
country where only 38% of the popula- 


tion lives in cities of 30,000 or over. lt 
combines penetration, effectiveness and 
economy as no other advertising medium 


in Canada can. That’s hard fact. 
Purchasing power is booming. Canadians 
spent 1014, billion dollars in 1951, just in 
the retail stores . . . almost 1114 billion 
dollars in 1952... and well over 12 bil- 
lion dollars in 1953. And Canada buys 
more U.S. goods than any other country 
other than your own. With cash—the stuff 
that’s straining every billfold in the coun- 
try. 


Want a share? Canada is waiting by the 


radio. Just speak up. 


* 
TV? 


Increasingly, Canada is waiting by the TV set, 
too .. . by the end of 1954, at least 17 inde- 


pendent TV stations will be prepared to carry 
your messages to enthusiastic, new TV-viewers. 


You already know the kind of impact TV has on 
fresh, receptive communities. And you know 
the rich value Canada can be to you as a market. 
Draw your conclusions. Map your media strategy. 
But remember this: your greatest opportunity in 


Canada is NOW! 


CANADIAN ASSOCIATION 
OF RADIO AND TELEVISION BROADCASTERS 


108 Sparks St., Ottawa 


200 St. Clair Ave. W. 
Toronto, Ontario 
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have the same desire for a home 
ind security ...the same ambitions 
for their children... the same ap- 


vou take a little trouble to learn 
this market of 1,000,000 new Cana- 
dians, you can sell them exactly 
what you sell the Canadian-born.” 

The immigrant is a startling and 
srowing aspect of the Canadian 
market. Another aspect—changing 
ind enigmatic—is the French mar- 
ket—a market worth some $3.5 
billion annually, which embraces 
some 3,500,000 in Quebec alone, 
plus another half-million scattered 
through other provinces. Other- 
wise confident marketing men be- 
gin to be wary when they discuss 
the French market. Not many Eng- 
lish-speaking Canadians know it 


well. But knowing it, and knowing 
how to appeal to it, is immensely 
rewarding. 

oreciation for the niceties...If , 


The French Market 


It is a market that (1) is slow | 
to be won and is fanatically loyal 
once it has capitulated; (2) resists 
high-pressure selling and exagger- 
ated claims; (3) has a tendency to 
be amused at imperative advertis- 
ing copy. 
| It is a market of large families, 
‘hence a market for giant economy 
sizes, a market that likes premiums 
and couponing and factory-packs 
‘and two-for-one deals. 

It is a market devoted to home 
‘entertainment. Radio racks up tre- 


| 
FRENCH .. . Millions of Canadians—a significant 


proportion of the whole population of Canada— 
speak, read, and think French. It's their mother 


tongue, just as 


FARM 
a 


FACTS 


FERME ere stes et ae 


1236 Crescent St. 
Montreal, Canada 
UNiversity 6-7321 


. . . Hundreds of thousands of these French- 
speaking Canadians live on farms, derive most 
of their income from farming, take in $1 in 
every $5 realized by all Canadian farmers. 


FAMI LY . . The typical French farm family is large; its 


Family Allowance cheques are large, too. Those 
cheques are made out to the mother, so she has 
an independent income. So have many older 
family members who work in local industries. 


. .. Here is a market with around $600 million 
a year income—much too big to leave unde- 
veloped; but it’s a market with very special 
characteristics. 


English is yours. 


La FERME can give you the facts! 


influential, La FERME goes 
into nearly 130,000 French 


farm homes each month. 
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Statistics on the Canadian Farm Market 


Province No. of Farms Farm Cash Farm Home Farm Electri. Farm Running Farms with F with 
(1951 Census) Income.1953 Ownership fication Water Refrigerators foam 
1951 Census 1951 Census 1951 Census (Elec. or Gas) Washers 
. 195] Census 1951 Census 
Nfld. 4,000 ; 98% ; 13% 
P.8.2. 10,000 ) 97% ) 27% 
) $100,000, 000 ) 61% 30% 13% 
Nova Scotia 24,000 ) 95% ) 54% 
) ) 
New Brunswick 26,000 ) 90% ) 54% 
Quebec 134,000 387,000,000 97% 70% 63% 16% 72% 
Ontario 150,000 692,000,000 89% 76% 4s 42% 74% 
Manitoba $2,000 214,000,000 90% ) 63% 
) 
Saskatchewan 112,000 743,000,000 85% ; 20% 9% 13% 60% 
Alberta 84,000 491,000, 000 87% ) 62% 
British 
Columbia 26,000 103,000,000 90% 65% 57% 44% 67% 
Canada 623,000 2, 741,000,000 90% 51% 33% 22% 66% 


Source: Le Bulletin des Agriculteurs and Agricultural Press Assn. of Canada 


mendous ratings in French Canada; which has among its clients Mac- gar, ma tante Alphonsine, and his 
tv is going like a house afire in Laren Advertising Co. (see story innumerable cousins. . . 


Montreal, and as sets get more 
widely distributed, French Canada 
will be a tremendous tv market. 


on Page 63). 
Of the language itself, Mr. Tru-| 


'deau has said that it is more diffi- | 


It is a market strongly influ- | cult to write than English for 


enced by the church; the village 


many reasons—“more severe rules 


cure is arbiter, teacher and spiritu- and regulations, a tougher gram- 


al leader. 

It is a contradictory market: 
“La Ronde,” a French movie deal- 
ing with the more fleshly aspects 
of love, required a court test be- 
fore it could be shown in New 
York State, but passed without 
difficulty in Quebec, where the 
Hollywood products are frequently 
stringently censored. 


a It is a tremendous market for 
beverages—a fabulous soft drink 
consuming area, with dozens of 
brands in competition. Montreal is 
a prime market for French wines; 
on the farms and in mines and log- 
ging camps Geneva gin, drunk 
neat, is popular, and the lumber- 
jacks drink pure alcohol (whisky 
blanc) and “caribou,” which is 
red wine fortified generously with 
grain alcohol, a drink which is the 
more lethal for its deceptively gen- 
tle taste. 

As for selling the French market, 
few know so much about it—or 
describe it so engagingly—as Nolin 
Trudeau, vice-president of Publi- 
cite-Services Ltee., a company 


/mar, a_ stricter syntax, objects 


which have a gender, difficult par- 
ticiples, an exception to prove 
every rule...It wili no doubt sur-| 
prise you to learn that French has | 
only half as many words as Eng-| 
lish. In English many liberties can | 
be taken, especially in advertising | 
copy; words can be invented, such | 
as ‘swell-elegant,’ ‘crispy-crunch’ | 
or ‘smackeroo’ to suit the conveni- 
ence of the writer. Not so in) 
French. Such liberties generally | 
‘result in gibberish.” 


ws The people of the French mar- 
ket he described in this way: “The 
‘French Canadian is a combination 
Latin and Norman. From the first 
stem his imagination, volubility, 
‘quickness of mind and warmth of 
‘feeling, and also his artistic tem- 
_perament. The second makes him 
‘practical, logical, thrifty, some- 
what dubious and somewhat sus- 
picious...Fundamentally he is 
a family man, and a deeply re- 
ligious man. He not only loves his 
immediate family—which is usual- 
‘ly substantial—but mon oncle Ed- 


Che New York Cimes 


Advertising leader in New York, world’s biggest 


market for advertised goods and services, 


is represented in Canada by 


W. F. L. Edwards & Co. 


34 King Street East, Toronto 1, Ont. 


Telephone: Empire 4-7693 


“Especially in the field of culin- 
ary art does he react unfavorably 
to many suggestions. The very 
thought of eating fruit salad with 
cottage cheese is likely to upset 
him. He doesn’t eat sausage with 
pancakes. It often displeases him 


to have a dietitian tell him what 
to eat and how to eat it. He feels 


his mother, his wife or ‘ma tante 
Melanie’ can cook rings around 
the dietician...” 


= With these picturesque differ- 
ences, French Canada is rapidly 
become both urban and industrial- 
ized. The chart just below shows 
the trend in urbanization in Que- 
bec. Quebec has about half Cana- 
da’s installed hydroelectric power, 
produces one-third of the world’s 


Quebec Goes Urban 


RURALE - RURAL 


MAMA 
RULULG 
MMH 
AAA 
hit 
LEAR 
Leth 
Meth 
AK 


eres@e3u2e 


tH 

Ny 
MH 
HH 
MAM 
MAH 
AAA 
reve 
AA 


p2saser 


187! 161! 


1681 1681 
1891 169i 
190! 190) 
19it 1911 
192! 1921 
193! 1931 


1941 1941 


195! 1951 


Source: Quebec Statistical Yearbook, 1953 


pulp and paper requirements, and 
about a fifth of the world’s news- 
print. It turns out around 20% of 
Canada’s mining output, leads in 
chemicals, textiles and heavy in- 
dustry. Its mining production is 
now valued at four times its 1939 
output, and agricultural output has 
quadrupled. 

Its queen city is Montreal, the 
great industrial center and seaport 
of the province. Montreal has 
grown, acting historically like a 
magnet on Canadians from the out- 
lying areas of the province, and 
also by the addition of 150,000 
European immigrants. Between 
1939 and 1953, the number of 
persons employed in metropolitan 
Montreal increased from 380,000 to 
600,000. 

Average weekly earnings ad- 
vanced from $22.33 in 1939 to 
$58.54 at the start of 1954. The 
number of manufacturing estab- 
lishments rose from 2,618 to about 
4,900, their payrolls more than 
tripled, and retail sales rose from 
$400,000,000 in 1939 to $1.2 billion 
in 1954. 


The Farm Market 


These metropolitan area gains, 
and the rapid industrialization of 
the area, should not obscure the 
fact that Canada is still a great 
agricultural country; that 20% of 
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all Canadians live on 630,000 farms 
from coast to coast and another 
18% live in villages of less than 
1,000 population. 

Farming in the West is predomi- 
nantly grain farming, mostly 
wheat. In the East it is varied 
farming, with livestock dominant. 
About one-fifth of all Canadian 
farms are French, and they have 
had a 500% increase in farm cash 
income since 1939, and now rep- 
resent the second highest electri- 
fied farm area in Canada, with a 
higher percentage owning their 
homes than the Canadian average. 


= The table on Page 70 shows 
the Canadian farm market at a 
glance. Farm cash income has in-| 
creased since the depression (it | 
roughly parallels U. S. farm in-| 
come, in that it rose steeply be- 
tween 1940 and 1951 and slightly 


dips thereafter—about 1% in 
1953). | 
Specific information on _ the) 


Canadian farm market is available 
from the Agricultural Press Assn. 
of Canada, 137 Wellington St. W., 
Toronto, or from its members: 
Maritime Farmer, Le Bulletin des 
Agriculteurs, Farmers Advocate & 
Canadian Countryman, Farmer’s 
Magazine and The Country Guide. 

Best guess seems to be _ that 
Canadian farm income in 1954 will 
again be high, although probably 
not as high as in 1953. The grain 
crop on the prairies is expected to 
be smaller—maybe around 490,- 
000,000 bushels, compared with 
584,000,000 last year. Oats and 
barley ought to be off around 8% 
and 15% respectively, the Finan- 
cial Post has estimated, with rye 
off 40%, flax up 20%. 


a The same newspaper thinks that 
income from dairying should come 
close to 1953’s $413,000,000, poul- 
try and eggs should bring around 
$250,000,000, as they did in 1953, 
and fruits, vegetables and potatoes 
will probably dip from their $135,- 
000,000 mark in 1953. Farm costs 
are expected to drop, and this may 
slow the decline in net income— 
1953 showed net for farmers off 
23% from 1951, 13% from 1952. 
The outlook for agricultural 
prosperity, as for industrial ex- 
pansion, hinges to a much greater 
extent than in the U.S. on world 
trade. Canada is a great trading 
nation. Her executives, both in 
government and in business, are 
grounded and experienced in in- 
ternational economics. 


The General Outlook 


The first half of 1954 was not 
encouraging from a trading view- 
point. Through July of 1954, Cana- 
dian exports were off $214,000,000, 
of which $82,600,000 was attribu- 
table to a drop in shipments to the 
U.S. 

Through July, Canada’s 1954 
imports were also down—some 
$226,000,000—imports from _ the) 
U.S. were down $210,000,000, and 
were largely textiles, iron prod- 
ucts and petroleum. Of these, pe- 
troleum may well be a permanent 
condition—Canada is producing 
more and more of her petroleum 
needs, and has discovered and is 
exploiting tremendous oil reserves. 

Textiles are a sore spot in the 
Canadian economy, directly trace- 
able to its juxtaposition to the U.S. 
(which can make longer and 
cheaper runs on cloth and has an 
earlier selling season—hence U.S. 
textile merchants have often been 
able to dump end-run goods in the | 
Canadian market at prices which 
have shattered Canadian market 
levels). Machinery may reflect the 
fact that Canada’s industrial boom 
is not moving at quite so dizzy a 
pace, or the fact that Canada 
makes more and more machinery | 
for her own use. 


# One major difference in the | 
world trade aspect for Canada is 


the fact that the St. Lawrence Sea- 
way is now assured. The dream of 
a quarter century became reality 


this year, as the U.S. at length 


prepared to do its part in develop- 
ing the waterway which will make 
the interior of the U.S. and Canada 
available to ocean shipping. But 
there are noticeable and overt 
signs that the Canadians are not 
wholly satisfied with their bar- 
gain. 
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it became apparent that Canada what more enthusiastic over some between 1890 and 1930. 


was prepared and able to build it parts of the seaway project than 


They are still dubious, baffled 


by itself. Although Canada could the U.S.) and Canadians are con- and distrustful, however, of U.S. 
have handled the waterway, co-'cerned about the application of tariff policy. 


operation of the U.S. was neces- U.S. 
sary to handle the joint power measures. 


projects. 


security and immigration 
Canoga Enterprises to Harvey 


Canoga Enterprises, Santa Bar- 


The Wiley Act, under which U.S.' = In general, Canada is still boom- bara, has appointed William W. 


participation became 


possible, ing, but some parts of the boom Harvey Inc., Los Angeles, to han- 


isn’t entirely to the liking of Cana- have slowed considerably. Cana- dle advertising for its new dice 


dians. And they foresee a certain | 


| dians are still as optimistic as Tex- game imported from the Orient. 
amount of difficulty in the matter ans, 


still see their country as National class magazines, including 


In the first place, the U. S. finally |of handling of ocean shipping (as undergoing the same phases of in- Esquire and The New Yorker, will 
moved on the seaway only after'a trading nation Canada is some- dustrial expansion as the U.S. did be used. 
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factual information on 
the Buying Habits of your 
Potential Customers in Toronto 


Gruneau Research Limited conducted a survey for us to 


evaluate the purchasing power and buying habits 


We think that anyone interested in advertising or selling in this rich 
market will find the results of the survey extremely useful. We have, 


therefore, prepared a comprehensive summary, a copy of which is 


yours for the asking. 
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University Tower Building, Montreal @ In United States: Ward Griffith Co. Inc. 


-Yours For The Asking... 


of Toronto Householders. 
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SHANNON & ASSOCIATES, Inc. 


Publishers’ Representatives 


CHICAGO 
NEW YORK 


DETROIT 
SAINT LOUIS 


ATLANTA 
KANSAS CITY 


SAN FRANCISCO 
LOS ANGELES 


@ Specialists in Canadian Markets 


(Continued from Page 63) 
to Maple Leaf hockey team, in 
1929. 
Mr. Smythe was trying to build 


ada’s largest indoor arena. After 
a golf game, Mr. MacLaren owned 
the sole right to broadcast hockey 
games, provided Mr. Smythe could 
indeed put a team on the rinks in 
his new stadium. 

Imperial Oil has carried hockey 
broadcasts—and telecasts—for 
nearly a quarter of a century, all 
through MacLaren. The hockey 
games draw tremendous audiences 
/on the air, and the MacLaren deal 
/made them available to all Canada, 
not just the few who could work 
their way through the jammed 
turnstiles. 


= The agency now has 320 em- 


-. If you’re really going 
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CA 


THESE MARKETS ARE 
38% ABOVE AVERAGE IN 
BUYING POWER 


The 
Thomson Newspapers 
are a must! 


Charlottetown Guardian 
Quebec Chronicle-Telegraph 
Oshawa Times-Gazette 
Orillia Packet & Times 
Chatham Daily News 

Galt Reporter 


Welland—Port Colborne 
Tribune 


Woodstock Sentinel Review 
Timmins Daily Press 

Sarnia Canadian Observer 
Guelph Daily Mercury 


Kirkland Lake Northern Daily 
News 


Port Arthur News-Chronicle 
Prince Albert Daily Herald 
Moose Jaw Times-Herald 
Nanaimo Free Press 
Vancouver News-Herald 
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— they will work for you. 


DA 


Your advertising in Thomson Newspapers 
gets the benefit of follow-through 
merchandising service, low cost circulation 
blanketing the markets, distribution 
checks, market analysis and effective 

retail co-operation. The Thomson 
Newspapers are doing a real job for others 


THOMSON NEWSPAPER ADVERTISING SERVICE OFFICES: 


NEW YORK 
CHICAGO « DETROIT 


TORONTO 

44 King St. West, 
Advertising Director 
St. Clair McCabe 


MONTREAL 
225 University Tower Bidg. 


Publisher's Rep. 
Ralph R. Mulligan 


The Scotsman ° The Weekly Scotsman . 
St. Petersburg Independent, St. Petersburg, Florida. 


/ Tie Conede Review, London, England * 


LONDON, ENGLAND 
141 East 44th St., New York | 63 Fleet Street, London, E.C. 4 


The Evening Dispatch, Edinburgh, Scotland 


Maple Leaf Gardens, still Can- | 


Advertising Age, October 11, 1954 


MacLaren Advertising: A Study of 
How a Canadian Agency Functions 


| Ployes, 240 of them in Toronto— 
where it is the largest agency. It 
operates branches in Vancouver, 
/Winnipeg, Ottawa, Montreal and 
London, England. 

The western offices are conven- 
tional agency branches. The Ot- 
tawa office is to service the 
Canadian government business 
handled by the agency (Bank of 
Canada, savings bonds, Royal Ca- 
nadian Air Force _ recruitment, 
English-language recruitment for 
the Royal Canadian Navy, and re- 
cruitment for the Royal Canadian 
Mounted Police, and the Depart- 
ment of Trade & Commerce). The 
Ottawa office has five people. 

The London office was opened 
in 1938, mostly to step up the sales 
of Canadian canned goods to the 
British, as part of service on the 
Department of Trade & Commerce 
account. In the following year, 
the war broke out and the sales 
problems vanished. The office was 
of considerable assistance in han- 
dling the show, “Canada Calling.” 

The largest of the branches is, 
of course, Montreal—where Mac- 
Laren has 50 people—which was 
opened in 1926. 


@ The agency has grown rapidly 
in recent years. In 1930 it had 63 
people, in 1940 it had 84, in 1950 
it had 233, and it has added nearly 
100 in the past four years. In con- 
sequence, a fairly regular feature 
of the agency’s annual golf outing 
(in which everyone participates, 
no matter how sad a duffer he 
be) is a speech by Jack MacLaren 
in which he acknowledges that he 
no longer knows all the people, 
and attributes it to the penalty of 
growth. 

The MacLaren agency has occu- 
pied four offices in Toronto over 
the years. In June it moved into 
a spanking new building at 111 
Richmond St. West, where it occu- 
pies 33,000 sq. ft. on the four top 
floors of the building. It was a 
considerable relief to the agency, 
which had been divided in three 
buildings, and had doubled up so 
many people in offices that a bit- 
ter jest circulated about the Mac- 
Laren cramps. The new offices 
are sleek and modern, with wired 
glass partitions used extensively, 
and they are light and comforta- 
ble. 


= The management of the agency 
is still largely lodged in four men: 
Mr. MacLaren; Einar V. Rech- 
nitzer, senior v.p. and director; 
James Ferres, v.p. and managing 
director, and M. D’Arcy Mac- 


6y SEVER « thousand sone 

every day im Concds 

to I 

Se 44 caring for the future of 
their dependents 


Life Insurance to the amount of over 
Six Hundred Million Dollars was 
' in 1920. This amount of 
would provide an income of 
Dollars a month for 

fifteen years to fifty thousand famibes. 


EARLY BIRD—One of the first accounts 
J. A. MacLaren brought to Camp- 
bell-Ewald Ltd. was the Canadian 
Life Insurance Officers Assn. Here 
‘is copy it ran in 1921, when the 
| budget was some $32,000. It now 
exceeds $200,000. 
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with Heinz, a MacLaren account 
of some years. After a discussion 
with Heinz, Mr. Ferres resigned 


q the Ogilvie account, saying good- 
bye regretfully to a $200,000 ac- 
p> | count. 


= The growth of MacLaren in re- 
cent years is largely due to the ex- 
pansion of existing accounts, al- 
though some acquisitions have 
helped. For example, the Canadian 
Bank of Commerce (third largest 
in the country) and Massey-Har- 


ART TALK—Here are the agency’s art 

directors, Ray Mead and Stanley 

Cooper. Three members of the 

Toronto art staff were represented 

at a recent Canadian National Ex- 

hibition showing of Canadian 
painting. 


Mahon, treasurer and director. 

Mr. Rechnitzer was a newspaper 
reporter who was brought into the 
agency on the public relations staff 
to work on General Motors. He 
advanced rapidly—at 26 he was 
on the account for the agency, and 
has been on it or headed it for 
24 years. 

Mr. Ferres came up the crea- 
tive side of the agency—he was art 
director, and until the last moving 
of the agency had always had his 
office in the creative department. 

Mr. MacMahon is the financial 
chief of the agency. 


= In September, the management 
group was considerably broadened 
with the election of five vice-pres- 
idents: Bertram Brooker, veteran 
adman, novelist (“Think of the 
Earth’ won The Governor Gen- 
eral’s award in 1936) and longtime 
supervisor of the Heinz account 
(22 years in two agencies); C. E. 
Brown, who heads the big Cana- 
dian General Electric account; 
F. P. Gill, who manages the Mon- 
treal office and its sizable chunk 
of business; W. F. Harrison, who 
heads the Ottawa office and is 
highly regarded in governmental 
circles, and Scott Stockwell, who 
supervises a group of accounts in 
Toronto. 

In addition, the agency named 
three new assistant managers, all 
of whom are key department 
heads: F. Hugh Horler, who di- 
rects radio and tv for MacLaren; 
Douglas C. Linton, director of 
media, and George G. Sinclair, 
creative director. 

MacLaren was perhaps the first 
departmentalized agency in Can- 
ada. Its atmosphere is relaxed and 
casual, and the emphasis has been 
on the individual’s ability to pace 
himself, to make his own deci- 
sions. The general idea has been 
that the agency worked best if it 
were kept informal, and not—in 
Mr. Ferres’ phrase—“rigidly sys- 
tematized.” 


# As for the rules of the road, 
MacLaren has ducked an old Ca- 
nadian problem—the handling of 
competitive accounts. It now has 
almost none (it does have two life 
insurance companies, plus the Ca- 
nadian Life Officers Assn., an or- 
ganization which equates roughly 
with the Institute of Life Insur- 
ance in the U. S.). 

“As a general rule,” Mr. Ferres 
says, “we would not now accept 
competitive business.” As_ the 
years pass, a familiar phenomenon 
of the U. S. advertising scene is 
repeating itself in Canada: Estab- 
lished companies are developing 
new products, taking on new lines, 
merging with other companies to 
acquire new products. This poses 
a problem for agencies in the Do- 
minion, as it does in the States. 

A couple of years ago, for ex- 
ample, Ogilvie Flour Mills (a 
MacLaren client) made an ar- 
rangement to distribute Gerber | 
baby foods in Canada. This, 
brought the account into conflict | 


ris-Ferguson came into the agency 
last year. 

But a fairly typical growth story 
is that of Heinz, which saw its Ca- 
nadian sales zoom 800% since 
1940. 

Heinz is a big outdoor user in 
Canada, as it is in the U. S., and 
it duplicates the outdoor posters it 
uses in the States. It may be the 
only food advertiser who is on the 
posters the year ‘round. It uses 
magazines and newspapers, and 
moved into rotogravure with six 


double spreads and lavish use of 
color, something other food adver- 
tisers have since duplicated. 

Heinz will weigh television this 
fall, but so far has made no com- 
mitments. 


@ There are certain marketing 
differences for Heinz in Canada 
(two sizes of catsup, for instance), 
but it has at least had the advan- 
tage of continuity in its agency 
contacts. Bertram Brooker, who 
has handled the Heinz account for 


73 


MacLaren for the past 11 years, 
handled it for the preceding 11 
years at J. J. Gibbons Ltd. 

The Heinz experience is notable 
because it shows a strong trend 
within the agency to package 
goods. Along with Heinz, Mac- 
Laren handles another top food 
account—Standard Brands Ltd. 

Heinz came into the agency 
early in the war years. Standard 
Brands came in the immediate 
postwar period. MacLaren really 
began to move toward package 


President 
JOHN E. MOTZ 
Kitchener-Waterloo Record 
Kitchener, Ont. 


ist Vice-President 
E. CASTONGUAY 
L'Action Catholique 
Quebec, Que. 


2nd Vice-President 
JOHN BASSETT, JR. 
The Telegram 
Toronto, Ont. 


Treasurer 
W. J.J. BUTLER 
The Globe and Mai! 
Toronto, Ont. 


CANADIAN DAILY NEWSPAPER PUBLISHERS ASSOCIATION 


MEMBERS 


NEWFOUNDLAND: St. John's, 
The Daily News; The Evening 
Telegram. 


P.E.1.:; Charlottetown, The Char- 
lottetown Guardian. 


NOVA SCOTIA: Amherst, 
Amherst Daily News; Halifax, 
The Halifax Chronicle-Herald: 
The Halifax Mail-Star; New 
Glasgow, The Evening News; 
Sydney, The Post-Record; Truro, 
The Truro Daily News. 


NEW BRUNSWICK: Fredericton, 
The Daily Gleaner; Moncton, 
L' Evangeline; The Moncton Daily 
Times and The Moncton Tran- 
script; Saint John, The Tele- 
graph-Journal and The Eve- 
ning Times Globe. 


QUEBEC: Chicoutimi, Le Progres 
du Saguenay; Granpy, La voix 
de |'Est; Montreal, The Gazette; 
The Herald; The Montreal Star; 
La Presse; Le Devoir; La Patrie; 
Montreal-Matin; Quebec, The 
Quebec Chronicie-Telegraph; 
L'Action Catholique; Le Soleil 
and L'Evenement-Journal; Sher- 
brooke, Sherbrooke Daily Re- 
cord; La Tribune; Trois Rivieres, 
Le Nouvelliste. 


ONTARIO: Belleville, The Ontar- 
io-Intelligencer; Brantford, The 
Expositor; Brockville, The Ke- 
corder & Times; Chatham, The 
Chatham Daily News; Cornwall, 
The Daily Standard-treeholder; 
Fort Williarn, Daily _Times- 
Journal; Galt, The Evening 
Keporter, Guelph, The Guelph 
Daily Mercury; Hamilton, The 
Hamilton Spectator; Kenora, 
Kenora-Keewatin Daily Miner 
& News; Kingston, The Whig- 
Standard; Kirkland Lake, North- 
ern News; Kitchener, Kitchener- 
Waterloo Record; Lindsay, The 
Lindsay Daily Post; London, The 
London Free Press; Niagara 
Falls, Niagara Falls Evening 
Review; North Bay, North Bay 
Daily Nugget; Orillia, Packet & 
Times; Oshawa, The _ Times- 
Gazette; Ottawa, The Ottawa 
Citizen; The Ottawa Journal; 
Le Droit; Owen Sound, Owen 
Sound Daily Sun-Times; Peter- 
borough, Evening Examiner; Port 
Arthur, The Evening News- 
Chronicle; Port Hope, The Port 
Hope Evening Guide; St. Cath- 
arines, The St. Catharines 
Standard; St. Thomas, The St. 
Thomas Times-Journal; Sarnia, 
The Sarnia Canadian Observer; 
Sault Ste. Marie, The Sault Daily 
Star, Stratford, The Stratford 
Beacon-Herald; Sudbury, The 
Sudbury Daily Star; Timmins, The 
Daily Press; Toronto, The Globe 
and Mail; The Toronto Daily 
Star; The Telegram; Welland, 
Welland-Port Colborne Evening 
Tribune; Windsor, The Windsor 
Daily Star; Woodstock, The 
Daily Sentinel-Review. 


MANITOBA: Brandon, The 
Brandon Daily Sun; Portage La 
Prairie, The Daily Graphic, 
Winnipeg, Winnipeg Free Press; 
The Winnipeg Tribune. 


SASKATCHEWAN: Moose 
Jaw, Moose Jaw Times-Herald; 
Prince Albert, Prince Albert 
Daily Herald; Regina, The 
Leader-Post; Saskatoon, Saska- 
toon Star-Phoenix. 


ALBERTA: Calgary, The Alber- 
tan; The Calgary Herald; 
Edmonton, Edmonton Journal; 
Lethbridge, The Lethbridge 
Herald: Medicine Hat, The 
Medicine Hat News. 


BRITISH COLUMBIA: Nanai- 
mo, Nanaimo Daily Free Press; 
Nelson, Nelson Daily News: 
New Westminster, The British 
Columbian; Prince Rupert, The 
Daily News; Trail, Trail Times; 
Vancouver, Vancouver News- 
Herald: the Vancouver Prov- 
ince; The Vancouver Sun, Vic- 
toria, The Daily Colonist; Vic- 
toria Daily Times. 
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TORONTO 1 


Phone: EMPIRE 8-1813 


General Manager 
IAN H. MACDONALD 


To: Advertisers interested in Canada, 


DAILY NEWSPAPERS. 


UNLIKE THE UNITED STATES, ADVERTISERS IN CANADA 
PLACE THE LION'S SHARE OF THEIR BUDGETS IN 


These daily newspapers, with a combined audited 


circulation in excess of 3,750,000, are used regularl 
and voluntarily by their subscribers throughout each 


week to determine what and where goods and services 


are available for sale. 


They constitute the most 


widely referred to advertising medium in Canada. 


Never has their circulation been so hizh; never has 
the dollar volume of either manufacturers' or retailers' 
advertising in them been so great. 


Small wonder, therefore, that no other medium in 
Canada rings up as many and varied cash sales for 


advertisers as do the daily newspapers. 


Small wonder, 


too, that no other advertising medium commands as large 
a share of either the manufacturer's or retailer's 


advertising dollar. 


September 1954 


Maes 


I. H. Macdonald 


General Manager 
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Ferres Rechnitzer 


goods in 1942, when it bought the $750, 000. 
Norris Patterson agency outright. | 


counts, and a total billing of about 


In the new office space was pro- | 
This was an old, established agen-| vided for a test kitchen, pretty | hard goods are so well taken care| (Incidentally, while GM agen- 
cy with a number of food e- | ene evidence that the agency ex- of: 


4 : 


MacLaren 


4 * % 


Stockwell Brooker Brown 


EXECUTIVE LINEUP—Much of the day-to-day operation of the agency falls into the baili- the Advertising Men’s Golf Assn. in Toronto) and, 
wick of James Ferres, v.p. and managing director, and Einar V. Rechnitzer, senior v.p. 
and director. Center are three of the agency’s five new v.p.s, Scott Stockwell, Bertram 
Brooker, and C. E. Brown. John A. MacLaren is a rabid golf enthusiast (he organized 


ris-Ferguson pretty well block any | 
expansion in durable goods. | 


| package goods lines. 


Partially this is true because | 


General Motors, Canadian|cies were always careful about) 


qaremes Sean 
a ke 
yee BRILSREL . Roe 


ig 
Mog rative 


gamsenrss ee astt t 


SUS INGUIN Sieve 


MONTREAL: 1410 Stanley St. 
TORONTO: 137 Wellington St. W. 
VANCOUVER: 736 Granville St. 
NEW YORK: W. G. Gould, 7 West 44th St. 
CHICAGO: W. S. Akin, 19 S. LaSalle St. 
PITTSBURGH: G. H. Scoltock, Jr., 1020 Farmers 
Bank Bldg. 
LOS ogy A. H. Haurin Jr., 6000 Miramonte 
Vv 
ENGLAND: A. J. Chambers, 33 The Avenue, Beck- 
4 enham, Kent. 
a GERMANY: Linder Press Union GmbH, Wittlesbacher 
' Allee 60, Frankfurt am Main. 


“NATIONAL BUSINESS” 
Publications 


Published by National Business Publications Limited at 
Gardenvale, Que., all are leaders in their respective fields. 


Well established, well edited and nationally circulated, these 
business magazines make it easier to build a strong sales posi- 
tion for your products in Canadian markets. They exercise a 
strong influence in the buying of machinery, equipment and 
materials for capital and maintenance purposes, exceeding $7 
billions annually. 


At sales offices shown below you may secure helpful infor- 
mation on Canadian markets in which you are interested. 


CANADIAN MINING JOURNAL, now in its 75th year, stands first in the mining field in 
Canada. It is the only national independent technical mining magazine, and is read by 
technical and executive men in all leading mines. CCAB. 


PULP & PAPER MAGAZINE OF CANADA. 51 years national coverage of Canada's top 
manufacturing industry. Official Organ of the Technical Section, Canadian Pulp & Paper 
Association. CCAB. 


CANADIAN INDUSTRIAL EQUIPMENT NEWS has the largest circulation of all Canadian 
industrial publications. An up-to-date information service on “what's new" in plant machinery, 
equipment and supplies, for buyers in all industries. CCAB. 


CANADIAN OIL & GAS INDUSTRIES is the technical magazine of Canada's petroleum 
industries, from exploration to refining. Your most effective approach to the men respon- 
sible for operation. CCAB. 


CANADIAN FOOD INDUSTRIES. Leading journal of the food indusivies. Its annual statistical 
number in May is the standard reference on Canadian food processing statistics. CCAB. 


CANADIAN FISHERMAN. The only national coverage of the commercial fisheries. Serving 
the industry for 40 years. A market for modern equipment. CCAB. 


CANADIAN REFRIGERATION JOURNAL. Only Canadian publication serving the refriger- 
ation and air conditioning industries exclusively. Reaching manufaciurers, distributors, 
dealers, engineers and servicemen, and large users. CCAB. | 


FREEZING AND COLD STORAGE. A comprehensive coverage of the fast-growing field of | 
food refrigeration; helping you sell to cold storage plants, food freezing and packing 
plants, locker plants and supermarkets. CCAB. 


SHOP. The national newspaper of used equipment. CCAB. 


PRODUCT NEWS. Largest retail circulation in Canada. A fast-growing publication, reporting 
“what's new” in hardware, appliances and shelfware. CCAB. 


THE CANADIAN DOCTOR. The medical man's business journal. The best read paper in 
the Canadian medical field, with complete coverage of the practising members of the 
profession. CCAB. 


CANADIAN JOURNAL OF COMPARATIVE MEDICINE. Canada's only veterinary journal; a 
complete coverage of veterinarians. 


ANNUAL PUBLICATIONS: Canadian Mining Manual; Pulp and Paper Manual of Canada; 
National Directory of Canadian Pulp & Paper Industries; Canadian Fisheries Annual; 
Canadian Ports and Shipping Directory (biennial). 


National Business also publishes ROD AND GUN IN CANADA, Canoda's national outdoor 
life magazine. ABC. 


A representative of National Business Publications Limited will 
be glad to help you plan your advertising to industry in Canada. 


oe 
NATIONAL BUSINESS Pun.icarions 
Head Office: GARDENVALE, Que. 
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Reneau Milne 


accordingly, hands out the prize 


for the agency’s golf tourney. He is shown making the award not to a MacLaren staffer. 
but to John E. Milne, a photographer, who as it happens, took many of the photos ac- 
companying this story. In the middle is Gordon Reneau, MacLaren account executive. 


plans of the giant auto maker, they 


are doubly careful since the Wall 


Street Journal episode. The only 
part of the new MacLaren offices 


pects to move along consumer and | General Electric and Massey-Har-|any premature disclosure of the| which an AA reporter was routed 


Bi CANADA You Can Get to the Heart of Your Markets 
Through the Influence of these 


around was the section where new 
GM copy for 1955 is being pre- 
/pared. That section has a guard, 
and requires identification before 
centering. ) 

General Motors may be the big- 
gest national advertiser in Canada. 
Media men think it is. MacLaren 
has about 30 people assigned di- 
rectly to the account. They are di- 
vided along the lines that GM 
uses in Canada; i.e., a Pontiac- 
Buick-GMC truck-Vauxhall group 
competing against a group han- 
dling Chevrolet-Oldsmobile-Chev- 
rolet trucks. 

This is also the general dealer 
setup in Canada, where GMC has 
used dual dealerships exclusively. 
Cadillac franchises may go to deal- 
ers of either group, but only about 
1.04% of Canadian automobiles 
are Cadillacs. 


® The inclusion of the Vauxhall, a 
GM British-built car, is mute evi- 
dence of something else—the sur- 
prising inroads of the British cars 
in the Canadian market. It’s true 
that they haven’t cut into the sales 
of the Big Three yet (as any 
MacLaren man is quick to point 
out), but for the first half of 1954 
the foreign cars sold represented 
6.65% of all cars soid in Canada. 
They were off—at a comparable 
point last year they had sold 7.52% 
of the market. 

But while the foreign cars were 
shrinking .9%, the independents 
were off to 3.77% from 6.05% the 
year before. Sales of the top for- 
eign car, Austin, were about equiv- 
alent in the first seven months of 
1954 to the combined sales of Hud- 
son, Kaiser, Nash and Packard in 
the Canadian market, and Austin 


BIG wv. 


NO MATTER HOW 
YOU LOOK AT IT! 


VALVE-IN-HEAD 
HORSEPOWER 
WITH HIGHER 
COMPRESSION 


VALUE-WHEN YOU BUY 
“WHEN YOU TRADE 


.-- 


fee ® 
nes CHEVRC EVROLET 
BY FAR. 


GM PUTS ON A DRIVE—This is Cana- 


\dian copy for General Motors. It 


has strong family resemblance to 
Stateside material, but is distinct- 
ively tailored for the Canadian 
market. The irregular “pyramid” 
ad made some newspapers boggle. 
MacLaren has handled all Cana- 

dian GM products since the ’20s. 
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Sinclair 


MONEY & MEDIA—Two new assistant managers in 
MacLaren Advertising, George G. Sinclair, director 
of creative services, and Douglas C. Linton, media 
director, compare offices (left) while a money con- 
ference goes on between M. D’Arcy MacMahon, 


is off 35% from 1953 sales. 
General Motors, while down 
from 100,654 for the first seven 
months of 1953 to 88,086 for the 
comparable period of ’54, is 
gaining slightly percentage-wise 
(41.51% vs. 41.35% in 1953). 
Gains were recorded by Oldsmo- 
bile and Buick (Canadians obvi- 
ously like the wraparound wind- 
shield, too) and Cadillac held 
almost even—in seven months it 
sold 46 fewer cars than in the 
preceding year. 
General Motors of 


Linton MacMahon 


television. 


|to use paid space for war service 


advertising. It attracted consider- | 


able attention immediately, and 
the idea as well as the copy itself 


rapidly found its way south of the 


border. Much of the highly ac- 
claimed and widely recalled copy | 
of the war period owes its begin- 
nings to the success of GM of 
Canada. 


@ When GM is rolling, it is a very 
big account indeed. It also is a 
company with a long history in 


Canada, |Canada, dating back to the Mc- 


prompted by Mr. Rechnitzer, was Laughlin Co., a carriage maker of 


the first advertiser during the war | renown. 


Horler 


treasurer and director in whom is vested money 
management of the agency (1953 billings amounted 
to $17,200,000; 1954 rate, $19,000,000) and F. Hugh 
Horler, assistant manager in charge of radio and 


| In 1907 McLaughlin built an 
automobile, using the Buick en- 
‘gine, and the McLaughlin-Buick 
Model F hit the highway. In 1915, 
R. S. McLaughlin made an agree- 
|/ment to manufacture the Chevro- 
\let 490 in Canada, an agreement 
‘made with the maverick of the 
motor car business, Will Durant. 


ada Ltd. was formed, with Mr. 
McLaughlin and his brother run- 
ning the company. In 1937 it built 
its millionth car, its 2,000,000th a 
couple of years ago, and it has a 
huge new plant in Oshawa. 

Mr. Rechnitzer, as was said 


In CANADAS FIFTH CITY... 


bry Good buy Sahib... 


_ What's the score 


is PORTS 


HERE IT IS: 


In 1918 General Motors of Can- | 


BS 


ONLY .00689 CENT EACH! 


You can “buy” virtually any man, woman or child 


in the Hamilton Market for only .00689 cent. 


That’s all it cost you to hit a Hamiltonian with a 


hundred-line insertion in the Spectator. And that 


one medium is all you need for complete coverage. 


The Spectator’s coverage of the Hamilton Market 
is over 100% by ABC and Census figures. 


MAN FOR MAN, WOMAN FOR WOMAN 
HAMILTON IS CANADA'S 

MOST ECONOMICAL 

KEY CITY MARKET TO COVER 


Of all five Canadian Key Cities, Hamilton is the 
most economical to cover, man for man and 
woman for woman. 


The reason is the Spectator's unique feature of 
“single market saturation”. One market covered 
one hundred per cent. No waste outside, no gaps 
inside. The perfect Key City newspaper buy! 


COMPLETE COVERAGE OF THE RICH HAMILTON MARKET — YOURS WITH ONLY 


Che Hamilton Spectator 


HAMILTON, ONTARIO 


One of the Seven Southam Newspopers of Canada 


UNITED STATES REPRESENTATIVES — Cresmer & Woodword (Canadian Division), New York, Detroit, Chicago, Son Francisco, Los Angeles, Atlonta. 


for 


I T ILLUSTRATED } T ILLUSTRATED } 


More than 500,000 net paid circulation right now, 
(way over guaranteed circulation) ! 


More than 350,000 charter subscribers ordered 
SPORTS ILLUSTRATED before publication (unparal- 
leled in the history of magazine publishing). 


First two issues of SPORTS ILLUSTRATED carried 
subscription insert cards. More than 40,000 were re- 
ceived in the first two weeks. 


More than 300 leading stores across the country fea- 
tured their goods with SPORTS ILLUSTRATED in 
more than 1500 windows! 


Advertisers bought over a million dollars worth of 
advertising space in SPORTS ILLUSTRATED before 
publication. As of this moment, 241 accounts have 
now placed orders! 


That’s the score for now. Hundreds of letters have 
come in from retailers all over the country telling how 
SPORTS ILLUSTRATED has moved goods for them. 
Advertisers, too, report direct sales . . . proving that 
in SPORTS ILLUSTRATED . 


the whole family 
reads for pleasure 
-—shops for fun 


SPORTS ILLUSTRATED ¢ PUBLISHED BY TIME INC.,, 
PUBLISHERS OF TIME « LIFE « FORTUNE 
9 ROCKEFELLER PLAZA, NEW YORK 20, N.Y, 
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earlier. came out of the public|tions in the agency business in | 
relations department to head up Canada. Public relations activity | 
the GM account at MacLaren. 
MacLaren pioneered public rela- 


why colors are more brilliant 


when silk screened = 


Many art directors specify screen 
process printing on jobs that ordi- 
narily might be produced by letter- 


press or offset. Why?—simply because | 


silk screen inks offer the purest, 
most brilliant colors available by 
any reproduction process! 

If you aren't using silk screen process 
printing, you should get acquainted 
with it. See the classified telephone 
directory for the screen process 
printer nearest you. Published in the 
interests of screen printing by a 
group of SPPA members. 


for 


began in 1926, headed by Clarke 
|Ashworth, later an account exec- 
/utive on Canadian General Elec- 


tric. The department was later 


headed by T. R. Elliott, now pub- | 


lic relations director for General 
Motors of Canada, and he hired 
the present director, Kenneth A. 
McGillivray, who came from the 
city editor’s desk of the Toronto 
Globe & Mail, where he had been 
the youngest city editor of any 
metropolitan daily in Canada. 
The department now has seven 
men, all graduates of metropolitan 


the board for MacLaren clients. It 
is, in general, a service depart- 
ment, and charges a fee only 
where the expense of doing the 
operation is major. 

The Montreal office has a small 
department; other MacLaren of- 
fices get their p.r. service from 


'Toronto. The department has, in- | 


cidentally, been a training ground 
account men—four have 


newspapers, and operates across) 


| When GM in Canada Geis Rolling 


When the General Motors account is in full swing, here’s the 
capsule media list: 


e Newspapers—92 daily newspapers, 580 weeklies 
e Magazines—23 magazines, 12 farm magazines 
e Business Papers—52 business and trade publications 


@ Radio—Announcements over 81 stations. 


ment, in that the research depart- 
ment is centralized and serves the 
branch offices. The research de- 
= The agency has a number of) partment consists of 15 people, 
ex-newspaper men working for it.|and is divided into a merchandis- 
Mr. Rechnitzer says flatly that he | ing department and a market re- 
thinks “a newspaper background | search department. 

‘is the best background you can, The merchandising department 
get. A man who has a news sense | gets out into the retail trade, and 
automatically has a sense of ad- makes monthly store audits of the 
| vertising.”’ sales of clients’ products and those 
What is true of the public rela- of their competitors in_ stores 
| tions department is also true in|across the country. The same 
_a sense of the research depart- group runs a consumer panel of 


moved out of the department into 
account handling since 1947. 


In our case, it’s something 


over 2,000,000 


families 


who obviously like The 


National Geographic’s 
editorial tune exceedingly 
well. Their voluntary re- 

newal rate of almost 90% is 


a bonnie feather of reader 
approval for any magazine 
to tuck in its tam o’shanter 
— earned without recourse 


to circulation promotion 
methods, introductory 
offers, and other contem- 
porary artifices. 


Scot, or not — as an ad- 
vertiser you'll recognize 
quickly in The National 

Geographic’s growing 
audience some braw mar- 
ket characteristics to 
delight the most frugal 
McDougall. With a cost- 
per-thousand low enough 
to be a model for media 
economy, this famous 
magazine carries your 
message selectivelyto high- 
earning, large-spending 
families. Families predom- 
inantly receptive to quality 
products and services. 


They comprise 


highland of buying power 


to have your heart 


one-third of all National 
Geographic reader- 


a happy 
in. Over 


families 


make $7,000-or-more a 
year. Mostly more. Nine 
out of ten have at least one 
car. Nearly eight out of 


ten own their homes. 


This National Geographic 
clan — taken as a market — 
amasses over 12Y, billion 
dollars of cash income 
every year. Want some of 
it? Glad to show you a 
canny way how. 


who pays the piper? 


THE NATIONAL 
GEOGRAPHIC 
MAGAZINE 


Washington 6, D. C. 


now read by over 2,000,000 families and still growing 


Advertising Age, October 11, 1954 


300-400 housewives, who work on 
product testing, etc. 


a The market research depart- 
ment handles consumer and trade 
questionnaires, sales analyses of 
clients’ products, distribution 
checks and investigation on mar- 
keting and advertising problems, 
and maintains a continuing analy- 
sis of Starch Reports. 

The agency has not gone in 
heavily for copy-testing. F. W. Per- 
cival, director of research, notes 
that “an agency has to be careful 
that it does not get saddled with a 
copy-checking system that can 
turn out to be a harassment in- 
stead of a guide to its creative 
group.” He’s open-minded on the 
subject, and emphasizes that there 
are advantages if the wrinkles 
can be ironed out. 

Motivation research is not the 
burning question in Canadian 
agency circles it is in the U. S., 
possibly because of the expense 
involved unless it were handled as 
a joint project. 


@ Dating from its early decision 
to broadcast hockey, the agency 
has long been a major factor in 
Canadian broadcast advertising. 
‘It probably has more tv on the 
|air than any other Canadian agen- 
cy, with some six to seven night- 
time hours a week. This is a posi- 
tion of vantage, because with the 
|one-network, one-station pattern 
,of Canadian telecasting, an agen- 
bed is in good position to cover a 
time spot which is going to be- 
come available with a show for 
another client. 

Hugh Horler, who directs radio 
and tv for MacLaren, says the fu- 
ture of daytime tv in Canada is 
obscure, resting largely with deci- 
‘sions the CBC has yet to make. 
|The initial uncertainty about CBC 
‘supervision of live commercials 
turned out to be exaggerated, Mr. 
Horler reports, since CBC pro- 
ducers turned out very creditable 
| work. 

Agencies had never wanted to 
produce or control shows, but they 
'had hoped to control the produc- 
tion of commercials. So far as tv 
spot is concerned, it is a CBC 
problem only where CBC-owned 
stations are involved. 


= In the first year of television 
in Canada, MacLaren had the only 
live Canadian talent show on tv; 
this year it will have two out of 
three. The first two MacLaren 
clients in tv were Imperial Oil 
and General Electric. 

Toronto is one of the few Ca- 
nadian tv markets where U. S. 
competition is a factor, and Buf- 
falo stations have always had a 
formidable share of the Toronto 
/audience. But only Canadian beer 
companies have used Buffalo to 
reach Ontario (where beer com- 
mercials are- prohibited) and Buf- 
falo is so tied up by sponsors, 
that the availabilities are almost 
zero. “If you can’t buy time on 
Buffalo,” said Mr. Horler cheer- 
fully, “then there’s no problem 
about it’s being a better buy.” 


@ MacLaren is a dominant factor 
in Canadian advertising. In the 
first place, converted to U. S. 
population and national income, 
‘the agency’s billing would be 
/'more than $190,000,000. 

In the second place, MacLaren 
and the rival Cockfield, Brown & 
Co. have between them more than 
25% of the total advertising agen- 
cy billings of Canada. In 1953, 
|/MacLaren’s $17,200,000 was more 
‘than the bottom 56 of Canada’s 
total 88 advertising agencies billed. 

This dominance—and the no- 
competitive-accounts rule—some- 
times make MacLaren men wist- 
| ful. 

“I’ve sometimes thought that a 
very profitable agency could be 
‘built just on the accounts we’ve 
had to turn down,” Jim Ferres 
| told AA. 
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and now...NBC takes you to 


NEW YORK 


LOS ANGELES 


and WASHINGTON, D. C. 


| radio and television 
aa a service of 
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This is Ben Grauer reporting from New York . 


a 


as of October 18, the FCC has authorized 


to change its call-letters to 


and 


to change its call-letters to 


WRCA 660 - WRCA-TV CHANNEL 4- 


WNBT channel 4 
WRCA-S-TV channel 4 


Only the cail-letters are changed. In New York, 
radio advertising still sells best on 660. . . 
television advertising still sells best on Channel 4. 


and now to Los Angeles ..... 
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This is Jack Latham reporting from Los Angeles... 
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Ht 
i KRCA CHANNEL 4 - REPRESENTED BY 


and now to Washington, D.C......... 


SPOT 


| as of October 18, the FCC has authorized K N ey a 0 hanne ] 4. 
| to change its call-letters to K pe e A h ] 4. 
| cnanne 


Only the call-letters are changed. In Los Angeles, 
television advertising still sells best on Channel 4. 
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This is Richard Harkness reporting from the Nation’s Capital... 


as of October 18, the FCC has authorized VW Ni BWW idiesaiia ] 4 ; 
gary to change its call-letters to W 4 C -7TV shames’ 4 


: Only the call-letters are changed. In Washington, D.C., television 


advertising still sells best on Channel 4... radio advertising 
still sells best on WRC-TV’s sister station, WRC 980. 


WRC-TV CHANNEL 4- WRC 980 


WRCA, WRCA-TV, KRCA, WRC-TV a service of . 
ay REPRESENTED BY SPOT SALES 
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Motorola — 
Carves 8% Chunk : 
of TV Set Market 


(Continued from Page 63) 
Last year Motorola sponsored 
ten kinescoped productions of the 


“Motorola TV Hour,” cutting out market.” 


the U.S.-made commercials and. 
substituting commercials made in 
the studios of the Canadian Broad-_ 
casting Corp. Motorola may use tv. 
spots this fall, trying to buy time 
before and after major sports) 
events, using either one-minute or 
20-second “flashes,’’ probably on 
its tv line, but possibly working 
in some of the other products as 
well. Television spots will be used 
in new tv markets as they open. 

The company will use Weekend | 
Magazine this fall, and plans to. 
merchandise the Weekend spread 
extensively. 


s The total national expenditure 
for Motorola is about 25% higher 
than its cooperative expenditures, | 
and during the dealer meetings 
Peter H. Whelen, who heads ad- 
vertising and sales promotion for 
the company, told dealers that na- 
tional advertising was being raised 
50% over last year. 

The cooperative advertising 
formula is basically a matching 
242% deal; 24% of dealer sales is 
put up toward co-op by the com- 
pany, with the dealer matching it. 

The company has been disposed 
to go along with the dealers on the 
media the dealer thinks will do 
him the most good, and Motorola 
has gone in fairly heavily for gim- 
micks—pencils, hatbands, goggles, 
balloons, ete—many of which 
were brought to the company’s 
attention originally by the dealer 
organization. 

In supporting its drive on the 
trade, Motorola uses Radio Tele- 
vision & Appliance Sales, Radio 
Television & Appliance Trade 
Builder and Mart in the radio- 
appliance business paper field; to 
support auto radio sales, it uses 
Canadian Automotive Trade, Mo- 
tor Magazine and Motor in Canada. 


= Although it operates on a 50% 
cooperative formula, the company 
has used a higher percentage as a 
sales lever, but it’s against policy 
and the trend is away from it. 
In general, co-op is applicable to 
any established ABC newspaper, 
and any “prior-approved” com- 
munity paper, all radio advertis- | 
ing, outdoor (24 sheets), all point) 
of purchase material sold to deal-_ 
ers, outdoor signs, side-of-store | 
signs (painted walls), and a num-_ 
ber of off-beat media like rugby 
programs (provided the dealer 
gets prior, written approval). 

In general, Motorola feels 80% 
of dealer co-op ought to go into 
recognized media, and that the re- 
maining 20% is open to negotiation | 
based on the soundness of the 
dealer’s over-all merchandising 
job. 
There are now about 2,800 deal- 
ers on all Motorola lines, perhaps | 
1,000 handling tv. The company is, 
officially silent about the advertis- | 
ing expenditures. But the estimate. 
in the trade is that about $400,000. 
goes into both cooperative and na- | 
tional advertising. | 


= In the late summer, the com- 
pany doubled its plant capacity, 
and added about 140% in floor | 
space. It is patently intending to) 
carve out a bigger share of the, 
radio-tv market, but the big drive | 
is probably a year away. 

The big drive will probably be'| 
aimed at moving up the ladder of 
Canadian tv manufacturers. Best. 
trade guess is that Admiral, RCA 
and Westinghouse are grouped at 
the top, Crosley comes next, Gen-' 


leral Electric is fifth and Motorola 


| dison (which previously made its were selling in Toronto for less | 


sets in Canada. 


81 


Certainly the plentiful supply of | 
in about sixth place. sets contributed to a merciless first 

The field is crowded, competi- half of '54 in Canada. Price-cutting 
tive and growing: Sylvania moved |in Montreal and Toronto (particu- | 
in during the summer; CBS-Co- larly the latter) was raging, and | 
lumbia has made a deal with Ad- | reached the point where some sets 


MAKE YOUR CLIENTS BUDGET HAPPY with 


ANIMATED ~ 
TV SLIDES ON FILM 4 


Why use STILL SLIDES when you can get action — zooms, 
flashes, wipes, etc., at this low price Send For A 


Sample Reel Today 
10 SECONDS $10) 


PLUS SMALL COST 
OF REPRODUCING YouR ART '°22 S@ Wabash, Chicago, Ill. 


own sets) to make CBS-Columbia | than they were in Buffalo, 90 miles | 
| away and 25% lower in set taxes. | 
Pete Elliott remarks, with gentle Toronto has at least five major dis- 
irony, that there are 23 tv set count appliance operators, and the | 
manufacturers in Canada, “each of trade concedes that as much as 
whom expects to have 10% of the 45% of all set sales in Toronto) 
(Continued on Page 88) 


CUT YOURSELF A SLICE OF THIS 


Sugar Coated Market 


What a honey of a market this is—a busy beehive of activity! 
Salt Lake City commands one of the largest trade territories in 
the United States—with a population of nearly 2 million. In fact, 

well over a half million reside within one hundred miles of the 

city, and Metropolitan Salt Lake is growing at a remarkable 

Reach these people outdoors, 
on the way to buy, through 
large, colorful PACKER 


“HEART OF THE CITY" POSTERS 


Remember—short copy outdoors 
wins instant recognition . . . 
builds consumer acceptance . . . 
makes sales—economically! 


Y 


rate—a 29.9% gain in ten years! 


Utahns eat more, buy more, and do more, by far, than the aver- 
age U.S. Family. In 1953, average retail sales per family in Salt 
above the U. S. average; food 
store sales were 55° above; drug store sales 62% above; home 


furnishings 107% above; and general merchandise 117% above! 


Lake City, for example, were 35% 


Yes, this is an area rich in mining, agriculture, stock-raising and 
manufacturing . . . a prosperous people in the heart of a billion as 
dollar market. Utah industry is expanding at a rate in excess of . ) Ae 


: H EART OF 
$5,000,000 a month! 


OTHE CITY” 
“THE SPOKEN WORD IS LIKE THE AIR. . . 
BUT THE POSTED WORD IS ALWAYS THERE!” 


For information on industrial advantages in this area, write Gus P. Backman, 
Salt Lake City Chamber of Commerce 


POSTERS | 


Your Advertising Agency has all the facts. 
, e 4 e 
ta Harry AH Ca Cnlerpirise 
33 EAST NINTH SOUTH ST.. SALT LAKE CITY 1, UTAH 


Ken Rector, Manager, Utah Division 
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In Chicago, it takes 2 — : 
to fill the bill 


No single daily newspaper reaches even half your Chicago-area 


prospects. It takes Two. For greatest unduplicated coverage, one 
must be the... 


CHICAGO 


SUN -TIMES 


211 W. Wacker Drive, Chicago © 250 Park Avenue, New York 


READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 


REPRESENTED BY: SAWYER-FERGUSON-WALKER CO., LOS ANGELES, SAN FRANCISCO, PHILADELPHIA, DETROIT, ATLANTA @ HAL WINTER CO., MIAMI BEACH 


: A Ek aie aa eee ah ea BL ee 4 Hy 2 Oe eae Ty A xt 2 ates © Ol ieee 4 Fie ey ? ee adh tet oth Shera See ee geet ES Nod CT oie Gag eee Yoo he 3 St MOMD Cie apes eP Z ogee ee oh 
‘pees he ges at Nt : oid aap Ve pe iy + Me ee Tee a oe Noth Cea z fas eS ane Wide Paeae es Tere Pte He Bi athe an ota ey : Winks oe ee Seem oe art Fear 
Sain yy aie. Pie ie he ee, PASE Roca ee Shi ea AES: MEER FR LA eRe eee: ae Ete erate Me ere ghia a Hei Mabie he Lea ee Sek hy SED ii dey Ree Oe gr Sh Sc Ue NGS adel aN pete ei Le tere 8 go ale Ce tel as Sipe ean oe hee Orga hee 
ae hee te aids aia: Meas Oh he PER ie Sa 25 Jere ee Na Ran pa fot, aaa Po Uae aE id SCC Par a RN I SOE vee ihe Pak Bt ar” Cent) Og eae ee de TG ae AT TFL open ed, Ng, a No ME Sag EO Meee YS NEG OR] Ne Eo? Seige Sipe Fy Ren Moab Sy! Wiener GARY og sy 7s 
RE et giiueeet Geeale eave Sys ne cere Mento. sees eect Bele at hee fo Ee hat aresegre GES. ie PR SEs ert ene Mea ae aes aE ane: Cre Pi Se Sh br re Lee ek Pee) Re AL ete: a, Peale. Saat gen oh Aha 5 Bose et TBS Pea Ne an 
te Re - a a he MNS Re ee) oe sae is a PF cat, oe RG Ra Minh lags Bae aS ite ras 7 See beter, RS ran Ser, 6 ry : 4 a al Raptr othe. eee MRR oe, Baie Cas are pee eee ict Sans OG Beyer L "ES Pe oe 
: = a, oe “* ‘ . : Nene ¥ ‘ Petre | E 2 % A y A fer :a's 
Dee eS 
"ace oe SAS 
cat te 
Se aie 
me i x : 
= E r, iar 
ee |) i 
a y 2) A 
=a ee 
aa im 
a pe 
‘ F ha 
a. a . . ht et 
“4 ¢ +8 ie 
— ‘ ee 
ce - - re 
al ———— ~~ ; B, 
us _ _ 
; “a A = 
oa L e; ~. ee 
ped of he va ’ ; ba z= 
nee y f ¢ Bes 
‘a 4 : bet F j z 
ued yo aa oy iy al : Ra ee im 
pee: te. y/ : - bo , ae i RE 
ae ee a xh . om + a 
DD. we Ay ania , 
Pe <a a [+ lS 
at Fai 8 sel a ath? : . > a | iia 
xr, © ot eh * ete a *. { 
So . ae ; \ ’ ne ee Oe ee \ a 
ae ee ee ; J “\ et yng ¥ 5 : 
q " - Se “ a \ Néigs é, * te ¥ : he 2 gts i i] 
a: vig g so wee ‘ : et . Sy + Ort i. 
rs oo : z a hue A - f % \ 
ve -*» Sar A be a eee iH 
‘4g ‘> 2. ao. bat wg . hae i F 
5 4 hs 2 Ply ee 
4 ee a. A jE eae ae gk 
\ Wa) mee RI [ 
: , ere.” % Pd ia t ee - 
; oe : ge ; * : . , 
= ij we i % _ . *S rial >» 
; ‘- a _ * F + Seta oa ' ie 
ease hoe Ng — 7 ; 2 e ; SG Bey ’ ' 2 
_ . A 4 _- 4 og & 2 sn . Pe wn “a 4 * , 
mora ha XX : a ee ee = ; | ees. ’ , 4 ' th 
a 2 + q 2 a aes ss ii Fae #4 See. Se oa . ee 
me ie i sera ¥ hy Fy th a4 cS eee Pa * : e , : = re “e . ma 
me ne ' i3 eT. Gat oe q ~ 1 Pg ae oo , = Se oe , rt : BBs 
pits reese er we ear eo ee ee 5 csi a fee ie ccinades ‘ ‘ q 
Mul ‘ 7 a i ae ge @e wes a eee a aap ee 2 ee ee 
packs £ °C ae oan em Smee? “S ; a Ry ‘ pie fog Re > Seer asl Sei a ae - oo 
2 ae eS 0 a oe oe ae Bie ’ "aor OO eRe EE 2 0g 2 aie ana an Me \ , wee : 
bs , JS eo SY! “ae os : ‘ % , oe fe grees Oe <3 eae, ae 
a +3 a fo ae ee ey ee y . a SR Sts Br a oe :: ’ a 
x a : Ce Te 3 es tt Fe “ i ot c — Se ‘9 ia f ‘ oe 
as 6 F 2 ae oa . ‘Sed ae — Yo eee " “- a : a. ee a ite , 5 
ete Pes ey Z ley 38 Pee e es a oe ad nb : cae = . ae ey ite a ad) mite 
ae iy ¥ ag : iF : ahs * ee ar ‘ ie: tts soar at @ ‘ te a ae é + ee  : Tee i i -# cle 
aati .  Deehee / P bg * 3 . 2a ae 3 4 pf * we Se Pa, ii an ae 4 Pas, ees ve 
sgt ¥ ee a 1 oS Ca 2 ss Re! a ee ag s . wi 8 a ee cia He cae ; | oa 
ones ei 4 eye gabe, ee oa eu rts at . s : Sa vite ‘ odes : 
Bisa tad 4 , e.. Fe eee eens” | ae ; ey - . BS Be _* Ba r s .. % y : 
St f WEARERS pat er Cer Oe ; f | eye ka ’ hae % 1-9 ' Ag 
ao Og } . Sore * Vt ae a oes . <r “ v eS ee Peg Py is 
Ca: j RS r 3 eee ed / a . 4 -. : f ese pe i S 
> Wiagy “ * a? y 
Tes . £y ie & hans 9 & . — i * Ke "a : 
zs ra <A gs ems salina A | aie « - 
bs tae +, SS adwaea ve % pee rain ais ' j 2 
seal b Pie wf ) 3 =F - ie : ? 
nee \ ee . an ‘oe / - 
EN fe OS. 2 oY f : ee 
(Lesee Bg aS . ‘ a £ { a - 
Swe 2, wh / me, ‘ e734 ] ' i : 
wid { ee . 4 ; P R 
; \ Be ae fi : ee r aga a me 
Lg he ; 5 s ‘pur — 
Te 2 - ¢ { ~, 2 oh 5 a 
Be fy et = & LE = 
\ ¢ sa a e hag 2S 
3 . >See é, : ! % a . bas i 
& ee. deat ys « ’ ‘ gine 
epee. Se } f Bilas 
\ ets : > he > A/ ; ‘ ‘ “_ Ms j i 
\ \ Se Pad i So ot ell/n Sh Fj aot ri 
HA, * ao : ‘\ be eee. a” a § ‘ ‘ . 
<" “ . te or a ioeee Eiak j Be | 
Ns a eee | ; rs Fa bs  & . ho Say r ; 
; \ ee y Pe + : ee | y, ‘ ; 
bi oe. > 3 ee di PES. f 168 ‘. 7 
\ . (CL ae if °F om 7 a” ees f DE. 
Sen ’ . 4 $3 : oe fyi i * . r 7 As i eke! 
- ® ‘ gt Pye 8 ce ae 2 
: ' i. (aa Poe a oe Hy : of ss 
, : * oe oe poe Be ks 3 ~ Se ed pores > a a} ams s Hoty a4 
os. to a Sie ae we Grin. cee ta ne eR ee ' — : 
ee eo ee oe tit cee) iy ee, ee ‘ ry : 
nae on er % ae £4 5 ae ihe fe : a ele @ cs eee! sagt ee aa ae ee : { : oo: 
} es ers gir a Re st nd ps a = ee ES pe oy : geet 2 f a be oat Se, % ‘ i] 
pe Cen NS EE a oie ge nas Pee PS: ; 
5. a wi Sas Sg Se ° e reac & " eh, 4 if %e ee Bok. cae % uh <# yall : eae on. * + t f = 
id Sia Se Ge * ae oe A Ss ae Te ee Si Say Fee ae? te a : er ee . a es ee , ; 
{, ASE we ee $ ¢ higetts *: ‘y - « te ; Of EE ae ee" Be HR nt de Be & 3 Ls ¢ ok 6 
ee at ow es phy es RS Bo oe hy “ Sgirse te Ry | ogee th ~ tye wed i ‘ A f A ’ yee 4 { ij 
A . ae, “Seo ‘os ages ot. © ci Nes OS Fh, be A Pk oe gee ean me a lg rds Mok , ae 
135 otis ye % — = : << : igi tin F i : 3 oF ¥ s Zh ne ie 
pee ey See. ee. > ™ kine soe! ee See by She = Few ; STS yt pat ‘ : 
ae . oe. ¥* . ian Daeg oe “is nA a a) *7 oe Ke. Ps ae 4 ¥. ij § cd t a a 7 
fee ae oie ate ae "he MW on a 4. pete poh ia re 
‘ Ried keg Sea? | Nias cs MO A af ; ” emaanes : a eee ; 
rie aS a. SS RE a be: ee oa is, vee a ee ae ’ 
; : ptitie ot, ales a . eg ene —. act 9 aa it agin ae 4 : 
i ' a Ree es iis las oe ce ra $ ie 2 as “8 id ne é oS, oy ol ee : Z 
: GE PS oF Se i. a ' os agent if é : uf ee ee ot 
e ae a : a ‘eayeet m. ee - ao Piss ae A ix 4 4 Ke ai 
Oe . ce rare OL <a ae a, Mis oar Ulta =. EE i re iat 
sol aplgnen’ — et nd ; - eee my OP Op ene Rm at To RD: 2 FO gy ee ae z ope aa va 
seats 7 SP eh S Bo Se ¥ he - ‘ oie ne ; ‘i " . i2 eae ah a = 
hora: X ; ee See oe eee eee ae gaan a . a ’ ihe ae | 3 Pay es a Ms 
fi P ae 4 7 ae, 
ae SN aera agi ROEM : 6 Py ae 
ere aed = oats ie we cneeis ‘ : 
ie z : = aoe yon : 
ie oe pH ate ¢ 
: Cle “. . . } 
aa ee _ a 
4 pics 
2S aa 
OES: tt 
eee soli 
7 a eas 
ain» : 
ee * 
ae 
zie ig 
ne eae 
nF ae 
ra 
spel eis 
Og cer 
A sah 3 ee ee . ; 
a> os Po 
: Pr a. ‘ 
y oe = ‘ 
: f 2 £ 7 - Po ‘ 
rs ae | | Fi Ae : 
rie es Oy 
ne tC 
ree The | 
; o i : 
Un | acs 
aad | AMERIC4 6 
bes Wee's @ f aa 
ina . 4 7 . . >. 4, o : g es * are Pek Pe q = - 3 " . ii’ 
eae Ts : | . = apes, i x Sate bp ewie a *2 . ; ws ee ‘ % ' 
“Ve f Ee eres: i Sf 4 a oa + =A eS hie ‘ hy el " 2a: We z el Spel eras PRIM : Bet 


——— 


i, 
{|| 
; 
‘ 
) 


SSeS 


Feature Section 


Salesense in Advertising... 


dvertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


Selling Power—True Measure 
of Great Advertisements 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 

An agency executive, at a luncheon the 
other day, made an observation that tal- 
lies with a long-standing notion of mine. 
The gist of what he said was this: 

“Just as there are poets for whom there 
is no greater glory than 
the plaudits of fellow 
poets, so there are 
some copywriters for 
whom nothing is 
sweeter than the hom- 
age of other copywrit- 
ers. I maintain that 
many of the advertise- 
ments which have been 
hailed as ‘great’ and 
‘inspired’ and ‘mem- James D. Woolf 
orable,’ and which are held up to students 
as outstanding creative achievements, 
were not notably successful instruments 
of salesmanship in print. Recently I heard 
somebody refer to such-and-such ads as 
being ‘famous.’ Possibly they are famous, 
but their fame exists only within certain 
private advertising circles. The general 
public, to whom all advertising should be 
addressed, is totally unaware of their re- 
nown.” 

With all of this I agree. I believe the 
only thing that entitles an advertisement 
to be applauded as “great” is its potency 
as a persuader and convincer and action- 
getter in behalf of the product it seeks to 
sell. 


you can e8 SURE... ra Westingoose @ 


wrt im TV'S TOF BRAmaTIOC SHOWS. 


. STVO'O OME AND BCET OF BROAD WA 


TRIED AND TRUE~A sound and sensible piece 
of hard sell copy. It poses a problem (eye- 
strain, headaches, fatigue) and promises 
a solution (the Westinghouse Eye-Saver 
bulb). This is the tried-and-true copy 
formula of the patent medicine advertiser, 
than which there is no other so effective. 


The “literary quality” of an advertise- 
meat, per se, is no measure of its great- 
ness; fine writing is not necessarily fine 
selling copy. Neither is its daring de- 
parture from orthodoxy, nor its erudition, 
nor its imaginative conceits, nor its 
“catchiness,” nor the kind of “cuteness” 
which women sometimes comment on 
over their tea and cocktails. And neither 
is its skyhigh readership ratings nor the 
blue ribbons awarded it at exhibits an- 
nually held by the advertising brother- 
hood. 


= Consider, as a case in point, Theodore 
F. MacManus’ imperishable Cadillac ad 
“The Penaity o1 Leadership.” For nearly 
40 years this page Of print has been eulo- 
gized by many of the leading lights of 
our profession. I do not contend that this 
essay isn’t a showy piece of inspirational 
writing, but I do not consider it a shining 
example of salesmanship in print for 
teachers of advertising to pin on the walls 
of their classrooms. As a disquisition on 
leadership this composition undoubtedly 
ranks with the classics of Elbert Hubbard 
and Dr. Frank Crane—but, considered 
strictly as an advertisement, is it actually, 
as we have so often been told, “perhaps 
the greatest of them all’? 

You'll find this Cadillac ad reproduced 
in Julian Watkins’ fascinating and useful 
book, “The 100 Greatest Advertisements.” 
Julian reports that “The Penalty of 
Leadership” was mentioned by all of the 
more than 50 leading admen whose votes 
on the “greatest advertisements” were 
solicited. In this same book you'll find 
another automobile classic, the Buick page 
headed, “Ever hear the one about the 
farmer’s daughter?” This may have been 
a great “selling ad,” as Julian reports, and 
it may have created quite a to-do in ad- 
vertising circles, but never have I en- 
couraged my copywriters to ernulate it. 


# As a model of good copythinking and 
good copywriting, I much prefer Ply- 
mouth’s memorable “Look at All Three!” 
Why? Simply because it did a job—a sales 
job—superbly well. Reports Julian: “The 
day when ‘Look at All Three’ was pub- 
lished in newspapers all over the country, 
the reaction was unmistakable. Chrysler 
dealers reported that their doors started 
swinging early in the morning and didn’t 
stop until late at night. Plymouth, over- 
night, had become a real contender in the 
low-priced field.” If it is possible for any 
single ad to be crowned as the “greatest,” 
or one of the greatest, which I doubt, this 
Plymouth ad is surely a front-running 
contender. 


= At the same luncheon mentioned earlier, 
another adman asked this question about 
a certain copywriter who is one of the 
most respected and highest paid in the 
business: “Why is this fellow so highly 
regarded? I have heard him praised as 


Woolf Holds Out for ‘Strong Sell 


The International TV Problem 
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When Tm eating Jell-O 
I wish | were a seal 
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my flippers for that wonderfal, 
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ADMIRED—Only time will tell, but years 
hence this advertisement may hang in ad- 
vertising’s Hall of Fame as one of the 
greatest of 1954. Today it is one of the 
most talked about campaigns along ad 
alley. It is also much admired and imi- 
tated by misguided students of advertising. 


tops. But I’ve never heard anything 
specific about his achievements. What 
famous campaigns has he done?” 

As the only man at the table with some 
first-hand knowledge of this copywriter’s 
work, my answer was this: “Many of the 
campaigns that are most talked about 
along adman’s alley may be works of 
pure genius, but in my opinion they are 
not sound advertising. If by ‘famous’ you 
are thinking of such campaigns, this man 
doesn’t qualify. I have never heard one 
of his campaigns discussed admiringly 
along Madison Ave. or Michigan Ave. 
None of his campaigns, as far as I know, 
has ever won a prize at advertising exhi- 
bits. And I doubt very much that he will 
ever be nominated to advertising’s Hall 
of Fame. But I do know that this man, 
considered solely as a seller of merchan- 
dise, is writing some of the most success- 


C. M. Finds Something Missing 


Nip Alteration Costs at Source 


‘TERRIFIC’—7 of 10 young students of copy, 
when queried, thought this ad was 
“swell,” or “terrific,” or “clever,” etc. In- 
asmuch as many older heads applaud this 
general type of advertising, can we blame 
the ill-advised beginners? 


ful campaigns appearing in print and 
broadcasting today.” 


= It is unfortunate that sound, sensible, 
hard-sell advertisements, such as_ the 
Westinghouse and Puss ’n Boots pages 
shown here, seldom get talked about in 
certain misguided advertising circles. I 
have a great deal of contact with young 
beginners in copy whose conception of the 
ultimate is to produce a campaign that will 
get itself “talked about.’’ Inasmuch as 
this seems also to be the goal of many 
older heads in the business, it is hardly 
fair to criticize these sincere but mis- 
guided young beginners. 
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a retained in PUSS “© BOOTS 
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JUSTFOR CATS 


That os why Puce a Roots Cot Food Surnuhes the wnmrpassed benefits wf food 
hept pure aust hear hy nature. why d axsures beauty, pep, better growth, 


PUSS: n BOOTS 


AMORA ADONS! MELE CA) FORE RiaytaprERt gor og 


Ot ve tingws 


HAS EVERYTHING—This elvertnemens has just about everything—news value, a strong 
promise of a benefit, reason-why, credibility. In my judgment this copy will sell car- 
loads of Puss ’n Boots. But will it be talked about in ad alley and emulated by con- 
fused beginners? 
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Looking at Radio and Television... 


Expanding Markets Call for Study 
of Foreign TV Problems 


In an expanding economy which must 
look to foreign markets for an outlet for 
increased production, advertising agencies 
and their clients are faced more and more 
frequently with the necessity of selling 
merchandise outside the U. S. 

At first the problem was solved by 
using on-the-spot affiliates who were 
familiar with the foreign market in ques- 
tion and splitting the commission with 
them provided the agency did not have a 
branch office. In those days the major 
medium was radio and was generally live 
and local in nature. With the advent of 
television, the problem has been brought 
home to roost for one simple reason: The 
principle television know-how in the 
world is right here at home and the mere 
thought of producing a tv show turns 
foreign producers green. 


The major reason for the foreign fright 
the rapidly expanding new medium 


is, of course, the same fright which made 
the men emerge from the boys in the 
early days in the U. S. The same type of 
men will emerge from the foreign pro- 
ducers and the problem will settle down 
in time, but right now, in the smugness of 
six years of trial and error in selling mer- 
chandise via the most powerful medium 
of them all, the savvy rests as an exclu- 
sive and merchandisable asset of the 
American agencies. 


ws There are several methods of handling 
this problem and they vary by countries, 
but here are some of the generic treat- 
ments: 

The first question asked is, “Where 
can I get a good book to tell me how to 
produce good shows and good commer- 
cials?” 

The answer: No place. Nobody who 
knows how has had time to write a book. 
The guys who write them are unem- 
ployed or secondary producers. Besides, 
the medium is so malleable that the 
changes are too rapid to document. There 
is nothing to read, friend. You learn in 
this business by doing. Go out and make 
yourself some commercials or adapt a 
popular radio show to television. If you 
are bright, in a short time you will lick 
your problems. If you are dull, it is better 
to find out about it early. 

The second suggestion is to send a crea- 
tive man from the foreign affiliate to New 
York to learn techniques. 

The result: The producer from abroad 
goes back and writes a comprehensive re- 
port on how New York handles television 
problems (after six bitter years of ex- 
perience and progress) and falls right on 
his kisser when he has to produce a show 
or commercials under local conditions 
with local technicians, local equipment 


On the Merchandising Front... 


and local tastes. Sorry to be disillusioning, 
but the problem is never solved by ob- 
servation. 

The third inspiration is to hire a trained 
man from the U. S. and transplant him. 


es The usual conclusion: In the first place, 
the kind of fellow who would leave the 
Mecca for successes may be a dreamer 
who sees the distant green hills as a 
place to retire to with a native beauty 
fanning him as he swings, swilling vodka, 
in a hammock. The stranger is subject to 
strict laws, language difficulties, antago- 
nism by the local hopefuls, strange cus- 
toms and tastes, and a complete inability 
to grasp the local marketing problems. 

Well, at least, we can get some kine- 
scopes, films, and commercials which we 
can adapt for our territory. 

The facts: It is true that a few films 
are now equipped with Spanish titles or 
sound tracks. It is also true that some 
sports and adventure stories are easy to 
adapt. It is also true that some scripts 
have been translated and locally pro- 
duced. It is further valid to note that 
commercials made in the U. S. have been 
adapted to use afield. It is unhappily true 
that these have not been entirely satis- 
factory in that their primary use has been 
for an American market and the adapta- 
tions have sometimes been more costly 
than originals would have been and no 
effort has been made to adapt local talent, 
studios, film producers, and all the tools 
needed for future continuing success. 

In general, the following is probably 
the best course to take. Top executives 
should be sent to case the local problem. 
The best talent available on the spot can 
be retained to produce and develop shows 
and commercials from formats suggested 
by U. S. experience. For example, quiz 
shows are popular in Cuba, Mexico, 
Puerto Rico, Brazil, Venezuela, and 
French-speaking Canada. In England the 
agency and client are expressly forbidden 
to have anything to say about programs, 
so the excellent film studios producing 
commercial films using the medium of 
motion picture theaters can be retained to 
handle the problem with ease and assur- 
ance. In Canada the CBC produces most 
live shows and imports are limited. A 
little supervision of the CBC, replete with 
diplomacy, can solve the problem handily. 


= There is no use hiding agency heads in 
the sand. There is no escape from the 
television problem abroad simply because 
the agency has no foreign offices. As the 
client expands, so must the agency serv- 
icing the client. And expand we will as 
American industry grows and spreads a 
better standard of living around the world. 


Many Angles to Ponder in Union 
Control of Distributorships 


By E. B. Weiss 
(Mr. Weiss is director of merchan- 
dising, Grey Advertising Agency, 
New York.) 
Will some of our unions some day take 
over distributorships and other functions 
of distribution for some manufacturers? 


I am not talking about enrolling the 
employes of a distributor as union mem- 
bers. I am talking about a union ac- 
tually functioning as a distributor for a 
manufacturer in one or more territories 
through a union-owned and union-oper- 
ated company. 


‘me - 


Advertising Age, October 11, 1954 


The Creative Man‘s Corner... 


Is the Stuff Goo 


=~ 


Big economy size 


Quick! 


Feeds five splendidly 
Jor only 12¢ a serving 


We mentioned in this space, when 1954 was still relatively new and un- 
tarnished, the sudden spate of ads with practically no copy at all—and we 
wondered, in print, if this would develop into a trend. 

It didn’t. 

But here, now that 1954 is well along into the autumn, comes an ad pretty 
much in the category of all-illustration with only an infinitesimal amount of 
copy. It’s a double page spread in color for Chef Boy-Ar-Dee—with 17 words 
of copy plus the price. (Nineteen if you count the two-word notice under 
the can which says, “Actual Size.’”’ What this adds, beyond two words, we 
can’t quite figure out.) 

Well, for our money (and if we had what this spread in color cost, we’d 
retire) we’d take a half page in black and white with some real, long selling 
copy as a much better investment. This spread is over and done with awful 
fast for all it cost. We don’t have a Standard Rate & Data handy at the 
moment, but we suspect a lot of half pages in black and white could have 
been bought for the tab that came with this thing. We think they’d have 
reached many more people than this one-time shot. We think they’d have 
sold more people, too—particularly if the copy had been long enough to tell 
the story of Chef Boy-Ar-Dee. (We’ve had some of the stuff ourself and, be- 
lieve us, it’s good. Better than a lot of home-made spaghetti and a whale of a 
sight better than a lot of wet, gloopy stuff you buy in a restaurant.) Does 


this ad tell you how good it is, so you remember? We don’t think so. 


If the question strikes you as just too, 
too theoretical—then hark to this perhaps 
significant incident: 

In May of this year, Willys Locai 12 of 
the automobile workers union proposed 
to Willys Motors Inc. that it be author- 
ized to undertake responsibility for the 
distribution of Kaiser and Willys cars to 
dealers in Ohio. The union was willing 
to back a new company it proposed to 
form with an investment of no less than 
$300,000, and had even gone so far as to 
file papers of incorporation. (The union 
had intended to buy out the Ohio distrib- 
utor for these cars.) 


s I haven’t any notion of all of the 
“angles” involved in this proposal, and ! 
must promptly report that, after delibera- 
tion of the proposal for some weeks, it 
was finally turned down by Edgar F. 
Kaiser. Nonetheless, the question arises: 
Is this one more bit of evidence of the 
startling changes that may be in store 
for distribution? 

We have seen examples of unions run- 
ning advertising campaigns in support of 
employing companies; I seem to recall 
one instance, recently, of a retail union 
in one city that paid for advertising 
which urged shoppers to come downtown 
to shop early in the morning. I am under 
the impression that, indirectly and prob- 
ably directly, some unions have substan- 
tial investments in some companies and 
may even be sole owners of some com- 
panies, as well as of banks, etc. (This 


is one of many fields in which I am not 
too well informed!) More recently anoth- 
er union arranged to make a loan of 
$250,000 to a millinery manufacturer so 
as to keep this manufacturer’s plants 
operating. 


= However, I believe this proposal by 
Willys Local 12 to function as a staie 
distributor represents something quite 
new. It has many fascinating potentials— 
and perhaps even more disturbing poten- 
tials. 

One of the disturbing angles that oc- 
curs to me has to do with what would 
happen if Willys Local 12 were to become 
involved in a strike at the Willys plant. 
Would it also call a strike at the distrib- 
uting company it controls? 

As matters now stand, strikes—at 
times—have functioned, deliberately or 
otherwise, as a modern technique for 
soaking up surpluses in the market place, 
and even for creating planned scarcities. 
But if the union-owned distributor goes 
on strike simultaneously with the strike 
called at the factory, then marketing as 
well as production stops. That could be 
pretty sad! 


s There are, I assume, large unexplored 
areas for mutually advantageous coopera- 
tion between unions and management, 
between capital and labor. I rather hope, 
though, that union ownership-operation 
of distribution channels does not become 
one of these new areas, 
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(ADVERTISEMENT) 


1955 Can Be Top Year for Building, 


IF Sales Push Matches Optimism 


As predicted on this page in 
August and December of 1953, in 
January of 1954, as well as in our 
Red Letters, 1954 will wind up as 
the biggest construction year in 
history. Yet at its start, public and 
business confidence was notably 
lacking. Government experts looked 
for a drop of at least 3% from 1953 
levels, and a sharper drop in resi- 
dential building, as did many pri- 
vate industry experts. What actually 
happened should have taught all 
of us—and building products man- 
ufacturers particularly—a lesson: 

If the industry capitalizes on 

its sales opportunities and the 

present confidence that is 
spreading through all levels of 
business (as contrasted to the 
pessimism with which we 
started 1954) ... building just 
can’t miss having its top year 
of all time in 1955. Here’s why: 


1—The Boom Gets Louder... 


Despite the pessimism of nearly 
everyone about 1954 (Practical 
Builder’s was one of the very few 
voices expressing optimism), build- 
ing became the main prop of an 
otherwise uncertain economy as 
the year wore on. Building and 
business generally have literally 
gained momentum and assurance 
each month during the summer, 
with every evidence that it will 
carry through into next year. Dol- 
lar volume of all new construction 
for the first 8 months of 1954 
reached $23.7 billion-—-a new rec- 
ord, and there’s no let-up in Sep- 
tember. Contract awards for the 
first 3 weeks of September were 
19% above last year—the biggest 
gain yet—even though a 230 mil- 
lion dollar Atomic Energy contract 
figured in September, 1953 totals. 


2—There’s Money to Pay for It... 


With such momentum, the build- 
ing boom should roll into 1955 at 
full speed with no one at all in- 
clined to apply the brakes. There 
should certainly be no doubts 
about the financing picture—it will 
never be easier than it is today. 
Besides... the value of liquid sav- 
ings stands at $200 billion—an all- 
time high. It is said, also, that half 
of America’s families now have the 
equivalent of one full year’s in- 
come in savings of one kind or 
another. 

These savings reflect little fear 
of economic calamity; rather they 
are the fruit of an economic well- 
being which permits regular ac- 
cumulation of reserves for future 
spending. And, of course, building 
itself is one form of saving—the 
very best for most people. 


3—Even the ‘“Pessimists” 
Are Optimistic... 


Less than a week ago, Practical 
Builder editors sat in conference 
with the most conservative esti- 
mators of this year’s building—the 
leading building industry econo- 
mists. The consensus of their views 
on 1955 home building, for exam- 
ple, was astounding. Estimates 
ranged from ‘a million-plus” to 
one-and-one-half-million units! 
Such experts as these expressed 
their opinions: Herman Byers; 
Robinson Newcomb; Walter E. 
Hoadley (Armstrong Cork Com- 
pany); George C. Smith (F. W. 
Dodge Corp.); Charles E. Young 
(Weyerhaeuser Timber Co.);. and 
James L. Rich (United States Steel 
Corp.). 

In addition, these “conservatives” 
are beginning to really take cogni- 
zance of the huge Remodeling, Al- 
teration and Repair market that 
Practical Builder has been pointing 
to for years. They agree with PB, 


that there’s a whole lot more to the | 


building industry than just new 
home construction. To illustrate, 
John Dickerman (Executive Direc- 
tor, National Association of Home 
Builders), using the recent Census 
study as his springboard, estimated 
this market—for home _ builders 
alone—at over $10 billion annual- 
ly. This could make Remodeling, 
Alteration and Repair of all kinds 
a market of from $15 to $18 billion 
a year! So, in sharp contrast to pre- 
1954 guessing, everyone is optimis- 
tic about 1955—and about the 
whole construction market. 


But, Here's the Catch... 


The lesson building products 
manufacturers should have learned 
from the 1954 forecast and record 
was summed up on this page for 
December, 1953, when we said: 
“1954 will be a great year for those 
who found 1953 great, because they 
are the firms who will continue to 
sell to the hilt; the firms who have 
the know-how and the know-why 
to put selling and merchandising 
before everything else in their 
planning.” Just change the 1954 to 
1955 and the “catch” as to what 
will happen in the coming year is 
clear... 

Biggest thing in America today, 


(ADVERTISEMENT) 


the building business promises to 
get proportionately bigger in the 
years ahead, until, one of these 
days, a “million homes a year” will 
be regarded as a modest record. 
But everyone in the industry will 
have to be smarter, sales-wise, 
than ever before if they are to beat 
other industries—as well as their 
direct competitors—to the pot of 
gold. In the past year the build- 
ing industry clearly established its 
supremacy in the sales field, racing 
ahead while other industries were 
down or marking time. The test 
of that leadership lies directly 
aneed.... 


Advertising & Selling the 
Key... 


If everyone in the industry does 


the sales job they are capable of, 
1955 will not only break all records 
for construction expenditures 
again, but set a new record for 
housing starts as well. To building 
products manufacturers, that spells 
“advertising” with a capital “A”— 
for the bulk of their sales load must 
be carried by advertising effort di- 
rected at thousands of local build- 
ers, who build locally and who 
cannot be called on by manufac- 
turers’ salesmen simply because 
there are too many of them. These 
are the builders reached in the 
greatest number most effectively 
and at the lowest cost, by Practical 
Builder—the only real trade maga- 
zine for builders in the entire in- 
dustry! 
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Says a St. Louis advertiser 
(name on request): ‘‘From my 
observation the results from 
your publication have been 
better than any other magazine 
we have used. Naturally you 
are right on top of the list in our 


advertising programing.”’ 


Shirt-sleeve editors make 


practical 
They are Me 
Men at Wor! 


holier-than- 


sweat to doa 


news. Hard: 


hard-boiled 


more weight 


builder the practical book it is. 

n at Work appealing to other 

-. No pomp or pretense; no 

thou- writing; just struggle and 
down-to-earth job of reporting... 
and to look qhead to the news that’s ahead of the 
pan editing like that gets home to 
readers. That’s why, Mr. Advertiser, 
your message in Practical Builder carries 

more conviction, more impact. 


Yessir, when you’re in PB you're in... 


... Of the light 
construction industry 


© inousTRIAL PUBLICATIONS, INC., CHICAGO 3 
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Tips for the Production Man... 


Reduce Alteration 


By Kenneth B. Butler 
(Mr. Butler is head of the Way- 
side Press and of Kenneth B. But- 
ler & Associates, Mendota, Iil.) 

Recipe for lower alteration costs: get a 
rubber stamp made. Have it say: “If it’s 
printed exactly as it’s written here I’m off 
the hook. Signed .’ Stamp this on 
each copy sheet and have same signed 


lh pu. 9 Citizens last year bought Over) 692) billion 


dollars worth of life insurance—a _ record 


Costs at the Source 


been a figure made known to the copy- 
writer after the type had been set. 
Without exception, points out the bro- 
chure, every other correction could have 
been made on the typewritten copy. This 
may look exaggerated but actually it isn’t. 
Many corrections made every day are just 
as ridiculous as the change from “U. S.” 


to “United States.” 
pre, oy 


30 


which 


ard raise) the total insurance in force to $225 billion— 


an average of about $5,000 for each family in the 


County _—€fatio This picture would(probabl 


25 years ago. Certainlyitsp good” 


ave been called ‘ 


Tig 


condition for the economic health of AmericagSinc€2_ 


it represents the savings of millions put to good use. 


by each person who ordinarily gets a 
look at proofs, galley or page. 
Making of corrections on the proof in- 


P= of on the manuscript is, as every- 


ne knows, one of the most violated rules 
in the production of advertising material. 
This time and money waster comes in for 
some attention on the part of Kimberly- 
Clark Corp., paper manufacturer, Neenah, 
Wis., in its brochure entitled “More for 
Your Printing Dollar.” 

There is shown a typewritten para- 
graph which had been copy-fitted and 
submitted to the printer for setting. The 
copy was set in type, and proof submitted 
by the printer. Although the compositor 
set the paragraph exactly according to 
copy (correcting any of his own errors, in 
the meantime, after painstaking proof- 
reading), the customer made many 
changes, as shown in the accompanying 
illustration. 


® The original copy made eight full lines. 
The last line came out flush right, show- 
ing careful copy fitting. The only altera- 
tion that could possibly be justified in all 
of these is the change from 29% billion 
to 30, in the first line. This might have 


Employe Communications... 


This type was machine-set, as is most 
text copy today. In the composing room 
each of the six lines with changes in 
them had to be entirely re-set. Not only 
that; due to the changes, every single line 
had to be re-set, including the two in 
which no changes were indicated. 


= To top it all off, the new composition 
runs over onto a ninth line. This means 
that all the pains taken in accurate copy- 
fitting were thrown out the window. To 
make matters worse, the extra line will 
either crowd the finished makeup or more 
alterations will have to be made in order 
to whittle the paragraph down to the 
eight lines originally planned for it. 

If the deletions making this possible 
are made in the opening sentence, the 
printer may have to run the entire para- 
graph down once more, making a third 
setting of these eight lines of text. 

This is just one paragraph. Multiply 
this by the many pages in a mailing piece 
or catalog and you have a graphic ex- 
ample of where a lot of time and money 
goes. 

An inexpensive rubber stamp calling 
for a signature may stop this leak. 


Employe Good Will Means Good PR 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

The re-location of employes from one 
plant to another is a problem that tries 
the souls of most everyone involved in 
the transfer. The process is only a trifle 
less tortured than cushioning employes 
against the shock of a plant’s closing, a 
circumstance which normally precedes 
re-location. 

Re-locating employes means breaking 
ties with friends and relatives. It means 
the abandonment of homes people have 
enjoyed, the severance of school ties on 
the part of youngsters often too young to 
understand. If you’ve ever seen a mass 
re-location, your heartstrings will remind 
you how it was. 


= A few weeks ago, five couples stepped 
from a DC-6 in Seattle on a mission 
which has few recent equals in the arena 
of public relations. They were on a tour 
of inspection of the new refinery of Gen- 
eral Petroleum Corp. in Ferndale, Wash., 
and they were to report their findings to 


their fellows upon their return to Olean, 
N. Y. The refinery at Olean for years had 
failed to pay its own way and its owners 
—the Socony-Vacuum Oil Co., of which 
General Petroleum is a subsidiary—had 
voted to close it down. 

Closing the refinery at Olean meant a 
whole lot more than pushing a _ button. 
The parent company’s director of manu- 
facturing, in announcing the decision to 
shut a plant in operation close to 75 years, 
declared that the company’s first con- 
cern was the welfare of its employes. In 
other organizations this kind of talk has 
had a tinny ring; in Socony it had depth 
and meaning. “These experienced people, 
most of whom have had many years serv- 
ice with Socony-Vacuum, are being of- 
fered the opportunity to transfer to 
General’s refinery at Ferndale,” the di- 
rector told employes, “or to other jobs in 
the Socony organization.” 

To help the Olean people decide on the 
Ferndale move, employes were invited to 
vote for five couples to make the trip, 
at company expense, to Ferndale. They 
were commissioned to look the layout 
over, find out about housing, food, 


schools, churches, cost of living generally, 
recreation, climate, attitude of the towns- 


people, and whether there were any 
Indians in the area. 


= If the Olean delegation had been the 
chairman of the board and his family, 
they could not have been treated more 
hospitably. The reception committee 
through the General organization was 
fully equipped to show the visitors every- 
thing, to explain and interpret for the 
benefit of those back at Olean who had to 
judge by what they would hear. One 
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feature was a special program, staged for 
the visitors by students of Ferndale 
junior high school. This helped seal the 
sale for, as one guest expressed it, “It 
made us feel good just to look at them. 
We knew that a community with so many 
wholesome-looking kids must be a good 
town, made up of good people.” 

The exact number of Olean employes 
who will settle in Ferndale has not yet 
been announced, but it is significant that 
the committee of five employes and their 
wives are already on the dotted line. 
They can hardly wait to get started. 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

For months my ear has been to the 
ground, listening for some of my friends 
to come out with some comments about 
cranberry juice. I beg your pardon, I 
mean Cranberry Juice. 

I’m a credulous soul, so of course I 
believed this ad when I read it in the 
Wall Street Journal. But in and out of 
New York, I haven’t caught a whisper 
and I’m beginning to doubt the honesty 
of the ad. 

When it first appeared, I got a vicari- 
ous thrill out of what my incredibly 
swift and alert unidentified friends in 
the cranberry business, the advertising 
business, the retail business, and the 
newspaper business, went through last 
spring. 


a First, I read this ad. Then I thought of 
that announcement this ad mentions—to 
“the male readers” of the Wall Street 
Journal—the one I had missed a week 
earlier, telling them—the male readers 
—of available Cranberry Juice. I do 
wish I had seen that. (I don’t know why 
women don’t drink it.) 

Anyway, I thought the thing through. 
The first ad appeared. It must have for- 
gotten to say where to look for the stuff, 
because as this ad says, they got a 
“flood of inquiries: ‘Where can I get 
it?’ ” 

I’d go to bed nights and picture the 
whole thing to myself, getting prouder 
and prouder of advertising. I could visu- 
alize these people working incredibly 
hard, swimming and pushing and strain- 
ing to get out from under the flood of 
inquiries. I had no idea that readers of 
the Wall Street Journal (tycoons, you 
know) had been “thirsting for cran— 
whups—Cranberry Juice” but they ap- 
parently had been. 


a And then with the flood of inquiries 
answered, I visualized New York’s elect 
(readers of the Wall Street Journal, you 
know) in a frightening tizzy, scurrying 
all over—knowing at last where to get 
what they were thirsting for. (It came as 
a shock to me . . . I would have said 
martinis—whups, sorry—Martinis .. . 
but no matter.) And then I could visual- 
ize the barmen, or rather the grocers, 
I suppose, speeding their Cranberry 
Juice re-orders in to their wholesalers. 
And the wholesale people in shirt 
sleeves and ugly offices (you know how 
those wholesale grocery places are, ex- 
cept in the executive suites) iangling 
away with telephones to the cranberry 
people, and the cranberry people (darn 
it, I mean Cranberry People) relaying 
figures post haste to their agency, until 
at last, exhausted but triumphant. they 
could all sing “It’s a trend, a trend, a 
trend, an upward trend.” And finally 
the agency whanging out this ad with 
no seconds to spare. And then the Jour- 
nal, probably only through a “hold 
press” slamming this ad into place! 


Looking at the Retail Ads 


Upward 

Trend in 
Cranberry Juice 
Due to 

Last Week's 
Announcement 


brought a flood of 
“Where can I get it?’ 


always been i. supply. 

season’s pro- 
vided for the first tine, oul 
cient A, make a 
sizea pack of Cranberry 
Juice. So, if have been 

i ran Juice 


but never could find it, now 
is the time to stock up. 


Ocean Spray Cranberry 
Juice is ,best served and 


thoroughly chilled. colder 
it is, better it tastes. 


of 
is unadulterated Cranberry 
Juice just as it comes from the 
bottle. 


Do it. You’re sure to 
men” 


You know—it gets you sort of goose 
pimply for all this sort of thing to be 
achieved in a week—an ad, a flood, the 
answers, response spreading to stores 
like widdfire, re-orders, figures accumu- 
lated, watched breathlessly, a trend! And 
in the wink of an eye almost, another 
ad. And all stemming from one “an- 
nouncement.” The power of the press, 
of the printed word! All in a week or 
but little more! 

Advertising is a wonderful game! 

On the other hand, could it be I’m a 
sucker? I would hate to think I’ve been 
taken in. Do you suppose nice people 
would have abridged the truth a little? 
Makes me sickish—after all the pride 
that burgeoned in me—those nights— 
picturing “thirsting’ tycoons, and all 
that activity . . . and floods of cRAN- 
BERRY jUICE—I mean “inquiries.” 
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Stubblefield Heads S. F. Office 


William T. Stubblefield has 
been named to head West Coast 
|operations of Blackburn-Hamilton 
|Co., media broker. Formerly serv- 
|ing the southern territory from the 
| company’s Washington office, he 
has moved to San Francisco, where 
he will represent a 10-state terri- 
tory. 


Reynolds Names Williams 
Alfred H. Williams, formerly 
v.p. in charge of sales and a direc- 
tor of Consider H. Willett Inc., 
Louisville furniture manufacturer, 
has been appointed general sales 
manager of the window division of 


DAVID F. RUCKS JR. has been elected 


v.p. of sales of U. S. Steel Homes| Reynolds Metals Co., Louisville. 
Inc., New Albany, Ind., a subsidi- 


ary of U. S. Steel Corp. He for-| Fyersharp Boosts Hockin 


merly was general manager Of| Nei) Hockin has been appointed 
merchandising of the kitchen di-| sales supervisor of the Toronto of- 
vision of Mullins Mfg. Corp., War-| fice of Eversharp International. 

ren, O. He moves to Toronto from Van- 
couver, where he represented Ev- 
ersharp in British Columbia and 


Jules Alberti Says Alberta. 


OUT OF THIS WORLD—A cyclorama background was used to give this 
living room setting an outer space look, for a tv commercial. The 
aim: to center attention on the new G-E Musaphonic radio. Maxon 
created these Transfilm-produced commercials for use on the “G-E 


Comedy Theater” (CBS). 


87 


R. Main Morris to KBTV 

R. Main Morris has been ap- 
pointed to the sales staff of KBTV, 
Denver. He formerly was station 
manager of KLZ, Denver. 


ORLANDO vs ST. PETERSBURG 


(St. Petersburg, Florida, that is) 


St. 

* Orlando Petersburg 
Population Fifth Fourth 
Gross Bank Deposits Sixth Fourth 
Per Capita Bank Deposits Third Sixth 
Per Family Bank Deposits Fourth Eighth 
Post Office Receipts Fourth Fifth 
Per Capita Post Office Receipts First Ninth 
Retail & Gen. Mdse. Sales Third Eighth 
Per Capita Wise Sales Third Tenth 
Per Capita Automotive Sales Second Eleventh 
Per Capita Food Sales Sixth Eleventh 
Per Capita Apparel Sales Fifth Eleventh 


BUYING POWER $5,522. $3,974. 


(Per household spendable income) 


ORLANDO is the 4th FLA. Market! 


*U.S. Dept. of Commerce 
ORLANDO SENTINEL-STAR 
Orlando, Florida 
Nat. Rep. Burke, Kuipers & Mahoney 


Testimonials Need 
More Than Big Names 


i. tale, Gn. ote “See? ‘Scotchlite’ Reflective Sheeting gives 


criticism of testimonials in adver- 
tising has been, and unfortunately 
still is, deserved, Jules Alberti, 
president of Endorsements Inc., 
New York, said here yesterday at 
the annual meeting of the Affilia- 
ted Advertising Agencies Network. 

“Tt’s the responsibility of every 
agency to use whatever advertis- 
ing methods are effective in crea- 
ting sales,” he said, “but to be 
careful that in the process the 
credibility of that advertising 
doesn’t suffer. If this happens, it 
strikes directly at the reputation 
of the agency’s meal ticket—the 
advertiser.” 

Celebrity testimonials get good 
observation and reading, but they 
should not be used simply as 
phony attention-getting devices, 
Mr. Alberti said. 

To make testimonials read and 
sound believable, he said: 1. Make 
sure they’re true to start with; 2. 
Let the people tell their story in 
their own words; 3. Use under- 
statement rather than overstate- 
ment; 4. Have statements nota- 
rized; 5. Keep it all in good taste. 

“Obviously, a piano indorsement 
should not come from a piccolo 
player. Yet in just scanning any 
issue of Life or the Post, you can 
see that this sort of thing happens 
rather frequently,” Mr. Alberti 
said. “You see wealthy stars in- 
dorsing cheap whisky and cheap 
celebrities indorsing bonded bour- 
bon. Select your celebrities not 
only for their box office, their big 
names and their bosoms, but for 
their appropriateness and for their 
logical and believable connection 
with the product or service.” 


Preiss & Brown Adds One 


Majestic International Corp., 
Chicago, new subsidiary of Wil- 
cox-Gay Corp., Charlotte, Mich., 
has appointed Preiss & Brown Ad- CQUIPMENT 


vertising, New York, to handle its a attiatrennael COMPANY 


PUBLIC UTILITIES 


advertising. The company will 
market a new line of World Wide 
radios under the name, Grundig- 
Majestic International. Grundig 
Radio, Fuerth, Bavaria, West 
Germany, will produce the re- 
ceivers which will be supplied 
with American tubes and parts by 
Majestic. Trade publications and 


CARS MINNESOTA MINING AND MFG. CO. 
magazines will be used to intro- St. Paul 6, Minn. 
duce the radios. STORE FRONTS 


Revell Adds Gowland Line 


Revell Inc., Venice, Cal., manu- 
facturer of plastic hobby kits, has 
signed an agreement to sell and 
distribute Gowland Shipyard Kits, 
also made in Venice. After Jan. 1, 
1955, the line, called Revell Au- 
thentic Kits, will be integrated 


COMPANY 


COTCHLITE 


the coupon. 


REG. U.S. PAT. OFF 


STAD NSE AE SES aD aa oe 


+ <n 


BRAND ““ 


— CLIP and MAIL 


Please send me complete information and a free 
sample emblem of “‘Scotchlite’”’ Reflective Sheeting. 


NAME. .ccccccccccccccccvcscccevscccoces 
COMPANY . ccccccccscccccccccscccccccccccesccceseses 
CITY 2. cccvccccccccccccscccs ccs chONEs o STATE. oc ccce 
| am interested in “Scotchlite” for.......seeeseeees 


The ideal material for your advertising emblems and 
point-of-sale signs—‘‘Scotchlite”’ Reflective Sheeting. 
*‘Scotchlite” is easy to apply; is color-fast and crack-proof. 
Sticks to glass, porcelain, stainless steel, aluminum, and 
other surfaces usually considered poor for applying or- 
dinary sign materials. And “‘Scotchlite’’ Sheeting 
lasts... for years in any climate. Fully reflective, 
it gives full-color day and night selling power to 
your trademark or selling message. For complete 
information, and a free sample emblem, just mail 


AA-104 


The term “Scotchlite” is a registered trademark of Minnesota Mining and 


Manvfacturing Company, St. Paul 6, Minnesota. General Export: 122 E, 


into Revell’s merchandising pro- y 42nd St., New York 17, N.Y. In Canada: London, Ontario, Canada, 
gram. REFLECTIVE SHEETING ~* 
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Motorola Canada = 


(Continued from Page 81) 
may clear through them. 

The discount houses—they aren't 
in 
—are recognized to be aggressive 
merchandisers, and they have top- 
notch service departments. 


quite that 


the U. S. sense 


Mon- 


| Saiemenr 


8,675 PER MONTH 
IN NEW ENGLAND & N. Y. 


Only Regional Trade Paper for: 


Home 


DEALER / 


PLUMBING & HEATING-LP-GAS & APPLIANCES | 


AIR CONDITIONING & REFRIGERATION | 
141 Milk St., Boston 9, Mass. 


+ Est. 1947 Johnson 


Elliott 


Dixon 


LIBEL! 


ADVERTISERS @ AGENCIES e CLIENTS 

Every day — somewhere—a claim is made 

for Libel, Slander, invasion of Privacy, 

Copyright Violation. 

, INSURE THIS HAZARD! 

Our adequate and amazingly inexpen- 

sive policy is a smart safeguard — experi- 

ience has proved it. 


WRITE FOR DETAILS 
AND RATES — 


EMPLOYERS | 


CORPORATION. 


Insurance Exchange 
Kansas City, Mo. 


REINSURANCE | sales manager. Auto radio just off the packaging 
|line is checked by M. M. Elliott, v.p. and general 


co and Toronto probably ac- 
count for about 60% 


PRODUCTION & PROMOTION—Production and advertis- 
ing activities are closely linked in Motorola Canada 
|Ltd. At left are Wallace R. Johnson, sales manager 
|of Motorola Sales Ltd., covering central Ontario and 
| Quebec markets, and Paul Dixon, Motorola Canada 


of the tv 


ator 


.-.-selils ALL THREE: 


s, Ol Jobbers 


Field survey results from both Kemp Research Organization and 


Lloyd H. Hall Co. add up to this proven fact: SUPER SERVICE 


STATION is the only magazine effectively selling ALL THREE: 


Station Operators, Oil Jobbers and Oil Company Tire, Battery and Accessory 


Marketing Executives. A free copy of 


“The Impact of Super Service Station” 


will give you full details on why SUPER SERVICE 


STATION is the gasoline service station field’s most effective 


‘aE | | CE 
: ° 
my iti i “< 4 
oe 


pre-selling medium. Write today. 


Published monthly by 
The Irving-Cloud Publishing Co. 
8th Floor, Daily News Bldg., 
Chicago 6, Ill. 


‘peninsula, Hamilton-Torento and 


Galvin Welen 


Mr. Galvin). At 


market at the moment, although | 
as Canada moves from six od 
beginning of ’54) to 26 tv stations 
(first of 55), the market will be_ 
considerably broadened. | 

In what is now the prime mar-| 
ket area, Motorola rides herd on. 
sales through its own sales subsid-_| 
iary, Motorola Sales Ltd. This cov- | 
ers central Ontario, the Niagara 


through to Ottawa, and all of 
Quebec. Then it has ten indepen- 
dent distributors throughout Can- 
ada, some of which are tremendous 
operations—like Mackenzie, White 
& Dunsmuir in British Columbia, | 
or Taylor & Pearson Ltd. in Al- 
| berta. 


@® Paul Dixon, a husky, hustling | 
Canadian whose work with Tap- 
pan Stove in the U. S. included a) 
stretch as ‘branch manager in San 
Antonio, is sales manager of Mo- 
torola. He rates the retail outlets 
for tv this way: (1) department 
and furniture stores, (2) appliance 
stores, (3) straight tv operators, 
and (4) general stores. 
Department stores rate on top, 
he says, because they have stand- 
ing in the community gained 
through long service, and because 
they have financial stability, a 
wide range of stores and are gen- 
erally top-drawer merchandisers. 
The emphasis on finance isn’t 
surprising. One of the factors that 
contributed to the first half tv 
rat-race in Canada was the pre- 
carious financial condition of some 
dealers and manufacturers. Fi- 
nancing is a bit more of a problem 
in Canada than in the U. S. 
Dealers cannot get banks (there 
are eight chartered banks but they 
are not allowed by law to buy pa- 
per) to handle their paper; in con- 
sequence, dealers either carry their 
own paper, or work through fi- 
nance companies—who want re- 
course, a 25% down payment, and 
a 10% holdback. Finally, appliance 
men feel—rightly or wrongly— 
that finance companies prefer big- 
ger ticket items, like autos. where 
they also have access to insurance. 


= For the last three years, no 
manufacturer has been able to set 
prices in Canada. He cannot tell a 
dealer at what price to sell his 
product, although sales below cost 
have been prohibited. This has 
been a difficult situation for re- 
tailers. Those who have held the 
price line have had to contend 
with public criticism and the op- 
erations of price cutters, and they 
have naturally been critical of 
manufacturers. 

The retail associations in various 
cities have asked for some form of 
price maintenance to be returned, 
but few observers think it has 
much chance of being reinstated. 


_ In other words, a manufacturer's 
marketing people had better learn 
to live in fairly chaotic conditions, 
so far as price maintenance is 
concerned; they had better be pre- 


manager of Motorola Canada, Paul V. Galvin, head 
of U. S. Motorola, and Douglas R. Iden, production 
manager of the Canadian company (hidden behind 


and sales promotion head of the Canadian operation, 
confers with Philip H. Tedman, McKim Advertising 
account executive. 


Advertising Age. 


Tedman 


right, Peter H. Welen, advertising 


They say: 
66 


You don’t need a witch hazel wand 


or a Geiger counter 
fo uncover hidden pay dirt 
with the plan. 


Industrial Equipment News will find you new 
customers, new markets, and help you to keep 
them. 

New products, new applications, come so fast 
that, no matter how efficient a sales department 
may be, it is impossible to keep up with potential 
buyers without a systematic, all-inclusive locating 
device. Market research is helpful but expensive. 

The device is here and functioning actively. It 
provides the market research, too, but pre-sells 
while it explores. 

You start with your 64,000 best prospects . . . 
selecting, specifying or purchasing officials in 
active, well rated plants in all industries; a few . 
thousand consultants and government officials 
are included. 

Every month you lay before this reservoir of 
buying power an illustrated and indexed de- 
scription of your products. Each of these users is 
looking for new and improved products just as 
fervently as you are looking for new customers. 
That’s why buying action from new customers 
perhaps in unsuspected industries or depart- 
ments, results. 

That's IEN! And the cost is only $150 to 
$160 a month . . . $1,800 a year. 


Seileaited 
Equipment 
News 


Details? 
Send for complete DATA FILE 


MAMAS 461 Eighth Avenue, New York 1,N. Y. 
NB P| ... Affiliated with Thomas Register 


(Continued on Page 103) 
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Advertising Age, October 11, 1954 


iconers WIN A ' Simmons-Boardman Adds -WMGM Signs Miller Beer 
atmpap yp 


Blvd., Coral Gables, Fla. agency. 
Joseph Holzer, a member of the : 
company’s sales force since 1950, Joins Product Services 


Oftice: Holzer Named Manager | Miller Brewing Co., Milwaukee, | 


‘ ¥ blishi 'will sponsor the 12-game football 
YEARS PAY ! uae ae Gee tn spened =| schedule of the New York Giants 
southeastern district advertising Vet WMGM, New York, this sea- 


nthe Ut a yj |sales office at 1810 Ponce de Leon 5°”. Mathisson & Associates is the | 


has been named manager of the Martha Rose, formerly with Ted 


Tea larbhtsse The FARM MAGAZINE for 
y TRACTORES re mae ad a” 
PLANTERS, COMMERCIAL FARMERS 

e THE FARM TRADE GOVERNMENT AGRICULTURAL OFFICIALS 


@ OVER 20,000 AUDITED COVERAGE 
Write for Market & Media File 


IMPLEMENT & TRACTOR INTERNATIONAL CORP.  Yansas city's Mo, 
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EASY AS PIE—For naming a pie made 
with Milnot Co.’s canned dairy 
product, first prize winner gets an 
amount equal to his or her 1953 
salary (up to $10,000). Other 
prizes include a Nash Metropoli- 
tan, Motorola color tv set, Maytag 
automatic washer and 8mm Bell & | 
Howell movie cameras. McCann- 
Erickson, Chicago, is the Milnot | 
agency. 


General Mills 
Pursues Soft Money 
Policy in Cheerios | 


MINNEAPOLIS, Oct. 5—General 
Mills is going to pack thousands o. 
dollars in its cereal boxes—Con 
federate dollars. 

Exact replicas of original cur- 
rency used by the southern states 
between 1861 and 1865 will be dis- 
tributed in boxes of Cheerios. 

Beginning in October, one bill 
will be packed in each box. De- 
nominations of the bills will range | 
from $1 to $1,000. Collectors can. 
obtain the full set of nine bills in 
a souvenir album in November. 
when a special package-back mail- 
in offer will be in effect. 

The Lone Ranger and June 
Havoc tv programs, sponsored by 
the company, will promote the 
campaign. 

General Mills said it obtained 
clearance from, oddly enough, the 
U.S. Treasury Department to print 
and distribute the Confederate 
money. 

Dancer-Fitzgerald-Sample is the 
Cheerios agency. 


Kling Studios to Produce 
Full-length Films; Adds 3 A. E.s 

Kling Studios, commercial film 
producer, has expanded its motion 
picture activities to include the. 
production of full-length enter- | 
tainment features for theatrical 
release in their Hollywood studio. 
The initial program will include 
three major budget films, the first 
of which, “Miracle at Santa Ani- 
ta,” will go before the cameras in 
January. 

Robert B. McKenna, Cameron 
Applegate and Edmond Burke 
have joined Kling Studios in Chi- 
cago as motion picture account ex- 
ecutives. Mr. McKenna formerly 
was an associate partner of Mo- 
tion Displays Inc.; Mr. Applegate 
previously was a director-producer 
with Galbreath Film Productions, 


new office. He will cover a terri- | Bates & Co., has been named time 


tory including Florida, Georgia, buyer for Product Services, New | OFFICES: NEW YORK * CHICAGO * CLEVELAND * KANSAS CITY * LOS ANGELES 
North Carolina and South Carolina. 


KANSAS CITY 5, MO. 


York. | 


and Mr. Burke formerly was with 
Towle Food Products. 


D'Arcy Appoints Ducovny 

Allen Ducovny, an _ executive 
producer with Rockhill Produc- | 
tions for three years, has been 
added to the radio-tv producing 
staff of D’Arcy Advertising Co., 
New York. 


Petry Names Eshleman 

E. E. (Jim) Eshleman Jr., a ra- 
dio executive with Paul H. Ray- 
mer Co. for the past five years, 
has joined the tv sales division of | 
Edward Petry & Co., New York, 
station representative. 


ith RADIO’S Economy 
you can afford 


priceless 


FREQUENCY 


With radio advertising you don’t have to start all over again When you add to this basic economy the special efficiency of 
with each advertising message. You can afford continuity great stations —then you have the immense force of radio 
and frequency; therefore, each broadcast message builds on at its utmost effectiveness. Great radio stations have always 


Es given the advertiser far more for his money — not only in 
the one that went before. Radio’s economy lets you keep 


coverage but in responsiveness, prestige and _ believability. 
building, day after day, the year round. In no other medium 


is such frequency practical. To make the most of today’s great opportunities in radio, 


the best plans start with the best stations. Let us tell you 


This is the basic economy of all radio, the secret of its some of the exciting facts about the 12 great stations we are 


tremendous advertising power. privileged to represent. 


THE HENRY I. CHRISTAL co, inc 


NEW YORK — BOSTON — CHICAGO — DETROIT — SAN FRANCISCO 


Representing Radio Stations Only 


WBAL Baltimore (NBC) KFI Los Angeles (NBC) 
The Hearst Corp. F ee ee Cr, Earle C. Anthony Inc. 
WBEN Buffalo (CBS) as WHAS Louisville (CBS) 


Buffalo Evening News 
WGAR Cleveland (CBS) 

Peoples Broadcasting Corp. 
WJR Detroit (CBS) 

The Goodwill Station, Inc. 
WTIC Hartford (NBC) 


Louisville Courier-Journal & Times 
WTMJ Milwaukee (NBC) 
Milwaukee Journal 


WGY _ Schenectady (NBC) 
General Electric Company 


Measure WSYR Syracuse (NBC) 
Travelers Broadcasting Service Corp. of a Great Herald-Journal & Post-Standard 
WDAF Kansas City (NBC) Radio Station WTAG Worcester (CBS) 


Kansas City Star W orcester Telegram-Gazette 
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Conde Nast Sales Staff Will 
Represent Publications 

Conde Nast Publications, New 
York, publisher of Glamour, House 
& Garden, Vogue and Vogue Pat- 


\tising representation of the publi-) 


cations. | 

Richard McMahon, of the New! 
York office, will handle the south- | 
eastern territory for Vogue, and 


will handle the southeastern ter-| 
ritory from the New York office, | 
and Charles Reed will cover the) 
southwestern territory from the 
Chicago office. Howard F. Van. 


* tern Book, has announced that ef- Robert L. Davenport, Chicago, will|Bomel, New York, will cover | 
“I fective Jan. 1, 1955, its own sales cover the southwestern territory.|Glamour’s southeastern territory, | 
a staff will take charge of the adver- For House & Garden, Louis Frick @94 Edward Murphy, Chicago, the 
southwestern region. Salesmen in} 
the Los Angeles office will cover 
4 y 4 Se OM it =e ae the Pacific Coast territory. 
5 7% Four Win Scholarships 
4 to Engraving Courses 
‘ Winners of Columbia University 
of QUAD-CITY people graphic arts center scholarships 
offered jointly by the New York 
live on Photo-Engravers Union, Photo- 
Engravers Board of Trade and 
a Employing Gravure Printers are 
the ILLINOIS side: Arthur Kaercher of Richmond Hill, 
ROCK ISLAND N. Y., Peter Seyss of Bayside, 
MOLINE . re - ag = bp wt al ee 
ee ae on, N. Y., an udwig Hollwitz, net 
EAST MOLINE Fie MOLINE Dipped TERN 


You cover 3 of the 4 Quad-Cities 
when you use these newspapers: 


Zhe ROCK ISLAND 7¥igues 


: THE ALLENS KLAR CO Nate nal Representotiey 


The scholarships are available 
to sons of union members, floor 
boys and apprentices and students 
recommended by the Photo-En- 


PLATTER QUARTERS—Lloyd Dunn, v.p. in charge of merchandising for 
Capitol Records, shows Frank Sinatra, who records on the Capitol 
label, a model of the company’s new building to go up in Hollywood 


Ss =p 25 ee ee gravers Board of Trade. next year. The $2,000,000 structure will be 13 stories—the limit for 
Los Angeles. Believed to be the first round office building, its ad- 
vantages, according to architect Welton Beckett, include a 6% 
saving in space as a result of locating facilities in the center, plus a 


saving of from 13% to 20% in outer wall construction. 


wd In air conditioning and refrigeration... | 
Report American 
News, Union News 


lost by the two companies it would 
set the stage for a rash of indi- 
vidual suits by publishers who 
could then use the evidence sub- 
| mitted by the government law- 
hae Part Comp any yers. American and Union would 
New York, Oct. 5—The De-|be subject to triple damages plus 
/partment of Justice’s action against |counsel fees in each case. 
‘American News Co. and Union| American and Union will go 
News Co., charging monopoly and | “their separate ways,” the news- 
restraint of trade under the Sher-|letter predicts, “rather than put 
‘man Act, will never be tried, ac- their confidential records in the 
cording to the October “Gallagher Public domain.” 

Report” issued last Friday. It pre-| 


Offices: 521 Fifth Ave., New York 17; 134 S. LaSalle St., Chicago 3; Commercial Bank Bldg., Berea, Ohio 


Touchdown! 


Football teams that grind out two or three yards at a 
crack find slow going—touchdowns hard to get. But the “long 
pass”... or the spectacular runner who breaks away . . . gets 
quick results and scores! 

“Yards gained” make nice statistics . . . but it’s that score 
that counts! The same idea can apply to advertising. 

Little dabs of “ground gained” by advertising in publica- 
tions with impressive “circulation” statements but questionable 
readership can be a hard way to score. 

Better strategy is to concentrate on scoring plays . . . where 
every play presents the opportunity for a touchdown. 

And that is the opportunity offered to advertisers by “The 
NEWS” whose paid subscribers are the biggest buyers and 
greatest salesmen in the entire air conditioning and refrigera- 
tion industry all over the nation. 


* 


The “touchdown” publication for air condition- 
ing, commercial refrigeration, household refrig- 
eration, freezers, component parts and materials. 


D 41k CoNnTIONING & N 7 le 


BC 5 Te Oe. 


@ reer NNEWS: 


450 W. Fort St., Detroit 26, Michigan 


dicts settlement out of court for the 
case scheduled for trial early in 
1955 or sooner. 

American, mammoth magazine 
distributing company, and Union, 
its wholly-owned subsidiary and 
largest retailer of magazines in the 
world, have been under investi- 
gation for two years. It is alleged 
that Union refuses to sell or dis- 
play magazines unless they are 
distributed by American or unless 
the print company gives its con- 
sent. 


= In predicting that the case will 
never be tried, the “Gallagher Re- 
port” says that if the case were 


McKee & Albright Adds One 

The new Bonnie Burns Briquets 
division of Philadelphia & Reading 
Coal & Iron Co. has named McKee 
& Albright, Philadelphia, to han- 
dle its advertising. Marketing 
plans are being made for the com- 
pany’s new packaged fuel for out- 
door grills. 


HOUSE ORGANS “~ 


This form of advertising can make 
sweet music. But the copy must SING! 
Need not be expensive. (I publish one 
on a blotter). Free copy! Ph. HA 7-9187. 


“That Fellow Wott ‘ 3 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 
EAT T MTEL LLIN LID 


Box the best ' 


a 


carbro 
prints 


% 


eproduction trom any 


JAHN & OLLIER 
ENGRAVING 


Pras: 
Sie ea 


_— i 
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transfer 
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"1898" 


817 WEST WASHINGTON BLVD. «© CHICAGO 7 « MO 6-7080 
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1 Post Promotes Raisin Bran The offer is any two books for|ted J. Eaton Gruettner, free lance | 

s $1 and one box top, one book for |artist, president. Other officers 

Coming aod pi pres = Ss a 60¢ and one box top, or all six|elected are Tom Rost, Slater-Rost DEAR 

4 5 : : books for $3 and three box tops.|Studios, v.p.; Robert Schulenberg, 

4 Conventions + nga Aa Prstyaie Basso aa Retail value of the books is $1.49! Wetzel Bros., secretary, and Rich- MISS DIX: 

) 7 ium off i d Stone, Slater-Rost, m ’ ‘em 

in 50 markets through October to each. The premi offer is by ar te) ater-Rost, treasurer We know ‘em and love the 20,000 


arrangement with Doubleday & 


# promote its new premium offer P : : 
| Oct. 9-12. Mail Advertising Service Ph : Co., Garden City, N. Y., which will plumbing-heating-airconditioning industry. 
i Assn., annual convention, Hotel Statler, for Post’s Raisin Bran. Six famous ship the books. Young & Rubicam Barenbregge Manages WABD 


| Boston. hard-cover children’s books— |i. the agency George L. Barenbregge, sales ~~ a ae peed a — 
i} Oct. 11-13. American Photoengravers|“Black Beauty,” “Heidi,” “Robin y manager of WDTYV, Pittsburgh, has aie 


| Assn., annual convention and machinery Hood,” “Huckleberry Finn,” “Rob- been named manager of WABD, 
exhibition, Hotel Jefferson, St. Louis. 


. THE 
} Oct. 1315. Direct. Mail Advertising |#S0n Crusoe” and “Through the Milwaukee Illustrators Elect (New York, effective Nov. 1. He Contractor 
; Assn., annual convention, Hotel Statler,| Looking Glass’—will be offered| The Illustrators & Designers of succeeds Norman Knight, who re- PLUMBING + HEATING 
Boston. through the comics ads and on)! Milwaukee Inc., recently chartered signed. Both WDTV and WABD AIR CONDITIONING + APPLIANCES 


Oct. 14-15. American Assn. of Adver-|5.000,000 packages of the cereal.| by the state of Wisconsin, has elec- are DuMont-owned stations. | heatasenbtenmict ines etios. cs antes 
tising Agencies, central region, Drake 


top contractors and wholesalers of the 


Hotel, Chicago. 

Oct. 18-19. National Newspaper Promo- 
tion Assn., western regional clinic, Hotel 
Westward Ho, Phoenix. 

Oct. 18-19. Agricultural Publishers Assn., 
annual convention, Chicago Athletic Club, 
Chicago. 

Oct. 18-19. Boston Conference on Dis- 
tribution, 26th annual conference, Hotel 
Statler, Boston. 

Oct. 20. Second annual Dixie public 
relations conference, sponsored by At- 
lanta chapter, Public Relations Society of 
America, Emory University, Atlanta. 

Oct. 21-22. Audit Bureau cf Circula- 
tions, 40th annual meeting, Drake Hotel, 
Chicago. 

Oct. 22-24. Midwest Inter-City Confer- 
ence of Women’s Advertising Clubs of 
the Advertising Federation of America, 
Chase-Park Plaza Hotels, St. Louis. 

Oct. 28-29. National Conference of Busi- 
ness Paper Editors, Hotel Statler, Wash- 
ington, D. C. 

Oct. 30-Nov. 2. Screen Process Printing 
Assn., annual convention and _ exhibit, 
Hotel Jefferson, St. Louis. 

Nov. 7-11. Outdoor Advertising Assn. 
of America, annual convention, Hotel 
Commodore, New York. 

Nov. 8-10. Southern Newspaper Pub- 
lishers Assn., 5lst annual convention, 
Boca Raton Hotel and Club, Boca Raton, 
Fla. 

Nov. 8-10. Assn. of National Advertis- 
ers, annual meeting, Hotel Plaza, New 
York. 

Nov. 15-17. Advertising Trades Insti- 
tute, 3rd advertising essentials show, Ho- 
tel Biltmore, New York. 

Nov. 22-24. American Assn. of Adver- 
tising Agencies, annual eastern confer- 
ence, Roosevelt Hotel, New York. 


_ yy 
Sullivan, Stauffer | m 
_ Issues Review of 
' TV Station Status 


NEw YorK, Oct. 5—Sullivan, ti d f 
Stauffer, Colwell & Bayles has up- ire O a 
dated its 1953 report on the status - 
of tv stations throughout the U. S. 

The study indicates that 322 sta- 
tions—or 85% of all those on the 
air as of Sept. 1—are located in » 
233 metropolitan county areas. 

Richard Dunne, director of me- ro ari n S 
dia research for the agency, points 
out that there are 120 stations with 
construction permits and 186 re- 
maining channels for which per- 
mits have not been issued by the 
Federal Communications Commis- Mm 
sion. If all these get on the air, y 
the total number of outlets will 
be 623—about double the present 
number, with an average of about 
three stations per area. 


9” 
s Mr. Dunne said that 73 stations h d ff | 
in metropolitan areas—67 u.h.f.s ca O ® 
and 6 v.h.f.s—have returned their 
permits or suspended operations, 
at least temporarily. 
}) “Since more than two out of 
| three of the 306 pending stations : , 
| for metropolitan areas are u.h.f.— You can’t scare costs down anyway, no matter _inseparable from finest enamel paper quality. 
214 to 92 v.h.f—it is, of course, how loudly you roar. What you can do—if Invite your printer and your Consolidated paper 


ypc a gpg x ee printing costs are an item — is softly purr merchant into a huddle for the full story of why 


eaid “Consolidated Enamel Papers” into the ready Consolidated Enamels are today’s best value 
| The survey, which may be ob- ear of your favorite printer. — —_.. nein Or write - ay 
tained by writing the agency, lists ’ ld style etterhead. We li rush a generous supply for a 
)' the metropolitan areas by market You'll save 15 = 25% of the cont of ‘id - test run without obligation. 
rank, with the following informa- enamel papers simply because Consoli ated’s 
| tion on each: Stations on the air, modern manufacturing method revolution- 
,/, new stations on the air, construc- ized enamel papermaking time and costs. y) 
tion permits granted, stations At the same time, your folders, bro- enamel 
awaiting grants and permits re- oe ; + nat 
turned or suspended. chures and other fine printing will be printing 
flattered by the clean, crisp look that’s papers 
, McLennon Pen Launches Drive , production gloss - modern gloss - flash gloss - productolith - consolith 
McLennon Pen Co., Chicago, has CONSOLIDATED WATER POWER & PAPER CO. - Sales Offices: 135 S. LaSalle St., Chicago 3, III, 


launched a heavy distribution pro- 
gram for its new Supra four-color 
automatic pencil line. The cam- 
paign includes ads in trade publi- 
cations and magazines and point 
of sale displays. Malcolm Howard 
Advertising, Chicago, is the agen- 
cy. 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 
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iment, we are wondering whether | where it belongs .. .’ 

or not you plan to issue reprints. | “It would have been a happy 
In the event that you do, we would | experience for the fellow who 
certainly like to have about ten | wrote that editorial if he could 
copies. Should there be no re-| have spent the last week of June 
prints, we would appreciate your at Hoover Camp near North Can- 
sending us ten copies of your Sept.| ton, O., scene of the 11th inter- 
20 issue, and billing us for the national Hoover convention. He 


Says Abnormal Discounts by 
Manufacturers Led the Way 

To the Editor: In line with that 
very excellent series of articles 
E. B. Weiss just completed on dis- 
count houses, there is one observa- 
tion I had hoped he would stress 
more strongly than he did in his 
analysis as to the basic cause. 

For many years it has seemed to 
me that the reason catalog houses 
and discount houses have flour- 
ished is the excessive discounts 
granted by manufacturers. Ab- 
normal discounts always bring on 
price cutting, and the effects are 
now being felt. 

My understanding is that one of 
the leading lines of refrigerators 
carries discounts of 40-10-10 & 5. 
Many other lines of appliances are 
similarly priced. The door was left 
wide open for somebody to beat 
this down. 

To show the reverse where cer- 
tain lines were priced on a close 
basis, you do not see much price 
cutting on outboard motors, be- 
cause for many years their maxi- 


a 


| jockeying. soup and other products. 


In searching for the first toe 
hold, it would seem to me, at least, 
that excessive discounts gave dis- 
count houses and catalog houses 
their start. 


KENNETH E. GOoIT, 
Soilaire Industries, Minneapo- 
lis. 


Wants to See Advertising 
‘Fat’ Turned to Lower Prices 


| To the Editor (for LeRoy M. 
'King): I have just read your arti- 
cle in ADVERTISING AGE (9/20/54). 
|To put it mildly, you hit the nail 
/on the head! 
| Although our problems in mer- 
/chandising our cameras and clocks 
are not the same as in the grocery 
field, we also run up against the 
use of premiums in the sale of our 
line, as well as the fact that our 
merchandise itself is used for pre- 
mium purposes. 

I was hoping that perhaps you 
might bring up one other subject 
in your article, and that is: 


_ Don’t get me wrong. I’m not ad- 
_vocating the elimination of adver- 
‘tising. I would, however, like to 
take some of the “fat” that’s set 
aside in the tremendous advertis- 
ing campaigns used by some of the 
national manufacturers and turn it 
into reduced prices. 

I’m sure you're familiar with 
what’s happening in the hard goods 
field as a result of the operation 
‘of discount houses. These whole- 
sale retail operations have proved 
one thing: If you make the price 
low enough, you can sell an awful 
lot of merchandise. 
| Thanks again for your refresh- 
ing article. 

AL Boots, 

Sales Manager, Camera Divi- 

sion, Herold Products Co., 

Chicago. 


e 
Reprints of LeRoy King’s 
Speech Are Available 

To the Editor: I have just fin- 
ished reading the article in the fea- 
ture section of your Sept. 20 issue, 


mum discount was 30%. The same 
holds true on farm machinery. 
The big catalog houses tried many 
times to get into the farm ma- 
chinery business but have only 
been successful in a very limited 
way. In that field dealers’ dis- 
counts are 20%_plus 5% for cash. 
These margins do not permit price 


Wouldn’t the consumer be able to by LeRoy M. King, entitled “The 
buy more cake mix and soap if the Man in the Supermarket Cracks 
manufacturers would cut out some Back.” All of us here have found 
of their stupid advertising and re-| it a most interesting and informa- 
duce the price of their merchan- tive article. 

dise? I’m not sure, as a camera| Imasmuch as Mr. King’s reac- 
man, that consumers would use/|tions to various types of manufac- 
more soap at a lower price, but turers’ promotions will undoubt- 
they might use more cake mix,'edly cause a great deal of com- 


amount. 
F. S. Davis, 

Hills Bros. Coffee Inc., San 

Francisco. 

Interest in LeRoy King’s discus- 
sion of deals and store promotions 
has kind of bowled us over. Every- 
one seems to want reprints, so 
they are available at 35¢ each, 10% 
off for quantities of 25 or more. 
Address Library, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 
Please send check with order. 

* ca * 
Hoover Co. Convention .- 
Put Business First 


To the Editor: I am sending 
you a copy of the August issue of 
“Hoover News,” the paper we pub- 
lish for Hoover dealers through- 
out the U. S., which deals with the 
11th international Hoover conven- 
tion, held at Hoover Camp near 
North Canton, O., during the last 
week of June. 

My reason for sending it is ex- 
plained in the opening paragraphs 
of the story starting on Page 1, 
and it occurs to me that you may 
be interested. The editerial in 
question appeared in the July 12 
issue of ADVERTISING AGE. 

L. C. MERRIMAN, 

Editor of Publications, The 

Hoover Co., North Canton, O. 

The story to which Mr. Merri- 
man refers begins: 

“An editorial in a recent issue 
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More people BUY The News . 


The combined circulation of no several other news- 
papers in the Dallas area equals the merchandisable 
coverage by The Dallas News of the 72-county 
Dallas market that looks to Dallas, buys in Dallas, 
visits with Dallas each morning through The Dallas 
Morning News. 


ruer 
one 
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Ballas Morning Xi 


VAL 


” TEXAS’ LARGEST DAILY NEWSPAPER | 
. et Circulation 192,229 — Sundays 200,701 
ae (Publisher's Statement: March 31, 1954) 


. . more people READ The News... 


more people are INFLUENCED by The News than any other morning 
or evening newspaper in Texas. 


CRESMER & WOODWARD, INC., NATIONAL REPRESENTATIVE * New York Chicago Detroit Atlanta Los Angeles San Francisco 


of Advertising Age, a voice of au- 
thority in the field of marketing, 
asked the question: ‘Are Conven- 
tions Social Events?’ 
went on to remark that ‘maybe 
it’s about time our convention 
planners got their thinking squared 
away and put the program first, 


And then 


would have found there a satisfy- 
ing answer to his question and a 
gratifying response to his sugges- 
WG 
e ° - 

Good Behavior Competes 
in Fiber Captions 

To the Editor: I thought you 
might be intrigued by the enclosed 
Dacron and rayon ads. 

Fiber competition apparently 
isn’t enough—they even compete 


P == a n its Dest pehavic 
—— > RAYON pute test re servers Paes 


edad 


en its best behavior | 
pa 


on a caption level, and in the 

same magazine yet (Harper’s 

Bazaar)! 

(Mrs.) CASEY ISAACS HERRICK, 
C. J. Herrick Associates, New 
York. 

a a a 


Believes Creative Job Seeker 
Should Show Samples 


To the Editor: I wonder how 
many other readers were shocked 
by that letter from the account 
executive who went into a snit 
because an agency’s want ad said 
“... instead of writing us the usual 
letter . . . send us copy and your 


own rough layout for a folder 
‘selling yourself to us.” (AA, 
|Sept. 27). 

This executive contends, if I 


'read him correctly, that this con- 


“Let’s veer over to Essex County, N. J.— 
they got a 2 billion 
for all the damage.’ 


Nowore News 


Represented nationally by O'Mara & Ormsbee, Inc. 


dollar income to pay 
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Doiky once Sundon 


NEWARK, NEW JERSEY 
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stitutes a heartless exploitation 
of the poor job-seeking copywrit- 
er. He says, in terms that seem 
not at all uncertain, that there’s 
something shameful about your 
advertiser asking the applicant to 
take time out from his personal 
problems to try for a better job. 

I don’t get it. Even if it takes 
him the 15 or 20 hours the in- 
dignant AE estimates, it looks to 
me like well-invested time. Some 
hundreds of applications for crea- 
tive jobs have crossed my desk 
during my years in advertising, 
and the only ones that got a sec- 
ond look were those that showed 
some creative preparation. I can 
remember a few in which the ap- 
plicants had done exactly what 
your advertiser requested, and 
they somehow didn’t make me feel 
like a Dickensian mine operator. 

How do they pick creative help 
in Michigan—names in a hat? 

A perceptive appreciation of 
creative work in advertising as an 
opportunity for personal growth 
has recently become alarmingly 
rare among the boys and girls who 
appear in the reception room bear- 
ing portfolio and resume. If the 
same kind of vocational astigma- 
tism is filtering up among our 
working executives, that’s even 
more alarming. 

The gentleman will please add 
me at once to his blacklist. I pro- 
pose to continue to expect the cre- 
ative aspirant to be willing to lay 
a little more on the line than the 
fellow applying for a filling station 
job. Anybody with me? 

TILDEN LANDRY, 

Tilden Landry & Associates, 

New Orleans. 


e s . | 
Spots a Free Ride 

To the Editor: Although AA re- 
ports that the football games were 
a difficult advertising package to 
sell, a certain brand of razors 
seems to be reaping the benefits of 
free publicity from the playing of 
the “Look sharp, Be sharp” song 
by college bands. 

I was listening to the California 
vs. Oklahoma game last Saturday 
when I thought the band music 
sounded familiar. Sure enough, it 
was the Blue Blade singing com- 
mercial without the words. 

The game broadcast was carried 
by ABC over station KGO-AM and. 
FM in the Bay area and was spon-| 
sored by Tide Water Associated | 
Oil Co. on behalf of their “Flying 
A” brands. 


BARRY PRICHARD, 
Oakland, Cal. 
*” « * 


Sees Possibility in Famous 
Voices for Radio Sell 


To the Editor: Radio listeners 
in San Francisco now hear a spot 
announcer who sounds just like 
Arthur Godfrey (but who’s not) 
pitching a local car dealer. 

This use of a phony voice has 
great possibilities. 

Imagine hearing “Douglas Mac- 
Arthur” sound off on the kicks 
you'll get out of a bowl of Corn 
Pops. Or visualize the “voice” of 
George Washington giving us the 
word on instant coffee. 

Even greater would be an an- 
nouncer who sounds just like you 
do telling your wife you prefer 
Luckies 2 tol... 

BARNETT SUSSMAN, 
San Francisco. 
s e * 


Challenges Bedell's Ideas 
on Auto Equipment 

To the Editor: We have a healthy 
respect for Clyde Bedell’s judg- 
ment on retail advertising from) 
hearing him discuss it objectively | 
at the Cincinnati Advertisers’ Club | 
and following regularly his column 
in ADVERTISING AGE. 

However, we disagree with his. 
point of view in his critique of the 
Firestone July 4 tire sale ad on 
Page 57 of the Sept. 20 issue, ques- | 
tioning the power of “original 
equipment” to sell automotive re- 


placement items. 

First, car manufacturers gener- 
ally set up specifications propor- 
tional to the price class of the car. 
Suppliers’ quotations are judged 
only if they meet or exceed those 
specifications. Suppliers keep the 
business only if they continue to 
meet those standards, contract or 
no contract. The prints and speci- 
fications are the rule. Ask a repre- 
sentative sample of suppliers and 
you can verify this. 

Second, consumers do believe 
that replacement items identical 
with or meeting such rigid speci- 
fications are better than run-of- 
mine replacement items. My wife 
seriously questioned my having a 
brake specialist replace the Inlite 
lining in my Buick with harder 
Johns-Manville lining. She does 
not drive the car. However, she 
says Buick should know better 
than you what to choose. 

GeEorGE L. SERVICE, 
Vice-President, Associated 
Advertising Agency, Cincin- 
nati. 


Birthplace of President Eisenhower— 


Denison, Texas—Another Texas Harte-Hanks Secondary 
Market—Served by the Denison Herald! 


This Steady-Growing Smail-industry Market 
of 25,000 City Zone Is Highlighted by— 
%& Perrin Air Force Base—a $95 million 


installation with monthly payroll of $1 
million! (Home of the famous F-86D 
Saberjet Interceptors!) 


%& Seven new major industries in last 


seven years! 


%& Gavrin Press building $200,000 plant 


—to employ 300—annual payroll $1 
million! 


% Other small industries, over 900 em- 


ployees, total payroll of $1 million! 


* 


% New street-building program in- 
duding $1 million viaduct in downtown 
Denison! 

Denison enjoying greatest residential 
building boom in 50 years—$300,000 
sewerage system, new water supply—20 
million gallons daily—20% higher scho- 
lastic enrollment with new $1,150,000 
school building program! 


% lake Texoma—five miles from Denison, 


visited by five million tourists and fish- 
ermen this year! 


The Denison Herald Adequately Serves This Fine Market— 
Merchandising Service That's The Talk of Texas! 


Texas Harte-Hanks Newspapers 


HEADQUARTERS — National City Bldg., Dallas 1, Texas 


Herbert Taylor, Vice President-General Manager 


CHICAGO — 400 N. Michigan Avenue 


These 9 Texas Harte-Hanks 


Newspapers can be depended 
upon for above average 
Reader Impact! 


Abilene Reporter-News 

Big Spring Herald 

Corpus Christi Caller-Times 
The Denison Herald 

The Greenville Banner 
Marshall News Messenger 
The Paris News 

San Angelo Standard-Times 
Snyder Daily News 


NEW YORK—52 Vanderbilt Avenue 


f 


YOUNG PEOPLE ARE EASIER TO SELL THAN OLDER PEOPLE 


The young 


*A.B.C.—6/30/54 


‘uns need the branding... 


Chase ‘em... rope em... tie 'em—but brand ’em, before they're 


lost, strayed or stolen! 


Alert advertising space-men follow this law of the “wide open spaces.” They corral 
young customers—and brand 'em—in the pages of Reddook. 


For Redbook’s Young Adult audience is still roaming the rang2 of products. 
Advertisers find that these responsive 18 to 35ers are ripe for the right steer— 


and ready for branding. 


Redbook 


America’s ONLY Mass Magazine for Young Adults 
2,048,407 Circulation... Highest 1st 6 mos.* in Redbook history 
Advertising Linage UP 10.7% for the same period 
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Coast Realtor Expands Nationwide 
Via Big Space on Classified Pages 


(Continued from Page 2) 
cluded a stint as a commando 
specialist, rated by the Navy in 
1944 as leader of “The Roughest 
Guys in the World.” 

Any “roughness” that existed 
then is gone now, or well con- 
cealed. Cohan today is the acme 
of graciousness, operating in luxu-| 
rious quarters surrounded by his 
saleswomen and with a long, sleek, 
lavendar Cadillac parked outside 
the office door. 


a His offices are at 369 W. Portal 
Ave., in one of San Francisco’s 
finest residential areas. They are 
decorated in nine shades of orchid, 
are 70 feet deep, are wired for mu- 
sic, air-conditioned and have in- 
ter-communication systems. The 
girls, as well as Cohan, sit at shiny 
palomino desks and the furniture 


He’s a distant 


_business cousin 
of ACB’s 


Tony’s stock of home-town news- 
papers supplies the city wayfarers 
with news from ‘“‘back home.” 

ACB receives all 1,750 of the daily 
newspapers published in the U. S. 
for a very vital service to merchan- 
disers, whose products are sold 
through retail stores. 

ACB reads these newspapers for 
advertising only, so it can tell you 
if your dealers are advertising ... 
what competitive dealers are doing 
.. . by city or state or territory ... 
new firms. Various other ACB Re- 
ports cover new uses for products 
... who is using premiums... ad- 
vertised prices ... infringements on 
names or trade marks, etc., etc. 

Any information of value to you | 
that appears in newspaper adver- | 
tising will be spotted by ACB’s 
readers and passed on to you. 


Send for ACB’s Catalog. 48 pages. 
Describes each of ACB’s 14 Research 
Services. Gives many case histories; 
cost of service, or method of estimat- 
ing; complete directory of dailies; 

- Census of retail stores. It’s 
free! Ask for it today. 


ACB reads every advertisement in every daily newspaper 


ACB SERVICE OFFICES 


79 Madison Ave. + New York 16 
18S. Michigan Ave. + Chicago 3 
20 South Third St. * Columbus 15 
an Jefferson Ave. 


* Memphis 3 


First St. + San Francisco 5 


ADVERTISING 
CHECKING BUREAU 
. INC, 
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| 
| 


is purple velvet and pearl grey. | 

Cohan explains that his commis- | 
sion is the “typical” 5% on real| 
property and 10% on _ business’ 
property. His sales average ten 
$30,060 units a month, a volume 
which he credits to ‘“‘the unlimited 
power of advertising.” | 

This, he says, is what sells 97% | 


of all real estate, “from the small 


residential home _ to 
motel.” 

“Without advertising,” he said 
to AA, “anyone in the sales busi- 
ness is lost. The greatest possible | 
medium, to us, is the daily metro- 
politan newspapers of the nation.” | 

| 
= Members of the all-girl staff 
double in brass. In addition to 
locating properties for listing. | 
showing real estate to prospective | 
buyers, and engaging in all of the| 
usual real estate office procedures, | 
they also write all of the ad copy,| 
which is placed directly from. 
Pacific Empire’s offices. | 

These advertisements, usually | 
full-page classified ads with photos | 
and illustrations, are placed in) 
such newspapers as the New York | 
Herald Tribune, Chicago Daily | 
News, Omaha World, Miami Daily | 
News, Dallas Morning News, Seat- | 
tle Times, Portland Oregonian, Los | 
Angeles Examiner and Times, San| 
Francisco Chronicle, News and Ex-| 
aminer, Wichita Beacon, Denver | 
Post, and Wall Street Journal. 

“We spent $1,019,” Cohan told 
AA, “on the biggest ad the Wall 
Street Journal has carried in its 
national edition so far this year. A 
one-page, one-day ad in Chicago 
cost us $1,586, even with the dis- 
count. 


the huge 


we “On an average,’ Cohan ex- 
plained, “we send out 90,000 pieces 
of direct mail advertising each 
month, costing us $30.50 per thou- 
sand. These are sent to resorts, 
motels, big business firms and 
every possible source of property 
listings.” 

In spite of—or perhaps because 
of—the $5,500 a month which 
Cohan asserts Pacific Empire 
spends on advertising, the San 
Francisco Better Business Bureau 
reports “numerous inquiries and) 
some complaints from _ property | 


CLASSIFIED IMPACT—Typical of Pacific Empire’s big-splash approach 

to real estate sales is this page in the Chicago Daily News classified 

section. The listing of hundreds of West Coast offers are illustrated 
by photos of 10 of Pacific Empire’s all-girl staff. 


owners who have been approached 
by saleswomen for Pacific Em- 
pire.” 

These saleswomen, the BBB ex- 
plains, “quote various rates for ad- 
vertising properties for sale and 
collect advance advertising fees. If 
the property owner lists his prop- 
erty, he pays the advertising fee 
whether or not the property is 
sold.” 

“However, if the advertisement 
results in sale of the property, the 
advertising fee is deducted from 
the commission. Some complain- 


ants have told us that they have 
paid for the advertising but have 
not received results to date.” 


s According to Mrs. Muriel Tsvet- 
koff, BBB general manager, ad- 
vance fees for advertising “usual- 
ly” are not charged by real estate 
brokerage firms, although recently 
the bureau has “heard of numerous 
companies which operate an ad- 
vertising service for persons de- 
siring to sell property.” 

A file accumulated by the BBB 
indicates that “advance fees paid 
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FOR INDOOR 


No other permanent type point of 
purchase medium offers the com- 
bined versatility, durability, and 
economy of American decal signs. 
Quickly applied to either glass or 
opaque surfaces, either indoors or 
outdoors. American decals put valu- 


able advertising space to work for a hy 
you—day and night—and this space ’ ™ eis 
is cost free! . ° 


American Decals remain bright and 

attractive for years, provide immediate Me 
identification of your sales outlet—tying ye 

in all your other advertising efforts at the Se 

time and place your product may be actually : ae 


purchased! 


Allow American to help you plan your decal 
Art and consultation 


dealer signs now! 
services without obligation. 


WRITE today for your 
fro@ full coler brechure 
and: samples. 
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to Pacific Empire for advertising 
of properties listed for sale have 
ranged from $75 to as much as 
$300.” 

Cohan, however, commented 
that this information “is complete- 
ly inaccurate. Actually, advertis- 
ing fees charged in our contracts 
range from $100 to as much as 
$1,000.” 

The San Francisco office of the 
California Real Estate Commission, 
when queried by AA, declared: 
*...We have a file on Pacific Em- 
pire, but we do not know very 
much about them or the way they 
operate.” The commission made it 
clear that its possession of such a 
file is “normal” and was not in 
itself derogatory. 


@ Reaction of real estate firms in 
San Francisco ranges from mild 
curiosity to outright expressions of 
envy for “all those beautiful girls” 
and the “luxurious offices” main- 
tained by Pacific Empire. 

Cohan, a quiet, soft-spoken man, 
was quick to explain that “I’m no 
real estate genius. The only real 


The “local-ness” 


‘of daily newspapers gives 
ACB two important jobs to do 


ACB supplies proofs-of-insertion for 

more than 1600 publishers... and 

14 Newspaper Research Services to 
over 1,100 merchandisers. 


There are 1,393 cities in the United 
States in which daily newspapers 


are published. 

Each of these cities and its trad- 
ing zone comprises a local and inde- 
pendent market in which consum- 
ers are dominated by newspaper 
advertising. Daily newspapers pub- 
lish more advertising than all other 
media combined! 

The “‘local-ness”’ of each of these 
markets is the great reason for the 
effectiveness of newspaper adver- 
tising. It permits advertising to be 
localized to fit the mutual needs of 
the national manufacturer and his 
local merchant. It lets advertisers 
aim their sights at a single com- 
munity rather than at a national 
statistical average. 


A“Clearing House” for Advertisers 
It is also the “‘local- ness” of these 
markets that in 1917 called for the 
existence of Advertising Checking 
Bureau. Newspaper publishers in 
practically all of 1 ,393 cities wanted 
advertisers and their agenciesserved 
more promptly and efficiently with 
proof-of-insertion copies from a cen- 
trally located clearing house. ACB 
took the job and handled it with an 
extremely high degree of accuracy. 

Once again the ‘“‘local-ness’’ of 
newspaper advertising gave ACB 
an important job—this time from 
the advertisers themselves. These 
advertisers wanted to know ‘“‘who’”’ 
advertised ‘“‘what’’ in these 1,393 
local and widely separated markets. 

Thus began the ACB Newspaper 
Research Services described at 
length in the column on the oppo- 
site column. 


ACB furnishes a complete, accurate & dependable service 


See opposite column for listing 
of ACB Service Offices 
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difference between Pacific Empire | 
and most of these other firms is 
that we use attractive, intelligent 
and capable girls and that we ap- 
ply some imagination and vigor to 
our sales effort. 

“Unfortunately, I guess criticism 
in some form or another is a part 
of the price of being successful,” 
he added. “I know it’s impossible 
to operate any sort of a volume 
business without getting a few 
complaints here and there. 

“No one from the Better Busi- 
ness Bureau has ever come to see 
me,” Cohan declared, “nor have 
they attempted to get our side of 
the story, nor to give us the op- 
portunity to check on any com- 
plaints. 


s “It should be pretty obvious that 
the state of California governs real 
estate operations quite strictly by 
its licensing powers, and that if 
any volume of justified complaints 
existed, the Real Estate Commis- 
sion would take action by revoking 
our license to operate,” he ob- 
served. 

“Pacific Empire does not belong 
to the Real Estate Board, nor do 
we financially support the Better 
Business Bureau. I guess I’m just 
not a joiner. I personally believe 
in independence and in trying to 
stand on my own two feet. We 
serve our clients and serve them 
well, as our annual volume of 
sales proves.” 

Cohan apparently has always 
been pretty much of a “rugged in- 
dividualist.” A former football 
player, when he got out of the 
Navy in 1945 he started in South- 
ern California as a movie stunt 
man and appeared in ‘Whistle 
Stop,” “Salome, Where She 
Danced” and other films. 

“When the stunt man business 
petered out,” Cohan explained, 
“I’d made enough money to think 
about setting up my own firm. An 
old school chum happened to be in 
real estate and it seemed like a 
good business to me. I went to his 
firm and asked for a job. The sales 
manager turned me down because 
I had no experience. 


a “That made me mad, 
studied hard, took a broker’s ex- 
amination, passed it, and opened 
my own small real estate office in 
1947 on a corner in Oakland. Be- 
lieve it or not, but 90 days later 
that sales manager who turned me 
down for a job, was working as a 


so I\s 


salesman for me. 


“At the end of this first three 
months, I was still in business but 
had to sell my old 1939 Buick to 
pay the rent for the office. Things 
picked up almost immediately, 
though, and by the end of our first 
year we had averaged $35,000 a 
month in sales.” 

Today Cohan has an office that 
cost him $15,000 to $20,000 to 
build and furnish, three pieces of 
property, including a home in 
Beverly Hills where his wife, nine- 
year-old daughter and two sons, 
two and six, spend most of their 
time. He also owns outright nine 
automobiles, including that 1954 
lavendar Caddie. He leases four 
other cars. 

He operates a fleet of twelve 
1954 Chevrolets, used by his 12 
girls. Nine of the women travel 
constantly from the Canadian line 
to the Mexican border and as far 
east as Las Vegas and Colorado 
Springs. 


= Seven of the nine girls have 
been with him “for a long, long 
time.” He has lost only two girls 
to marriages contracted while they 
were traveling and none have quit. 

His staff of saleswomen range in 
age from 27 to 39 and they are all 
paid on a straight salary basis. 
They are furnished with a new 
company car, travel expenses 
which run about $10 a day (with 
no limit in Palm Springs or Las 
Vegas where “it costs a lot more 
to stay’). 

They also are given a Hertz 
Drive-Ur-Self credit card in case 
anything should happen to the 
company car, and a United Air 
Lines travel card. The average 
salary Cohan pays is $100 a week, 
plus expenses, and some of the 
girls make as high as $550 a month. 

“Pacific Empire is the girls,” 
Cohan declares. “I try to keep in 
the background as much as pos- 
sible and they do the work. I first 
started using an all-feminine staff 
in Oakland, where I hired three 
girls after a client to whom I was 
showing a house asked me how it 
would look if she put in peach 
curtains and pink satin bedspreads. 


“IT just couldn’t feature myself 
answering such a question the way 
a woman could. I could promote 
the business, but a girl could do 
the showing and the sales work 
much more effectively than a 
man. 

“We started Pacific Empire in 
San Francisco on June 8, 1951, at 
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STRAIGHT YEAR 


CARRIED MORE 
LOCAL GROCERY 


LINAGE e * e 
THAN ANY OTHER 


IOWA DAILY 


| WATERLOO DAILY 
COURIER 


1 601 972 LINES 


The Big difference between the Waterloo Courier 
ond every other lowa daily is the way the 
Courier hustles for and gets tie-in advertising. 
Look here . . . from January 1, 1953, thru De- 
cember 13, 1953, the Courier’s merchandising 
staff solicited 354,197 linas of tie-ins . . . in 
11,080 insertions. 

Let our advertising and merchandising department 
show you whet can be done with your product. 
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a time when there were 3,000 real | ranches, 
estate licensees in the city. Today | business firms or income proper- 
there are more than 5,000,” Mr. | ties. 

Conan related. “We started in of-| 
fices which the girls and I designed | 


and decorated ourselves. And after 
19 months we were the largest 
residential real estate firm in San 
Francisco. 

“A good many real estate organ- 
izations refuse to change, or to use 
new business and sales techniques. 
We were willing to change,” he 
declared. “We had an all-girl or- 
ganization, the first and only such 
in the entire state. Our advertising 
was different. We used glamorous 
girls in our photographs. We pro- 
duced beautiful color brochures 
and took the clients to lunch at the 
Cliff House. 

“The result was that no one 
company sold more homes than 
we did. Our big volume in city 
residential sales made it possible 
for us to get into our present 
phase. Today we don’t handle any 
residential work at all. Instead, we 
specialize in the country estate, 


lumber companies, big 


“Every one of our sales girls is 


95 


from a different state, and each is 
of a different religion. And they 
came into this work from interest- 
ing and varying occupations,” he 


Hore’s How to Save Time! 


If you are looking to buy a man’s 
suit, you look in a store that features 
that kind of merchandise; similarly, 
if you’re looking for an employee— 
or a job—in the advertising field, 
look in Advertising’s Market Place, 
the classified section in Advertising 
Age. Jobs and the people to fill them 
advertise every week where they 


re B 


can reach professional advertising people. Take a look at the 
Market Place appearing in this issue. 


Advertising Age... for action 


200 E. ILLINOIS ST. » CHICAGO 11 


ee 


a eee 


THEY GO 


TOGETHER! 


@ Certain combinations are “Naturals”. Consider ours—combined facilities and 
combined “know-how” are at your disposal right around the clock. We work 
together to beat your deadlines . . . to give you razor-sharp reproductions, 


FLUROTY PES—the greatest improvement in electrotyping in more than 100 


years... 
advantages. 


Want a salesman to call? 


radio-dispatched pick-up and delivery ... many, many more 
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added. 


perience, “thus they don’t have five years. Prior to joining Cohan, said, “so we posed Connie in an. 


Evelyn Crenshaw, from Shreve- | 


Advertising Age, October 11, 1954 


. “We had a client recently who 75 to 100 inquiries from one full- | 
Mr. Cohan says he has never port, La., is the office managerand;had a big and expensive boat 
hired a girl who has real estate ex- has been with the company for|which he wanted to sell,” Cohan 


anything to un-learn.” Flora Mc- she worked in accounting and (attractive bathing suit, sitting on 


Cray, from West Virginia, who is 


Cohan’s resort promotion man-| 


ager, was demonstrating cosmetics 
in a department store. 

“She was holding her crowd and 
doing a nice bit of selling,” Cohan 
explains, “so I simply walked up 
and offered her a job with me.” 

Cohan found his senior photo- 
grapher, Beverly Lawrence, while 
looking for an apartment at San 
Francisco’s Park Merced where 
she was the hostess showing units 
for rent. 

Marine Waggoner, a former Ca- 
nadian, is Pacific Empire sales 
manager and has been with Cohan 
for more than six years. She was 
formerly a portrait photographer 


| bookkeeping in Oakland. 

| Penny Curtis, senior representa- 
| tive, was found by Cohan through 
'a friend of his in Honolulu, where 
|Penny was handling sales for an 
|advertising and transit firm. 

| Peggy Armond, another senior 
representative, was selling relax- 
ing machines from door to door, 
and Louise Sherman, assistant 
sales manager, was operating a 


San Francisco Peninsula liquor 
store when Cohan hired her. 


# Cohan, in his sales training pro- 
gram, insisted that each girl: 
1. Learn to drive a car in all| 
kinds of traffic. 
| 2. Show a sample hcuse to a 


the dock beside the boat. We put 
together a color brochure, distrib- 
uted it, and sold the boat almost 
at once (and we could have sold 
50 more if we’d had them).” 

Cohan explained that he knows 
of only four other companies 
similar to his operating west of 
the Rockies. These he listed as 
Previews, National. Ford and Bond 
& Co. 

Pacific Empire charges an ad- 


‘vance advertising fee amounting 
‘to one per cent of the selling price 


of property listed with the firm, 
unless the client requests addi- 
tional or unusual services. 


= “If they want a special color 


and managed large portrait studios friendly customer who gave the | brochure,” Mr. Cohan declared, ‘“‘or 


in Portland and in Seattle. 


Pas 


@ INVISIBLE PRINTED Message appears 
when card is wetted. When dry it disappears. 
Can be used again and again. 


“Has terrific impact” 
Send for Samples and Price List. 


girl a rough time in order to teach | 
her proper selling techniques. 
a Develop an abi'ity to write 
copy for ads and brochures. 

4. Learn to do color photo- 
graphy. 

5. Learn to concentrate basic 
sales points into a_ three-minute 
phone call so as to be able to prop- 
erly handle the many long-distance 
calls necessary in the business. | 


= Connie Konopik, who comes 


|from Wisconsin, is Cohan’s adver- 


\tising manager. She handles sales 


j;and advertising and, on occasion, 
serves aS a model in the advertis- 
ing and the brochures. 


an intensive mailing to specialized 
prospects, the contract may call 
for a fee in excess of the 1% of 
selling price. 

“In all instances, however, the 
client knows exactly what he is 
paying for befere the contract is 
signed and for his advertising fee 
he receives national coverage of 
the property which he has listed 
with us.” 

In placing full-page classified 
advertising, Cohan determines the 
pulling power of the newspapers 
he uses from the number of letters 
which are received after each ad 
appears. Depending upon the time 
of year, he claims to receive from 


HOW TO HIT HOME IN CANTON 
A $500 Million Market! 


Canton Ohio: A 500 million dollar market whose 80,913 fami- 
lies have two significant characteristics: their buying power is 
consistently and outstandingly higher than the national average. 
Their expenditures in retail sales are at a far higher level than 


the national average. 


rate. 
better! 


Canton Repository. 


nationally by Story, 


The Canton Repository: Traditionally first in retail grocery line- 
age in Ohio! Why? Results! 100% city zone coverage, 76% 
metropolitan market coverage—all at a sensibly low milliline 


Get the whole story. It can change your schedule . . 


Ask for our Food Brand Distribution Study: Write Dept. A-9, The 


The CANTON (0.) REPOSITORY 


A Brush-Moore Newspaper represented 


. for the 


Brooks and Finley 


page ad which may list anywhere 
from 50 to 150 pieces of property. 
“When I went into business,” 
‘Cohan told AA, “I made up my 
mind that the longest journey 
starts with a single step and I felt 
that if I had the money to pay for 
it, advertising would be that single 
step. 


@ “Whenever I made a _ profit, 
instead of putting it in the bank, I 
would put it into advertising— 
which paid me back a much 
greater dividend than the bank 
would have given me.” 

Cohan, although he carries ona 
running love-affair with advertis- 
ing, does have some blunt criti- 
cisms to offer with respect to his 
media. 

“Newspapers which have al- 
most complete control or domina- 
tion by virtue of their circulation,” 
he asserts, “make a mistake in im- 
posing highly restrictive limita- 
tions on _ classified advertising, 
such as forbidding the use of cuts 
or bold type. 

“The user’s ads become lost and 
the response is not nearly what the 
second newspaper in the area will 
draw, if that newspaper has con- 
sideration for the imagination and 
vigor of people who wani to use 
colorful and dramatic advertising. 

“The most powerful newspaper 
in the area,’ Cohan continued, 
“does not bring the greatest re- 
sults. Neither does the smaller 
newspaper which may be _ un- 
known for its classified section. 

“But the second leading news- 
paper—the one that permits cuts, 
some display, and an attractive 
type to set off the ads and lets 
the writer use a little creative 
approach in the copy—that’s the 
newspaper that brings us the 
greater results. 

“Advertising is a creative, pro- 
gressive field and should not be 
held back by the restrictive limita- 
tions some newspapers place on 
their classified sections,’ he con- 
cluded. 


Dorothy Lansing Appointed 

Dorothy Lansing, director of 
publicity for Lanvin Parfums, New 
| York, since 1949, has been ap- 
‘pointed advertising, promotion and 
publicity director of Parfums 
Jacques Griffe, New York, which 
was formed a month ago. Advertis- 
‘ing and promotion campaigns for 
Mistigri and Griffonnage are being 
|planned. 


Rastatter Joins Casey 
Joseph R. Rastatter, formerly 
‘with Laurence Organization, has 


| 


| 
| 
| 
| 


joined John T. Casey & Associates, | 


|New York public relations com- 
pany, as an associate counsel. 


2] MARK MARTIN 
o Studios. 


FLIP-TOP—Marlboro, Philip Morris & 
Co.’s luxury cigaret, is enter- 
ing the popular-price _ filter-tip 
field (AA, Sept. 20) equipped with 
the company’s “Selectrate” filter 
and a new “flip-top” box. 


New Bymart.-Tintair 
Mix Will Let Every 
Minx Wear ‘Mink’ 


NEw York, Oct. 5—It had to 
come. Bymart-Tintair has an- 
1ounced that every American 
voman who wants mink can have 
some. Mink color hair, that is. 

Bymart calls its new tress color- 
ng “Lustre Brown Mink’’—and if 
that isn’t enough, it contains 
Tintair’s “exclusive  self-timing 
orocess which automatically turns 
color action off at the proper 
moment.” When the minx has a 
mink shade, that is. 

The company plans to use radio 
and tv spots and newspaper ads 
(about three columns by a half- 
page) in 22 cities. Kastor, Farrell, 
Chesley & Clifford is the agency. 


Theater Network TV Moves 


Theater Network Television has 
moved to new offices at 575 Madi- 
son Ave., New York. This company 
produces large screen sports and 
entertainment attractions for mo- 
tion picture houses and closed- 
circuit telecasts for business and 
sales organizations. 
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MILLIONS OF PEOPLE AWAY FROM HOME IN AUTOMOBILES | Stainton Resigns; 


MORNING 
10 


AFTERNOON 


EVENING 


ll 


9-10) 10-1 «12 
Prepared by Research Department Mutual Broadcasting System 


ROOM LOCATION 
of Household Radios 


LIVING ROOM 


IN HOME 
16 7 


BEDROOM 
27 i: 


12-1 9-2 2-39 3-4 45 5-6 


in 


CONCURRENT LISTENING—Shown 
here are two of the charts with 
which Mutual Broadcasting 
System has filled in its initial 
report on radio listening. Pre- 
liminary findings on the survey 
by J. A. Ward Inc. were dis- 
closed six weeks ago (AA, Aug. 
23). Automobile listening chart 
above shows that the driver 
audience is best reached in the 
late afternoon, with a high of 
9,000,000 autoists on the roads 
at 4-5 p.m. (N.Y. time). Chart 
at left shows wide distribution 
of home radio sets. By contrast, 
the survey found 87% of all tv 
sets in the living room. 


Mutual-Ward Listenership Survey Portends 
Pitch tor Radio as ‘Concurrent Activity’ 


(Continued from Page 1) 
living room and 21% in the kit- 
chen. 

3. “Radio is the universal ad- 
vertising medium. During the 
average quarter-hour period, day 
audience consists of 67,000,000 
people. 

4. “Radio’s flexibility offers ad- 
vertisers the opportunity of reach- 
ing potential customers at point- 
of-use when they are most likely 
to be using a particular product.” 


= Mr. Puff said the “‘point-of-use” 
quarter-hour figures should be a 
great help in assisting advertisers 
to pinpoint their radio purchases, 
not only to reach those people 
they wish to reach, but to reach 
them when they are most likely to 
be engaged in activity associated 
with a particular sponsor’s pro- 
duct. 


In an obvious reference to ihe | 


recent predictions of doom for 
network radio, Mr. O’Neil said: 
“No prophet can foretell the 


future role of radio any more than 
they can foresee all of tele- 
vision’s possibilities; but we at 
Mutual are convinced that the 
widespread _ diversification 
radio, and its singular quality 
allowing ‘concurrent activity’ 
while listening, 


for radio—not to mention the im- 


When tabulation 
on the survey’s 
cards, there also 
covering the potential 


is completed 
600,000 


by networks, 
audiences. 


“by-product” 


the automotive, building, 
‘portation and food industries. 


of 


are facts which 
portend a long and vigorous life 


portant position which radio must 
maintain as a public medium in 
the interests of national defense.” 


IBM 
will be data 
audience 
and its activities at home and 
away from home and the distri- 
bution of the total radio audience 
with breakdowns 
for at-home and away-from-home 


There also will be a wealth of 
information which 
should be of especial interest to 
trans- 


National Distillers 
Shuttles Sales Setup 


New York, Oct. 7—Eric Stain- 
ton, v.p. in charge of contract 
sales for National Distillers Prod- 
ucts Corp., has resigned. B. C. 
Ohlandt, v.p. in charge of the 
company’s case sales, has been 
named general sales manager and 
will have charge of both contract 
and case sales. 

Mr. Stainton’s resignation has 
taken the liquor industry by sur- 
prise. National Distillers’ success- 
ful promotion of its Old Crow 
Bourbon whisky during the past 
year has been under Mr. Stain- 
ton’s direction. 

The company reportedly has 
sold more than 1,000,000 cases of 
Old Crow since September, 1953, 
when it introduced its 86 proof 
bottling of the brand. Two months 
ago National boosted its promo- 
tional budget for Old Crow by $1,- 
000,000, bringing the total for 1954 
promotion of the brand to $7,000,- 
000 (AA, Aug. 2). Lawrence Fer- 
tig & Co. is the agency. 

It is generally agreed in the in- 
dustry that no other company ever 
undertook such an ambitious ad- 
vertising program for a_ single 
brand and moved it so effective- 
ly. 


= Consequently, there is a good 
deal of speculation about why Mr. 
Stainton resigned. An executive 
of the company told AA that the 
management had decided to con- 
solidate its sales organization un- 
der one head and that Mr. Oh- 
landt was named to head the re- 
vamped setup. This led to Mr. 
Stainton’s resignation. 

At National, nobody would 
comment on sales figures, but AA 
was told that Old Crow promotion 
will continue unchanged, as will 
sales and distribution policies. 

Mr. Stainton joined National 
shortly after repeal. He has not 
announced his plans, and could 
not be reached today for comment. 

Mr. Ohlandt joined National 
about six years ago as v.p. of case 
sales. He had been a sales execu- 
tive with Schenley Industries. 


Tom Daisley Forms Agency 

Tom Daisley has resigned as 
sales manager of WIS-TV, Colum- 
bia, S. C., to form Tom Daisley Ad- 
vertising at 1508 Lady St., Colum- 
bia. 


Cott Names Press Release 
Cott Beverage Corp., New Ha- 


Feldon Is Awarded 
Shares in Leading 


National Advertisers 


Cuicaco, Oct. 6—Judge Walter 
L. LaBuy, sitting in U. S. district 
court here, handed down a deci- 
sion yesterday in a suit filed by O. 
A. (Dutch). Feldon against Francis 
C. Miller, requiring the latter to 
turn over to Mr. Feldon 100 shares 
of stock in Leading National Ad- 
vertisers Inc. Leading National 
Advertisers is a statistical service 
covering expenditures of advertis- 
ers in magazines and other nation- 
al media. The company has 2,000 
shares outstanding. 

The suit grew out of a contract 
entered into in 1945, when con- 


trolling interest in the company 


was taken over by John Hutchins, 
providing that an equal share in 
any stock turned back to Mr. Mil- 
ler, active manager of the com- 
pany, by Mr. Hutchins be assigned 
to Mr. Feldon. Two hundred shares 
of stock were later turned over to 
Mr. Miller. He asserted he had re- 
tained the stock because Mr. 
Feldon had not remained with the 
company nor performed services 
expected of him. 


Leading National Advertisers 


ly regional outdoor magazine. 


Spot TV Sales Gain 
20% in 2nd Quarter 


with the first quarter of the year. 

This trend was noted in a re- 
| lease from Station Representatives 
| Assn. covering data compiled by N. 
|C. Rorabaugh Co. 


| ures are as follows: 


Ist Quarter 2nd Quarter 


was established in 1944 by Mr. 
Feldon and A. A. Beirnes, who is 
still a stockholder. Mr. Feldon, who 
has been active in the advertising 
and publishing field, has just pub- Le 
lished the first number of Mid- "i 
west Sportsman’s News, a month-}j 


New York, Oct. 8—Total spot tv| & 
expenditures for 11 major prod- 


ven, Conn., has appointed Press 
Release Inc., New York, to handle 
public relations for Cott and its 
franchised bottlers. 


uct categories were up 20% for the| 
second quarter of 1954, compared || 


By classification, the 1954 fig- 


Packaged Soaps aA 

and Detergents ..$1,157,160 $2,327,278) 
Toilet Soaps .......... 240,479 305,530 
NORET,  ascvnscesinees 1,357,121 1,475,876|CAR’S CRADLE—Standard Oil Co. 
Shortenings ........... 158,843 209,014| (Ind.) will stress service in its 
Margarines ............ 1,084,022 722,793 : . 
Dentifrices .............. 1,597.352 1,612,558 | "© series of page newspaper ads, 
Home Permanents .. 337,381 699,289 | Which breaks this week after Rob- 
Shampoos ....eceee.... 607,987  388,366| ert E. Wilson, company president, 
Shaving Creams ... 297,326 418,463 | nlayed host to t the open- 
Mouthwashes ........ 44,660 97.938 |» — ae re 
Toothbrushes ......... aw  $5R/ Oe SS WER Of the companys 
TOTAL $6,882,331 $8,272,653 big new refinery at Mandan, S. D. 


Dougall 


(Continued from Page 1) 

not only two of the most promi- 
nent, but also two of the most 
interesting, research organizations 
in the U.S. The Crossley enter- 
prise was formed in 1926, when 
Mr. Crossley resigned as director 
of research for Literary Digest to 
set up his own company. He pio- 
neered in the measurement of ra- 
dio audiences, starting in 1929, and 
the “Crossley rating” was one of 
radio’s first yardsticks. His or- 
ganization operated the Coopera- 
tive Analysis of Broadcasting, a 
tripartite group which ended its 
operations July 31, 1946, with C. E. 
Hooper Inc. taking over pending 
subscriptions. He started his Cross- 
ley Presidential Poll in 1946, and 
was one of the melancholy trio of 
public opinion researchers who 
predicted Dewey’s election in 1948. 
A ’year later he was able to say 
cheerfully that the mistake had not 
hurt his business. 

Stewart, Dougall & Associates 
has been operated under three 
names. 

It was established in 1940 by 
Paul Stewart and Art Dougall. 


=a Mr. Stewart licked infantile 
paralysis as a child (at nine he 
could neither walk nor talk) and 
had moved up through the Univer- 
sity of Pittsburgh, the Department 
of Commerce (where he pioneered 
industrial distribution studies), 
A. O. Smith Corp., Slocum Hat 
Corp. and eventually the National 
Recovery Administration, where 
he was statistician for several Blue 
Eagle code authorities. His part- 
ner from the beginning was Mr. 
Dougall, a soft-spoken, pipe-smok- 
ing engineer who, after graduation 
from Union College, had succes- 
sively been president of Reliance 
Pump & Mfg. Co., then v.p. of 
Thermoid Co. and president of 
Thermoid Ltd. 

Together they surveyed the field 
in 1940 and decided that there 
was indeed an opportunity for a 
company operating not only in 
market and industrial research but 
in top-level management advice 
on marketing problems. They 
formed Paul Stewart & Associates. 

In 1943, Lyndon O. Brown, who 
had been a professor at Northwest- 
ern and a v.p. of Lord & Thomas, 
joined the company, which became 
Stewart, Brown & Associates. 


s In 1946 Dr. Brown left to be- 
‘come president of Knox College, 


Crossley 
RESEARCHERS JOIN FORCES—Distribution of the nation’s largest perma- 
nent staff of field interviewers is discussed by Arthur B. Dougall, 
president of Stewart, Dougall & Associates and chairman of the 
board of the newly formed Crossley S-D Surveys; public opinion 
analyst Archibald Crossley, president of the new organization, and 
v.p. Carl Henrikson. 


Crossley Joins with Stewart, Dougall 
Operation to Create Research Giant 


Henrikson 


Galesburg, Ill. (he subsequently 
returned to advertising, and is 
now a v.p. of Dancer-Fitzgerald- 
Sample); the company name was 
changed to Stewart, Dougall & 
Associates, its present title. 

In 1949, the company decided to 
set up a subsidiary to handle field 
work. S-D Surveys was the result, 
and Carl H. Henrikson Jr., who 
had been a v.p. of J. M. Mathes 
Inc., was brought in to run it. Mr. 
Henrikson will be a v.p. of the 
new Crossley S-D Surveys. 

The combined operations will 
serve such companies as American 
Telephone & Telegraph Co., Ben- 
ton & Bowles, Curtiss-Wright 
Corp., Gulf Oil Co., Lever Bros., 
Monsanto Chemical Co., National 
Biscuit Co., Sylvania Electric Prod- 
ucts, and J. Walter Thompson Co. 
This is a partial list; in 1946, for 
instance, the company was serving 
60 accounts, whose projects ranged 
from $50 to $50,000. Then, as now, 
advertising agencies were an im- 
portant source of business. 


® Incidentally, S-D Surveys’ poli- 
cy regarding field interviewers 
will be continued by the new com- 
bination: interviewers are perma- 
nent employes and get employe 
benefits including unemployment 
insurance, social security coverage 
and group insurance. Also included 
is liability insurance, covering 
damage or injury claims arising 
from product-testing or from acci- 
dents which might happen while 
the interviewer is at work on a 
survey. 

The new combine expects to 
stick close to SDA’s established 
procedure: service for a new cli- 
ent begins with a top-level con- 
ference with the client’s manage- 
ment group, to determine the 
problem to be tackled. Then a 
team of specialists is assigned for 
additional conferences, under a 
project director. The project direc- 
tor reports to the client on the 
scope of the problem as it de- 
velops, on his analysis of the 
methods to be used in attempting 
to solve it, and on the approxi- 
mate amount of time and money 
involved. After the client approves 
the project director’s report, field 
work begins. Field reports are 
analyzed, recommendations made 
to the client, and (at the client’s 
option) the company may even put 
its own men into the client’s man- 
agement to carry out the recom- 
mendations. 
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PHOTO 


Adams Charny Putman Jahn 


PRESENTATION—Pictured at the presentation of the Putman Award for 
Ford Instrument Co.’s campaign on its special components are Fred 

ams, president, and Dan Charny, account manager, G. M. Basford 
Co.; Col. Russell Putman, president, Putman Publishing Co.; Ray- 
mond Jahn, president, and Holt McAloney, p.r. director, Ford In- 


strument Co. 


“seers ioe : 
fiuolace 


TARGET DISPLAY—Howard Frankel (left), general manager, and Ray 

Becker, sales manager, Ohio Advertising Display Co., Cincinnati, 

pose with Miss Jumbo Bull’s Eye at a national sales meeting where 

the big point of sale displays were discussed. Eli Cohan Advertising 
Agency handles the display company’s account. 


» * 


REVIEW 
OF THE WEEK 


McAloney 
Urdang Green 


NEWSPAPER WEEK—Ceremonies in Old Federal Hall 
honored the memory of John Peter Zenger, launch- 
ing Newspaper Week in New York. Production of 
copies of the New York Weekly Journal was a fea- 


ture of the celebration. Here Barry Urdang, Phila- 
delphia Bulletin promotion manager, who handled 
the occasion for National Newspaper Promotion 


2 SER 


ESE a me 


Chapin Tudor 
JUDGES AND JUDGED—Francis Chapin, Chicago painter, 
and Charles Tudor, Life’s art director, were judges 
in the 1954 Chicago Art Directors’ exhibition of fine 
arts which opened last week at the Stevens Gross 
Studios’ gallery. In the picture at right, Gerald Mc- 
Laughlin, Leo Burnett Co. art director, is given first 


Bates Campbell Jackson Fenn Stiver 


MONTREAL CONVENTIONEERS—This group gathered at 
the Montreal annual meeting of Newspaper Adver- 
tising Managers’ Assn. of Eastern Canada: J. Ross 
Bates, St. Catherine Standard, NAMA president; 
R. M. Campbell, 1st v.p., J. Walter Thompson Co., 


Toronto; Harold J. G. Jackson, v.p., Ross Roy of 
Canada, Windsor; Charles G. Fenn, London Free 
Press, NAMA Ist v.p. and convention chairman, and 
M. Stiver, 1st v.p., J. Walter Thompson Co., Mont- 
real. (Story on Page 54.) 


Friendly Wagner Mrs. Bowen 
Assn., displays press work for Monroe Green, New 
York Times ad director; Roy Dykes, American 
Newspaper Classified Ad Managers; Edwin S. 
Friendly, Westchester-Macy Newspapers; Mayor 
Robert F. Wagner and Mrs. Laurance Bowen Jr., a 
lineal descendant of Mr. Zenger. The replica of the 
Zenger shop was made by R. Hoe & Co. 


Laver Breunig Wilmarth McLaughlin Gross 


place award (his painting is behind him) by John 
Breunig, president of the club and v.p. of Foote, 
Cone & Belding. With them are John Lauer, art di- 
rector, and John Wilmarth, vice-president, Earle 
Ludgin & Co., and Earl Gross, president of Stevens 
Gross Studios. 


WAKE uP GiRiS—Three Dallas girls posed for this picture of the 
“world’s largest cup of Dr. Pepper.” The cup will be used as proto- 
type of Dr. Pepper Co.’s new counter display 
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Which 


design 


publication 
receives 

~ over 
80,000 
requests 
a year 


for 


tear sheets 
of editorial 


articles? 


; | 
Ask the man from MACHINE DESIGN to show you 


the evidence of how this publication rates No. 1 


in readership among design engineers. 


Muniz Reorganization 
Plan Filed; Plant 
Sets Output Goal 


CuHicaco, Oct. 
tion plans for Muntz TV Inc. and 
its subsidiaries have been filed in 
federal court in the latest move 


ruptcy. 


by the court Nov. 2, when possible 
objections of creditors and stock- 
holders will be heard. 

Under the plan Tel-A-Vogue 
Inc. and Muntz Industries Inc. 
subsidiaries will be merged with 
the parent firm. Tel-A-Vogue 
makes the tv sets sold by Muntz. 
Muntz Industries manufactures 
air conditioners. 


a The reorganization plan calls 
first for payment of back federal 
income taxes totaling about $1,- 
700,000. Non-interest promissory 
notes would be issued to other 
creditors. The notes would be paid 
within five years of adoption of 
the reorganization plan. 

Stockholders would remain last 
in line for payments. Earl Muntz, 
president of the firm, is the larg- 
est stockholder, according to the 
trustees. 

Meanwhile, the company con- 
tinued efforts to sell its new line 
of tv sets (AA, Oct. 4). Ads have 
run in Life and Look and will 
continue to appear in Retailing 
Daily. Beyond that, ad plans are 
| indefinite. 
| The plant has produced 15,000 
'sets since May and is aiming at a 
‘manufacturing rate of 10,000 a 
/month, Mr. Muntz said. They are 
‘being marketed through inde- 
pendent dealers, a departure from 
the former “factory-to-you” sys- 
‘tem of company-owned outlets, 
| which was blamed by Mr. Muntz 
-as a major cause of his company’s 
‘financial woes (AA, March 8). 
| Sets are retailing for $199.95 
| (27”) and $139.95. 


| 

Four TV Set Makers 
Boost Prices, See 
Reversal of Trend 


| New York, Oct. 7—Four televi- 
sion set manufacturers announced 
| price increases during the past 
week. 

These moves, highly unusual for 
the industry, were hailed here as 
a reversal to the downward price 
trend, although most manufactur- 
ers appear to be standing pat. 

The producers making the boosts 
were Philco Corp., Sylvania Elec- 
tric Products Inc., Allen B. Du- 
Mont Laboratories Inc. and Em- 
erson Radio & Phonograph Inc. 


a Philco and Sylvania increased 
prices from $10 to $20 on 15 and 
five models respectively. DuMont 
came out with a new line priced 
$10 to $20 higher than its old one. 
And Emerson said only that high- 
er prices will be announced on 
Oct. 15. 

The general explanation given 
for the new prices is that manu- 
facturers have moved a lot of sets 
with low prices but have trimmed 
their profit margins too thin. 

The increases are also mainly 


‘up from $259.95 to $269.95. 


Cockshutt Ltd. Names Agency 
Cockshutt Farm Equipment Ltd., 
Brantford, Ont., and Bellevue, O., 
has appointed Griswold-Eshleman 
Co., Cleveland, to handle its Cana- 
dian advertising. The agency has 
been handling advertising for the’ 
company’s farm tractors and farm | 
implements and machinery in the 
U. S. and overseas and export mar-_ 


ket. 


5—Reorganiza- | 


to pull the company out of bank-|- 


The proposal will be considered | | 


on the higher-priced models. In. 
the Philco line, the lowest priced | 
set to receive an increase was a 
21-inch table model, which goes 


@- 


Advertising Age, October 11, 1954 


'AANR Chapter to Open Office 

The New York chapter of the 
|American Assn. of Newspaper 
| Representatives plans to open a 
‘full-time office which will help 
“increase the activity and scope of 


, —s ‘its new business committee work.” 
reg 9 -e we ae By An executive secretary and staff 


/ 
léaeg | Will man the office. 


att, hy, 


WTVI Boosts Schainblatt 


Juby Schainblatt has been named 
operations assistant to the general 
manager of WTVI, Belleville, III. 
_|Mr. Schainblatt, who has been with 
'the tv station since it went on the 
‘air 14 months ago, formerly was 
with Kilroy Advertising Inc., St. 


CP 2 
fas A abe 


Sa oa 3 = 


UNLIKELY PRECEDENT—Donald Quine- 


Louis, and KXLW, Clayton, Mo. 
wan, Outlook, Wash., spotted this 
ad in a 1922 New York newspaper 


+ J 
and wrote to ask if the offer still | it & OK. with us 
held. Finlay Straus, successor to| IF YOUR ADS ARE SET BY OTHERS 
the firm which used the ad, made 


‘3 


ok Sees 
RS OS 


| But that special one with the “mail 

the offer good; Donald got the El-| order touch” we feel, belongs to us 

i" : ah, for se many reasons that you'll have 

gin watch, plus knife and chain, 3 AY P- to see our FREE samples to know. 

for $2 and $1.30 a month (total| WALK advertising typography 
$14.98). 
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Saw some really believable 
commercials on the 
Robert Montgomery TV Show 
last night. 


Those are the ones 
Needham, Louis & Brorby* 
does for Johnson’s Wax. They 
really know how to use 

TV effectively. 


* Here are the clients of Needham, Louis & Brorby... 


Campbell Soup Company 
Cummins Engine Company, Inc. 
The Eagle-Picher Company 
Household Finance Corporation 
S. C. Johnson & Son, Inc. 

Kraft Foods Company 
Macwhyte Company 

Monsanto Chemical Company 


Morton Salt Company 
The Peoples Gas Light and 
Coke Company 
Phenix Foods Company 
The Quaker Oats Company 
State Farm Insurance Companies 
Wieboldt Stores, Inc. 
Wilson & Co., Inc. 


Wilson Sporting Goods Co. 
NEEDHAM, LOUIS & BRORBY, Inc. Advertising 


135 South La Salle Street, Chicago 3, Illinois 
Chicago 
New York + Hollywood 
Toronto 
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Advertising Age, October 11, 1954 


Henry Stanton, JWT 
Senior V.P. and 


Western Head, Dies 


Pato A.To, Ca.L., Oct. 8—Henry 
T. Stanton, 68, senior v.p. and 
western manager of J. Walter 
Thompson Co., died yesterday 
morning at Palo Alto Hospital. 
He had suffered a heart attack 
about two weeks ago. 

During his long span with the 
agency, Mr. Stanton helped in 
building JWT into one of the most 
respected agencies in the world 
as well as the leader in billings. 

He was. born 


in Maysville, 
Ky., in Decem- 
ber, 1886, and 


after a_ public 
school education, 
joined Procter & 
Gamble in Cin- 
cinnati at the 
age of 16 as an 
office boy. From 


1902 to 1914, 
H T. Stant while he was 
wii hk ° = 


managed to work himself up to 
sales manager of the company’s 
eastern division. At that time, he 
was the youngest product sales 
manager the company had ever 
had. 


® In 1914 he joined the Cincinnati 
office of JWT, which, according 
to one source, then accounted for 
a sizable share of the agency 
billings. (The office is no longer 
in existence.) 

In 1916 he transferred to the 
New York office. There, Stanley 
Resor, a very good friend of Mr. 
Stanton’s who had worked for 
Procter & Collier, P&G’s “house” 
agency, in Cincinnati, had bought 
out the aging James Walter 
Thompson, along with Charles 
Raymond. In 1916, Mr. Stanton 
and James Webb Young bought 
Mr. Raymond’s share of the agen- 
cy. From these beginnings, JWT 
grew to its present stature. 

In 1917, Mr. Stanton and Mr. 
Young came to Chicago. Thereaf- 
ter, Mr. Stanton became responsi- 
ble for all JWT business from 
Chicago to the West Coast, and his 
rule of this domain became fabled. 
According to one close associate, 
a standing joke had it that no- 
body from the eastern office of 
the agency could get in to the 
western office without a pass. 


# In 1920 Mr. Stanton was named 
to the board of directors of the 
agency. In 1951, he moved from 
Chicago to San Francisco. 

Mr. Stanton also was the “stan” 
half of Rystan Corp., licensee of 
the Gruskin chlorophyll patent 
used in many consumer products. 
Mr. Stanton formed this partner- 
ship in 1941 with O’Neill Ryan, 
who left his job as a v.p. of JWT 
to be president of the company. 
Mr. Ryan recently returned to the 
agency (AA, Aug. 23). 

Mr. Stanton is described by 
friends as having been a kindly 
person and a sharp business man. 
His sales ability, which enabled 
him to bring many new accounts 
into the JWT fold, is undeniable. 

A close friend of his quotes 
him as saying: “There may be lots 
of people in advertising who know 
more about the business, but none 
can make an agency pay as well 
as I do.” 


Weintz, Doorty Leave ‘Tide’ 
to Join ‘American Daily’ 

Jacob F. Weintz resigns as ad- 
vertising director of Tide Oct. 13 to 
become advertising director of the 
American Daily, one of five news- 
papers published by Army Times 
Publishing Co. Mr. Weintz will 
headquarter in New York. 

John C. Doorty has resigned as 
a Tide space representative to join 
the American Daily as advertising 
manager for England and France. 


Last Minute News Flashes 


Max Factor Switches to Doyle Dane Bernbach 


Bernbach Inc., New York, to handle its entire line, effective Jan. 1, 
1955. The agency currently handles Max Factor Colorfast lipstick, 
Panstik, Erace, Electrique perfume and cologne and grooming essen- 
tials for men. It will add Max Factor’s Creme Puff and pancake, which 
have been handled by Young & Rubicam. 


Best Foods Tests H-O Instant Oatmeal 


New York, Oct. 8—Best Foods Inc. has launched an introductory 
campaign for an H-O instant oatmeal in New Jersey, metropolitan 
New York and lower New England. Full pages are being used in 
newspapers, and television will be used later. The oatmeal is made 
simply by adding boiling water. Sullivan, Stauffer, Colwell & Bayles 
is the agency. 


NBC, Curtis Publishing Swap Ad Space and Time 


PHILADELPHIA, Oct. 8—Curtis Publishing Co. and National Broad- 
casting Co. have agreed on an ad exchange plan which will give Curtis 
network radio and tv spots and NBC advertising spreads in The Sat- 
urday Evening Post and Ladies’ Home Journal. Unofficial estimate is 
that it will cover about $1,500,000 in advertising on both sides. Ads 
will be placed through each company’s agency—Batten, Barton, Dur- 
stine & Osborn for the Post, Doherty, Clifford, Steers & Shenfield for 
the LHJ, Grey Advertising Agency for NBC—which will get the 
15% commission, although dollars will not change hands. 


Storer Buys Station W]JW; Other Late News 


e Storer Broadcasting Co., Miami, on Friday completed arrangements 
to buy Radio Station WJW, Cleveland, for $330,000, if the FCC ap- 
proves Storer’s purchase of WXEL (tv), Cleveland, which already 
has been negotiated. William Lemmon is retiring as exec. v.p. and 
general manager of WJW, and will be succeeded by Jack Kelly, sales 
manager of the station. 


e Simmonds & Simmonds is expected to be dissolved next week, with 
the Chicago office becoming Illinois Simmonds & Simmonds. The 
Dallas-Ft. Worth and St. Louis operations will become Simmonds & 
Simmonds of Texas and Missouri, respectively. Phil W. Tobias Jr. 
will head the Chicago office. The move follows the retirement of Phil 
W. Tobias Sr., board chairman. The accounts of each office will be 
unaffected. 


e A. Raymond Bermond, ad manager of the radio division of the Hal- 
licrafters Co., has been named advertising manager for both radio and 
tv. He succeeds John S. Mahoney, director of advertising, who is 
joining Sherrif-LeVally Inc., Hallicrafters agency, where he will 
service the company’s account. 


e Minute Maid Corp., New York, is introducing a new frozen pine- 
apple juice concentrate from Hawaii. A six-ounce can, selling for 
19¢, it will be marketed in Los Angeles through Ted Bates & Co. The 
product will not reach the East for another 30 days. 


HoL.tywoop, Oct. 8—Max Factor & Co. has named Doyle Dane 


Allen Billingsley, 
F&S&R Head, Dies 


CLEVELAND, Oct. 8—Allen L. Bil- 
lingsley, 64, president of Fuller & 
Smith & Ross, died last night in 
St. Luke’s Hospital from a heart 
attack suffered earlier in the day 
at his home in Cleveland Heights. 

Mr. Billingsley had been presi- 
dent of the agency (1953 billings of 
$33,000,000, 22nd 
in rank in the U. 


S.) since 1928, 
five years after 
he joined the 


agency as an ac- 
count executive. 
He was previous- 
ly education di- 
rector and asso- 
ciate economist 
for National City 
Bank of New 
York, where he 
helped to write the bank’s widely- 
known monthly letter. 

Born in Flat Rock, Ind., he 
graduated from DePauw Univer- 
sity, where he was a member of 
Phi Beta Kappa. After leaving De- 
Pauw he worked with Van Riper 
& Sidener, an Indianapolis agency, 
where Mr. Billingsley was consec- 
utively production manager, media 
manager, account executive and 
writer, and finally secretary of the 
agency. He left in 1918 to join Na- 
tional City Bank. 


Allen L. Billingsley 


® His first job with Fuller & 
Smith was account executive on 
Westinghouse; when Harry Smith 
left to join the Erickson Co., 
Mr. Billingsley became president. 
He oversaw the merger of the 
company with the F. J. Ross Co. in 
1930 (Ross retired shortly there- 
after). 

Mr. Billingsley was active in ad- 
|vertising organization circles and 


in community work. He was a past 
president of the Cleveland Adver- 
tising Club, past chairman of 
the National Outdoor Advertising 
Bureau, twice chairman of the 
American Assn. of Advertising 
Agencies, and two years ago was 
chairman of the Cleveland Cham- 
ber of Commerce. He was a for- 
mer president of the Better Busi- 
ness Bureau of Cleveland. 


Wolfson Hopes to 
Control Montgomery 
Ward by Next April 


New York, Cct. 6—If Louis E. 
Wolfson is successful in having 
Montgomery Ward & Co.’s cumu- 
lative method of electing directors 
declared illegal, he thinks he can 
assume control of the giant com- 
pany by next April. 

The Florida financier said today 
that he and his associates now 
control 250,000 shares of common 
stock. He will have his next 
chance to vote them at the annual 
stockholder’s meeting April 22. 
Currently, the company elects 
three directors each year for three- 
year terms on the nine-man board. 
If the system is not changed Mr. 
Wolfson can win only one-third 
of the seats on the board next 
spring. 


= “And if we don’t succeed,” he 
said in a statement issued follow- 
ing a special shareholders’ meeting 
of Merritt-Chapman & Scott, of 
which he is board chairman, “we 
are going to stick to the job until 
it’s accomplished.” 

In announcing his decision to 
seek control of Montgomery Ward 
(AA, Aug. 30) Mr. Wolfson stated 
that one of his objectives is to re- 


(Continued from Page 1) 
mer are already headed. 

Earlier this week Julius Kay- 
ser & Co. (women’s gloves and 
hosiery) said it was moving to 
Peck Advertising. 


a Nestle Co. told AA today it was 
still in the process of making its 
agency appointment for Ever- 
ready cocoa, chocolate bars, Quik, 
semi-sweet chocolate, cookie mix, 
white sauce and brown gravy. 

Meanwhile, at Cecil & Presbrey, 
an agency which employed up- 
wards of 275 persons, it was said 
that people were being placed in 
new jobs “pretty fast.” One source 
said that “every secretary in the 
agency has already made her job 
arrangements.” A number of ad- 
vertising agencies and at least one 
big national advertiser had been 
studying personnel availabilities 
at C&P. 

One executive said the agency 
was taking on a deserted look, but 
explained that a number of people 
are working fulltime closing out 
accounts and making service plans 
to extend to the Dec. 31 dissolu- 
tion date. “Every account is being 
left in beautiful shape,” he said. 


@ He added that one account, for 
which C&P recently completed 
1955 ad plans, was going to a new 
agency “completely buttoned up.” 
The plans, he added, were enthusi- 
astically okayed by both the client 
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Cecil & Presbrey Clients, Personnel 
Start Move to Other Spots on Ad Row 


and the new agency. 

Another C&P executive, who 
was asked about the disposition of 
some accounts and pressed for de- 


C&P Accounts: 
Where They're Going 

Biow Co. (with V.P. J. D. Tarch- 
er): Benrus Watch Co., Julius 
Wile Sons & Co., Seeman Bros., 
Necchi and Elna sewing ma- 
chines. 

Grey Advertising (with V.P. Sam- 
uel Dalsimer): Block Drug’s 
Poli-dent, Poli-Grip, Py-co-pay 
toothbrushes, etc. 

McCann-Erickson: Mennen Co.’s 
Foam Shave and Aftashave lo- 
tion. 

Beaumont & Hohman: McCormick 
& Co., tea, spices, extracts, in- 
secticides, etc. 

Peck Advertising: Julius Kayser 
& Co. gloves, hose, Nazareth un- 
derwear. 

Roger Brown Inc. (with V.P. Rog- 
er Brown): The public relations 
accounts of Minnesota Mining 
& Mfg. and Kroger Co. 


tails on the demise of the agency, 
replied with his own question: 
“Aren’t you tired of this story 
by now?” 

Told that in the newspaper busi- 
ness, you don’t get tired till the 
story is dead, he sighed a long 
sigh and said softly, “Well, this 
one is dead.” 


NEw York, Oct? 7—While the 
Magazine Publishers Assn. pro- 
poses vigorous enforcement of ex- 
isting statutes to clean up obscene 
literature and plans to push for 
laws with more teeth (AA, Oct. 
4), the American Book Publish- 
ers Council said yesterday that 
such laws “have ample teeth in 
them now.” 

Dan Lacy, managing director of 
the council, told AA that there is 
“no inadequacy in the laws deal- 
ing with pornography.” Speaking 
for the council, at least five of 
whose members also belong to the 
MPA, Mr. Lacy said: 

“We have on a number of occa- 
sions in the past expressed opposi- 
tion to pornography and obscene 
material, and have urged the vig- 
orous and fair enforcement of the 
laws that deal with the subject.” 


= He expressed doubt that there 
has been “any great increase in 
material of this sort,’ and added 
that the council would “not under 
any circumstances” contemplate 
an anti-obscenity code which 
would be binding on publishers in 
the council. He said that publish- 
ers who run afoul of obscenity 
laws are not likely to be members 
of his organization. 

“Book publishers,” he added, 
“are jealous of their own editor- 
ial prerogatives and a code would 
tend only to dilute their individu- 
al responsibilities. They would 
never contemplate surrendering 
their prerogatives to any group. 
Besides, the council doesn’t think 
of itself as an organization which 
shares responsibility for the edi- 
torial judgment of its members, 
or non-members.” 

Reiterating that current laws 
“are ample to get rid of pornog- 
|raphy,” Mr. Lacy added that “the 
working of the market place is 
enough to get rid of publications 
exhibiting bad taste.” 


a Nearly all general book pub- 
lishers are members of the coun- 


vitalize the company’s advertising |cil, he said. Most publishers of 


and merchandising policies. 


paper-bound reprints are 


Present Laws Adequate to Stop Obscenity 
in Literature, Book Publisher Group Says 


members. Publishers of paper- 
bound originals are not members. 
Among the publishers who hold 
membership in both the MPA and 
the council are Popular Library, 
McGraw-Hill, Reader’s Digest, 
Pines Publications and Harper 
& Bros. 

Resolutions adopted by the 
MPA last week called for condem- 
nation of the publication and dis- 
tribution of salacious and other- 
wise objectionable material, or 
guarding against the inclusion of 
such matter in members’ publica- 
tians, and offering “cooperation 
and assistance” to _ legislative 
groups in obtaining enforcement 
of legislative bans against objec- 
tionable material, and achieving 
such revisions of existing obscen- 
ity statutes “as may appear to be 
required.” 


Erwin, Wasey Walks 
Away From Springs 
Cotton Mills Again 


New York, Oct. 8—Erwin, Wa- 
sey’s bouncing bedsprings have 
bounded out of the office again. 

The agency announced that it 
once more is resigning the Springs 
Cotton Mills account “effective 
immediately.” Erwin, Wasey & Co. 
has handled institutional advertis- 
ing for Col. Elliott White Springs’ 
Lancaster, S. C., fabric works since 
July. Previously it resigned the ac- 
count in August, 1953, and was 
succeeded by Ellington & Co. The 
latter continued as overseer of 
trade and department store co-op 
advertising when E-W was given 
“the Colonel’s own” copy last 
summer. 

Col. Springs is the advertiser 
whose name, more than any other, 
is the signal for pointed comments 
when admen begin discussing 
good taste in copy. 

Latest outburst against his copy 
came less than two months ago 
(AA, Aug. 30) when the New 
York News bounced a quarter- 


also| page for Springmaid sheets. 
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Rates: $1.25 per line, minimum charg 
lines (maximum—two) 30 letters and 


THE ADVERTISING MARKET 


PLACE 


e $5.00. Cash with order. Figure all cap 
spaces per line; upper & lower case 40 


per line. Add two lines for box number. Deadline Wednesday noon 5 days 
preceding publication date. Display classified takes card rate of $14.50 per 


column inch. Regular card discounts, 


size and frequency, apply on display. 
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HELP WANTED 


HELP WANTED 


CAKCULATION PROMOTION MANAG-| 
ER OF A MAJOR MAGAZINE IS LOOK- | 


PUBLIC RELATIONS 
Young man or woman with some experi- 


ING FOR AN ASSISTANT. There is an/|ence to develop and work out public re- 


opportunity for a young man 


Circulation Promotion Department of ore | cational — 
We | time basis. State age, experience and sal- 


of America’s important magazines. 


in the! lations program for manufacturer of edu- 


products. Chicago area. Full 


are looking for a man who has had ex-| ary expected. 


perience in direct mail, has a working 
knowledge of lists, mailing techniques, 
and general direct mail promotion. 

In addition, we want him to have con- 
siderable production knowledge and be 
able to handle administrative detail with 
a minimum of supervision. 

Perhaps more important than specialized 
experience are the intangible qualities 
that mark a man as major executive ma- 
terial in years to come. 

Salary - $6000 a year. 

Please write for an appointment giving 
experience and references. All replies 
confidential. 


Box 7123, ADVERTISING AGE 
480 Lexington Ave. New York 17. N. Y. 


Wanted Writers Permanent Jr. and Sr. 
writers for industrial sales and service 
copy. Journalism grad or English major 
preferred. Must have mechanical aptitude. 
Include brief personal] history, references, 
education, work experience, recent snap- 
shot, and starting salary. Midwest loca- 
tion, leading manufacturer. Reply Box 
7115, ADVERTISING AGE, 200 E. Illinois 
St., Chicago 11, Ill. 


ADVERTISING 
BOB 


PLACEMENTS 

CRAIG 

EMPLOYERS SERVICE BUREAU 
6 N. Michigan Chicago, Ill. FI-6-1155 
Highly regarded industrial publisher needs 
two salesmen. Familiarity with chemical 
process industries desirable. Salary, bonus 
and profit sharing deal. Location Chicago 
and Cleveland. 

Box 7114, ADVERTISING AGE 
480 Lexington Ave. New York 17, N. Y. 


} Box 7116, ADVERTISING AGE 
} 200 E. Illinois St., Chicago 11, Ill. 


| FRED 4. MASLERSON 

| ADVERTISING - PUBLISHING 

| All types of positions for men and women. 
| 185 N. Wabash Fr 2-0115 Chicago 


Wanted: Lithograph Display Salesman 
to sell 3rd Dimensional lithographic full 
color plastic displays in Chicago territory. 
Finest quality, beautiful reproductions. 
Creative staff at your disposal. Drawing 
account against commission. State exper. 
in detail. 


Box 7121, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-4424 
BANKERS BLDG. CHICAGO 3, ILL. 


Aavertusing Space Salesman wanted part 
time by movie and television fan maga- 
zine. 30% commission. P. O. Box 959, 
Grand Central Station, New York, N. Y. 
BAKNARDS 
ALERT EMPLOYMENT SYSTEM 
Call M. L. Barnard—Frank Vell 


202 S. State Wa 2-2306-07 Chicago 
MAIL ORDER 

OPPORTUNITY 

Young, fast-growing correspondence 


school needs man with mail order exper- 
ience as assistant to owner. Can lead to 
management. Experience with correspon- 
dence and direct mail desirable. Typing 
own letters an asset. Far north location. 
Write complete details of experience and 
education. State starting salary desired. 


Good opportunity for junior salesman in 
office of established publishers’ repre- 
sentative in Chicago. Write complete in- 
formation concerning yourself. 

Box 7119, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Tl. 


Box 7102, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 

ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. HA 7-1991 Chicago 
Publisher bringing out new composite 
catalog wants salesman thoroughly ex- 


“‘Unusual’’ 
Copywriter 
Wanted 


If you meet our qualifica- 
tions, we offer you— 


1 Freedom to create 
copy, unhampered by 
preconceived notions 
or personal prejudices. 


2 Opportunity for un- 
limited growth in re- 
sponsibility and finan- 
cial return. 


3 Opportunity to partic- 
ipate in the develop- 
ment of an outstanding 
marketing and adver- 
tising organization. 


Our idea of an “unusual” 
copywriter is one who can 
think out and write con- 
sumer copy that helps sell 
goods, who has a sound un- 
derstanding of the function 
of copy, has experience 
creating copy for grocery 
store products, and can 
write well for radio, tele- 
vision and printed media. 
Evidence that you meet 
these qualifications must be 
available. 


While our agency is rela- 
tively young, we are well 
established in an Eastern 
city—not New York. Our 
own continued growth 
makes it possible for the 
copywriter we are seeking 
to reach the top in the 
agency field. Your letter of 
application must convince 
us that you merit a personal 
interview. Write Box 125, 
ADVERTISING AGE, 480 
Lexington Ave., New York 
17, N. Y. 


| perienced in selling composite catalog 
space to cover eastern section New York 
| to Ohio-Michigan line, another to cover 
Ohio-Michigan line to Mississippi. Satis- 
factory draw and good commission. Write 
full details to Box 7124, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 11, Ill. 


“Our 43rd Year” 


CREATIVE DIRECTOR $15,000 


Agcy. exper. in group supervision. 
Adv. Megr., dept. store exp. $10,000 
Food copywriter; W. Coast $ 8,000 
Agcy. copywriter; genl. exp. $ 7,500 


GLADER CORPORATION 
“The Agency's Agency” 
Stanley D. Koch, Dir. Adv. Div. 

|} 110 S. Dearborn CE 6-5353 Chicago 


TWO TOP 
MEDIA SALESMEN 


Wanted immediately for New 
York and Chicago—to contact 
top agencies, food and related 
companies. Merchandising ex- 
perience helpful but not essen- 
tial. Liberal drawing and com- 
mission arrangement. Replies 
held in strictest confidence. 


Address: President 


CINEMA DIORAMA CORP. 


400 Madison Ave., N.Y.C. 
Tel. Plaza 3-3438 


POSITIONS WANTED 
CREATIVE COPY WKIAER. . .wortu 


cept $25,000 per year as creative director 
of medium-s.zed agency in midwest. . .if 
conditions are right. Can develop cam- 
Ppaigns and produce copy that brings out- 
standing results. ..and teach your creative 
staff to do the same. Write if interested. 

Box 7122, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
Aav. space salesman (43), employed, seeks 
trade paper representation. Diversified 
experience. Aggressive, personable, de- 
pendable. Full charge New York office, or 
assistant. Good opportunity more import- 
ant than salary and/or commission. 

Box 7117, ADVERTISING AGE 
480 Lexington Ave. New York 17, N. Y. 
Young girl knows all—exaggerated talents 
include copy, prod., media & good busi- 
ness sense. Want tough, permanent as- 
signment. 

Box 7112, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Space salesman seeking increased oppor- 
tunity. Experience includes trade & spe- 
cialized consumer mags. Age 34, Chicago. 
Box 7111, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


REPRESENTATIVES WANTED 


Representative wanted tor Ono, Vetroit 
and Pittsburgh by new trade paper, only 
one in a light manufacturing industry. 
Commission basis. Territory should yield 
an annual gross of $50,000. 

Box 7120, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


KEPKESENTATiVES AVAILABLE 


WANED 

Publications to represent in the important 
fast-growing southwest. Missouri, Kansas, 
Colorado, Oklahoma, Texas, Arkansas, 
Iowa, Nebraska. Have had twenty four 
years experience in representing maga- 
zines, newspapers, farm papers. This ter- 
ritory is too important for token calls 
once or twice a year. Best of references. 
C. H. “Jake’’ Stockwell, 921 Wyandotte, 
Kansas City, Mo. 


BUSINESS OPPORTUNITIES 


TIRED OF WINTERS? 
I am well known in growing SUNNY Cal- 
ifornia city. Desire to form agency part- 
nership with experienced retail account 
executive. Confidential. 


Box 7118, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


LOCAL PUBLICATIONS FOR SALE 
in Cleveland, Kansas City, Phil., Pitts. & 
St. Louis. Priced under $5,000 ea. Ideal 
for local rep., publisher, print. firm or 
entrepreneur. No editorial work. 2-3 mos. 
required ea. year. Sold only to responsible 
parties. Submit data on letterhead. Write 
R. A. Frolicher, 3705 Broadview Dr., Cinti 
38, Ohio. 


OPPORTUNITY DESIRED IN 
MERCHANDISING—ADVERTISING— 
SALES PROMOTION, EDUCATION 


Career-minded Asst. Mdsg. Mgr. with concen- 
trated, versatile experience in above fields 
with one of country’s leading major man- 
ufacturers desires change for responsible 
staff creative ition with industry, agency, 
studio or TV. Will relocate. Excellent produc- 
tive record; top-caliber qualifications and 
references. Age 33, married, BSBA, MBA 
candidate. Contact: 
Box 129 ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


yud,- | 
000 per year (and can prove it). Will ac-| 


Wanted—Ambitious one or two- 
man Agency. Salary, expenses, sec- 
retarial help, top art staff, 4-A 
affiliation, prestige offices available, 
if you can “make the team” in 
strong middle size Chicago agen-y. 

Box 122 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 
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FTC Says Revlon 
Must Share Its 


ARTISTS—LAYOUT—2 


Thoroughly experienced — versatile 
enough to produce finished layouts 
in fashion, housewares, home fur- 
nishings, etc., for one of Chicago's 
Hmmm 8 retail chain department 
stores. Better than average employee 
benefits. Excellent Salary. 
Box 131 ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


Beauty Jobbers 


(Continued from Page 3) 
to the beauty supply market. 
Beauty shops are particularly im- 
portant to the cosmetic market not 
only because of the value of their 
purchases but because many wom- 


The Midwest's 
outstanding piacenrent 
service for Adv. - Art & 

allied fields. 

By appointment only 


59 E. MADISON + SUITE 1498 
CEntral 6-5670 


BIRCH 
* 


Executive 


Placement 
Counselors 


CARTOONIST WANTED—SPARETIME 
to illustrate baby books. Approximate!; 
250 thumbnail sketches or line drawings 
wanted, priced at $2-3.00. If interested, 
please submit sample illustrating 2 to 5 
month old baby. Enclose stamped, self- 
addressed envelope if you want sample 
returned. All replies confidential—our 
employées know of this ad. Box 127, AD- 
VERTISING AGE, 200 E. _ Illinois St., 
Chicago 11, Ill. 


ALL-AROUND AD MANAGER 


For busy Chicago TV Film Studio. 
Strong on copy, layout, production. 
Man with experience capable of 
running complete department. Write 
fully in confidence, including salary 
desired. Box 132, ADVERTISING 
a E. Illinois St., Chicago 11, 
nois. 


en consider the use of a cosmetic 
by a beauty shop as a professional 
endorsement.” 

While other outlets might be 
available for these competing lines, 
FTC said, “Revlon’s jobbers are 
recognized as being among the 
best in the country.” The commis- 
sion said the record showed that 
in some cases the only outlet 
available to competitors was of 
lesser quality, depriving competi- 
tors of full coverage. 


s FTC also said: “If these con- 
tracts are found to be legal, there 
is a very great likelihood that sim- 
ilar contracts will be put into 
use by respondent’s competitors, 
further restricting the number of 
beauty supply jobbers available to 
the small cosmetic houses. The 
cumulative effects of such agree- 
ments could as effectively close the 
market to competitors as if one 


* 


Personnel Consultant 
to cAdvertising and the Graphic cArts 


A complete placement service 
of Ad men, for Ad men... by an Ad man 
who has worked in all the jobs himself 


for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklin 2-3280 


Here is an unusual 
SALES EXECUTIVE 


This man has an intensive back- 
ground of successful experience in 
merchandising, sales promotion and 
sales management. For over 10 
years his record of results as sales 
executive of a national magazine’s 
advertising sales force has been 
outstanding. 

He has created unusual merchan- 
dising and sales promotion ideas for 
a wide variety of advertisers, works 
well with his own sales force and 
clients and is extremely able in 
conducting sales and dealer meet- 
ings. 

He has reached the top in his own 
organization and would now like to 

ut his talents to work in areas of- 
ering greater opportunities for his 
abilities. 

If you are the head of a company 
offering a product or service and are 
looking for an aggressive, able ex- 
ecutive to stimulate your sales and 
your sales force, we suggest you 
arrange for an immediate appoint- 
ment. 


Box 126, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


corporations. For personal reasons 
change. 


Managing a six figure budget on 


Box 128, ADVERTISING AGE, 


ADVERTISING MANAGER 


For 10 years head of advertising in the South for one of the largest 


radio, consumer magazines & trade paper media, plus heavy production o 
literature & direct mail. Sandwiched in, has been the supervision of film 
production, slide presentations & other visual aids, plus public & industrial 
relations literature. Previous to this 10 years work on products ranging from 
air conditioning to porcelain enamels & X-Rays 
} Yankee—I like the South. However, I'll talk to anyone anywhere. 


(they will crop up) I'm planning to 
a diversified range of products usin 


(no food & drugs). A 


200 E. Illinois St., Chicago 11, Il. 


materials, utilities, chemicals, 


Chicago 11, Il. 


ARE YOU LOOKING FOR 
A TOP FLIGHT EXECUTIVE? 


For past ten years with leading agencies handling industrial and 
consumer accounts billing several million each in construction 


motive, household and food accessories. Sales Mgr. largest adv. 
specialty house in U. S. Also Creative Contact for training and 
promotional programs for leading oil, food and appliance firms. 
Dir. Adv. & Pub. Rel. nation-wide hotel chain. Asst. City Ed. 
prominent morning newspaper. 
opportunity with smaller agency or growing account future with 
larger agency. Box 130, ADVERTISING AGE, 200 E. Illinois St., 


Editorial Opportunity 


We have an opening for an ex- 

rienced magazine editor who 
nows the refrigeration and air 
conditioning field and all phases 
of editing and putting such a 
magazine together. Naturally, 
such a position requires an out- 
standing individual and_we are 
prepared to pay accordingly. If 
you will give us your entire 
background in your first letter, 
we promise to keep it con- 
fidential. Box 133, ADVERTIS- 
ING AGE, 200 E. Illinois St., 
Chicago 11, Ill. 


CREATIVE 
ACCOUNT 
EXECUTIVE 
with Package Goods 
Experience 


We are looking for a topflight ad- 
vertising man with a record of suc- 
cessful experience in contacting 
major package oom accounts, par- 
ticularly in the drug and toilet goods 
fields. He should have an intimate 
knowledge of package goods promo- 
| tion, merchandising and marketing, 


plus the creative ability to generate 
new campaign ideas, stimulate plans 
board thinking and recognize a good 
piece of selling copy when he sees it. 


To such a man one of New York’s 
fastest growing agencies offers a 
five-figure salary and an opportunity 


metals, plastics, fabrics, auto- 


Age 43. Will relocate for large 


to become a key member of a high] 
respected organization. He will 
|] eventually share in the company 

profits and participate in our liberal 
pension plan. 


Please write fully about yourself 
including your age and_ salary 
bracket. Your reply will be held in 
strict confidence. Our staff knov’s 
of this advertisement. 


Box 134 ADVERTISING AGE 
480 Lexington Ave. N. Y. 17, N. Y. 


company monopolized ‘all the job- 
bers.” 

In the Insto-Gas case, FTC said 
it cannot pass on the legality of a 
tying-in contract until it obtains 
a hearing record containing infor- 
mation about “applicable economic 
factors.” The decision is consistent 
with the position the commission 
has taken in recent months that 
restraints of trade will not be 
judged per se, but only on the basis 
of conditions created by the par- 
ticular situation. 

The case before FTC involved 
metal cylinders used for propane 
gas. Dealers are required to refi]! 
the cylinders only at stations un- 
der contract with Insto-Gas Corp. 


# Commissioner Mason examined 
the situation in the light of the 
Supreme Court’s decision in the 
Times-Picayune case, where the 
Department of Justice unsuccess- 
fully charged that tie-in contracts 
used by the New Orleans paper for 
its morning and afternoon editions 
illegally restrained trade. 

“The essence of illegality in 
tying agreements is the wielding of 
monopolistic leverage; a seller ex- 
ploits his dominant position in one 
market to expand his empire in the 
next,” the opinion pointed out. “In 
the absence of patents or copy- 
rights supplying at least prima 
facie evidence of the requisite 
market control, any equivalent 
market dominance would have to 
be based on comparative market- 
ing data. Such data is wholly lack- 
ing here. 

“We are in the dark,” the 
opinion stated, ‘“‘as to whether the 
respondent, Insto-Gas, has a mo- 
nopolistic position in the market 
for the tying product (the cylin- 
ders). There is no indication of 
any patent monopoly; nor do we 
have the benefit of comparative 
marketing data.” 

The case was complicated by the 
fact that state law specifies the 
conditions for refilling propane gas 
cylinders. The commission said it 
should not be placed in a position 
where it would issue an order pro- 
viding for unrestricted refilling of 
tanks, in violation of state law. 


Insurance Advertisers Elect 

A. H. Thiemann, v.p. of the New 
York Life Insurance Co., New 
| York, was elected president of the 
Life Insurance Advertisers’ Assn. 
at its annual meeting Sept. 27-29 
in Cincinnati. 


re ee 4 . Pa ey ‘| ye po ey ~? wi + | ¥ ' fee er eee AS a ae " bn See Sas eee Se re fo Pe te ee 
yr beh aa ee ee : cea eae acer “Seat e vey 1A et, Bear. are aes ie PS Ro aha Fete : Reid Sa oe SU eA 4 b o Cane Sf : ea pI a eR Ea Sou he area any ot gm AS 
re uae BPs e . Ney as . f = et ee eS ne Bite Se eieg Aa. rt i ~ bras a rd . i ee same i& oes Se Be a pe oer * f i fog ese SS ete eank ee wee rsa Ne opts ( i qhiirg #3 <3) a * . Pot eee & See poet ‘ ; _ "e sf ne ae a 5 ¥ 
pont.) en 22 tee : : ‘ ; Neh O RR GRE, HS 3 7 BEM OORT yk Sah OO Ee Np PAR ae hae ea ine Verena a Ape ges ; Pew Sek ane phe hace. BE RSet an eo) SRC Se WS air ae a tae SSA rag ash AE See ae et SRIge cies Ge} 
SE RS i 8b Oram Ne eer ES Sees * eas 0 uN i ar cr iste te cote Sc SW neler a, ea nhac ; pert aes Maen 'y eee Bc ters Bs taste ede a hte ee ee ONN BAe ee RE RRR ks? 2 i 
ae. eee BE Si Syn cee Aopen yg a ees be PSR REPS Lai Ids ol Rr aaai( eS CS ANS AM tiee t ete cere es eke. ae. Fe k ee is Partin teh see oe ees ae 3 ere ta RCA, eet aig Sie 
2 1 eee ‘ a 3 re 9, ape Bat el a RP k bees: c oe Sh eee te Rae. ne ee a ‘, : q ae ie apes mat Sie f “ sa) M Stel eae, eee in ne bay ve . Bs oe pre os ‘ 
Dag PT ea 4 : fd . f Y - : “pe ~ ahs Pe > my 3g) te rae tral Sigh, e at al a es te o ‘ po : % < = . ‘ 4 Ens 
pe a ‘ : : oa : “ : é St2 : . iQ <> 
oo. aa : \ ” eee 
ces es 
Res Pies .3 
fe ie, 
nae Reeser 
a 102 a i 
=. 5 va 
Se sl 
on : 
ae 7 
be | eee ee 
.. | —s 
os ' ; 
a i 
a Po ; 
ae = 
oa Bey, 
2 . 
SRE en } 7 
a } es ae 
Be eae 
ve ee 
oy * 
2 32 i ae 
2g ss Pe | ; 
vated —————————_—_ | a4 
i: pO Ee | ie 
mis | | a 
Res x 
me 2 } | 
= | | | ; 
Wi sg Pe | | 
oe | 
eee 
4 | 
3 . 
| a | 
& i 
te } t om 
ee f | cae 
mee are 
wee : pees 
aie | | | be 
Zs. | ee a 
Bk ‘a 
ae | ee or 
cham PEI ro So Ee SS “eo 
“ae — — ae 
ee. 3 4 sate 
er: oben at 
Sia } Renee os 
Oa | ea 
Besa | | Me as 
i, 7 
aa 7 
ol Pi | 
ee “tT aS — eee | aa 
es a a —— —— | es 
-_ = — | ees 
| ’ “eas 
{ : 
i ‘ Paes" 
5: 
gies : 
Rese ae 
sie: a ——— | 
————————————————————————”, C—O - 
F — : 
7 ( \i > 
‘ : —_——— SSS | $k. 
oe en ————— ed ta te 
ae ae SE EE_EEEEZ - 
Esto | — $$ ST rg ag 
r - | ack, 
o | } yee: 
Hees +] 
ae 5 
a | —_————————L ss 
ip ae Pex 
see ae 
athe a 
5 | ales 
ea] us | oe 
ee . a 
/ a | Se 
‘ 
| : 
| 
: } tt 
deh gies 
B tiie 
: af | ——— Thee. 
er } Satis 
Fe ee } ae 
aoe ie 
i eva. aera 
eae ae 
wee Me 
Be | = 
Je see 
Fee gees oe 
ea: ‘ Pre 
Se | aes 
2s | me 
su | Kies 
gt hee ian 
ee ag | See 
| 
| an 
ig 
Rw Fp clirs’ 3) 
Bes os 
Perea: | at 
en eee | eh 
{ne aa 1 Een eee aes ‘ 
SS a) | 3 
| ee ie 
| 
; | 
Cag | 
Bees the 
Ne ee | Gee 
Rapere Fe 1 epee 
| hye: 
} 
| a 
| } i 
ee ; 
a ale, i 
: ras ~ ae 
: ae # ec. i ee - : % S © Ms a > ‘ 5 £ ne ” : ‘ 
’ a Pr 7 > 2 } Pl Bi gas rele 4 . Moc akn . = bo eee fe a eo a Fe a  % ae. 4 ods ge . : ‘ mi 4 ; 3, : 
ead Se Toe Gr eae Rr, me, F sat e r “ a eS ak! i aa Ge © EM a eee ge A ee ei ae, a SAT Be OE RP ae a car Re lee oe a as ie we a ‘ ey. ; rl he 


Motorola Canada 


(Continued from Page 88) 
pared to do business with price- 
first operatives (one is estimated 
to have had a 1953 volume of $4,- 
000,000 at retail level in Toronto); 


and about the best deal you can) ¢ 


expect to make with an aggressive 


retailer is a kind of gentleman’s | ‘ 


agreement in which he is left free 
to wheel and deal as he will on the 


floor of his store, but doesn’t ad- |} 


vertise what he’s doing to your 
brand. 


= Motorola operates without re- 
gional managers or representa- 
tives; it is at the moment com- 
pletely centralized. Because of 
Canada’s attenuated population, 
this means plenty of travel for the 
headquarters staff. “It is,” said 
Paul Dixon thoughtfully, “probab- 
ly the most expensive selling in the 
world—because you have to travel 
so far between sizable markets.” 

Motorola Canada Ltd. has cer- 
tain dissimilarities from the U. S. 
company. U. S. Motorola has about 
10% of the tv market; Canadian 
Motorola is aiming that way, but 
may have no more than 8% now. 
The U. S. company has been a 
major factor in electronics; the 
Canadian company so far has done 
none of this work, since Motorola 
already has a Canadian company 
manufacturing these products un- 
der license in the Dominion. 

There is one area in which they 
are strikingly similar: The U. S. 
company is first in the auto radio 
field, and so is the Canadian com- 
pany, which has led in auto and 
home radio sets for about 16 of the 
24 months of its manufacturing 
existence. 


es Random Motorola Notes: Trade 
estimates for tv set production in 
Canada this year are around 450,- 
000-500,000 sets, so that 8% would 
mean Motorola’s share would be 
somewhere under 40,000 sets... 
Mr. Elliott says flatly that Canada 
is a tremendous market, and the 
Canadian company will eventually 
be in the same position as the par- 
ent company in the U. S. (“We're 
just on the threshold of electronics 
here”) ...There is some feeling 
that the savage period of tv re- 
tailing is about past. At one point, 
a set which listed for $279, cost the 
dealer $143 net, was advertised 
and presumably sold for $148. “I 
don’t believe any worse conditions 
ever existed in the U. S. market,” 
a Motorola sales executive said... 
The company is driving for signs 
and _ identification on dealers’ 
stores... Motorola Canada doesn’t 
use franchised  dealers...The 
trend of radio set sales indus- 
trywide is downward, but the 
feeling is that a good market 
will continue for smal! sets and 
for well-cabineted, high-fidelity 
SOUS 


s Initially, a lot of Motorola sales 
promotion material came from the 
States. Now only about 50% comes 
from the U. S., and that of mate- 
rial for such a limited use that it 
isn’t worth while making the run 
in Canada. In general, Mr. Whelen 
figures it costs him about 100% to 
use U. S. material in Canada: 86% 
in import cost and about 14% in 
clerical. Increasingly, the sales 
promotion material will be Cana- 
dian-made... 

Simpson-Sears and Eaton stores 
buy from Motorola according to 
their needs. All are sold at the 
same price, the department stores 
getting the sets from the closest 
office. Jewelry chains, an impor- 
tant outlet, use a central buying 
office. 

The Canadian company has mer- 
chandised aggressively, gone in for 
stunts and floats and men wearing 
Motorola sets on their heads... It 
worked a highly successful cross- 
merchandising deal with Pepsi- 
Cola, in which a cooler was used 
as a premium, and the local Pepsi 
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Motorola Canada Ltd. 


ARRIVAL—Motorola opened distrib- 

ution in 1953, ran announcement 

| pages like this in newspapers that 

\listed the local distributors and 

contained sales copy for the prod- 
uct. 


dealer stocked the cooler for the 
Motorola retailer. In late Septem- 
ber, Motorola was nearly sold out, 
and expanding its production 
again. 


Motorola’s Break-In 


Process for Agency 


TORONTO, Oct. 6—In the fall of 
1951, McKim Advertising learned 
that two U. S. electronics manu- 
facturers were contemplating en- 
tering the Canadian market—Mo- 
torola and Hallicrafter. The agency 
courted Motorola, and was ap- 
pointed to the account. Fortunate- 
ly, the appointment came just as 
the U. S. account was switched to 
Ruthrauff & Ryan (AA, May 26, 
*§2). 

A task force of McKim men was 
sent down to Chicago for an in- 
doctrination week, along with 
R&R. On the first day they heard 
from the Galvins, pere et fils, on 
the subject of management phil- 
osophy; on the second they got 
production and design, with tech- 
nical men doing the talking; on 
the third day, the plant tour; the 
fourth day, advertising and sales 
promotion; on the fifth, sales 
training and how Motorola did it. 


s Over the disbelieving ears of 
the McKim men washed a new 
language: “schlag,” “boraxy,” “too 
Tiffany,” the whole argot of the 
U. S. appliance business. McKim— 
third largest agency in Canada— 
learned how the shirtsleeve appli- 
ance business works. They learned 
that, in Motorola’s lexicon, selling 
tv was unnecessary, since other 
companies had already done it. 
They learned to get the set in 
big, to hammer home the Motorola 
brand name and the price that 
went with it, to get the biggest set 
possible into the space. 

While Motorola consisted of M. 
M. Elliott and a couple of assis- 
tants, McKim functioned as an ad- 
vertising and sales promotion de- 
partment as well. The agency 
wrote distributor letters, ordered 
materials from Chicago, horsed the 
displays and in-store material 
around and got it into dealers’ 
hands, made the pitch at distribu- 
tor and dealer meetings. 


s Today, Canadian and U. S. ad- 
vertising themes are closely inte- 
grated. McKim sees Ruthrauff & 
Ryan call reports on Motorola, as 
R&R sees McKim reports on the 
advertising problems in Canada. 
‘The general feeling is that the 
markets are different but that the 
same broad selling approach will 
work in each. 

How well did the agency orient 


=: | per ads, radio and tv spots and re- 


jitself in the appliance business? | this year’s holidays. 


AN AGENCY MAN* SAYS 
WE HAVE THE CURE... 


for butterfly stomachs, serrated 
nerves, half-blown tops. Might be 


\Well, when Alex Lewyt, the!) “We'll probably have well over 
|'Brooklyn stemwinder who stood 100 dairies, and about the least 
U. S. vacuum cleaner business on any one of them will spend would 
its tankless ear, got ready to come ‘he $1,000,” predicted Evans G. Ol- 


i i it Cham- 
into Canada, he needed an adver-| well Jr., director of Gundlach Ad- ed ge pF gh —~ ty the 
tising agency. He picked McKim, vertising. “The average will be|| nighttime quiet, or the golf, rid- 


largely on the basis of what it had 


about $2,500 to $5,000.” 
done for Motorola. 


ing, hiking, skiing, village inn 
bar, outdoor roasts, and general 
leave - the - guests - alone - or - 

o - along - with - them attitude. 
y rece he arrived without a 
fingernail left and departed prom- 
ising to write this ad for his fel- 
low deadline-ridden a-e’s. Our 
folder and letter tell all. Write 
Lewis and Mary Fisher, Bantam, 
Conn. *name on request 


Trueblood Elected V. P. 


H. Dixon Trueblood, director of 
public relations and advertising of 
Occidental Life Insurance Co. of 
California, Los Angeles, has been 
‘elected a v.p. of the company. He 
joined Occidental in 1935. 


Junior Wassailers 
Will Get Rum-Free 
Holiday Egg Nog 


(Continued from Page 3) 
an integrated sales promotion and 
advertising program. 
The program includes newspa- 


Hitch Your Sales to a Pony And Watch Him Pull for You! 


What are you promoting .. . food, drugs, tooth- 
paste, dairy products, candy? Whatever it is, if it’s 
a consumer item and children use it too, you'll 
never believe the downright magnetic drawing power 
of a “‘Give-a-Pony’’ promotion. Free Ponies always 
have, and always will, lead the sales promotion 
parade .. . with parents, too! You'll see here the 
ultimate in store-traffic stimulation. 

A Pony is very inexpensive compared to the amount 
of interest you will create with any other prize. 


Everything Complete... 
You're Ready to Go 


2-color 41 x 54 Posters . . . 2 color 14 x 28 streamers 
and wire hangers... new 
stuffers ... handbills ... entry 
types of successful contests. Furnished at 
tion of your cost of preparation. Ready for your 
own special imprint. 
Please state type of product or business you're plan- 
ning a promotion for .. . 
One or a thousand available immediately. 

Get the full story today . . . write or phone 


Fashion Club Shetland Pony Sales Co. 


749 Rush St. + Chicago 11, Ill. * DEL. 17-7566 


tail and wholesale route maierial. 
Heavy emphasis is laid upon point 
of purchase, ‘the backbone of the 
dairy industry,” with much of it 
in -full color. 


# Premiums have also gotten care- 
ful attention from Gundlach. The 
kids can get a glass egg nog mug, 
and there’s a Henny-shaped pot- 
holder for mother. On the copy 
side, the agency concentrated on 
peppy appeals to junior wassail- 
ers, though a few ads suggested 
that Henny Penny could also be 
fortified. 

To date, four weeks after the 
start of the campaign, Gundlach 
has franchised over 50 dairies, and 
it hopes to have 100 lined up for 


Agency Executive Clears 
Up Mystery That Puzzled 
His Media Department 


Stanley G. Swanberg, Executive Vice- 
President of Botsford, Constantine & 
Gardner, San Francisco, herewith con- 
fesses all. Writes he: 


“In the quiet hours at home, reading 
Advertising Age from first page to last is 
a special adventure in business self-im- 
provement. The full panorama of signif- 
icant thought and action relating to 
progress in our field is unfolded in such 
concise, readable form. 


“It seems, too, that the messages of 
important advertisers appear more vi- 
brant as they ‘leap’ from the pages of 
Advertising Age. Our media department 
folks have wondered at times where I 
gather certain pointed information that 
may, decide an issue. Now the secret is 
out!’ 


Note that Mr. Swanberg gathers AA’s 
“pointed information” in quiet hours at 


home. Most likely, once you get the habit, 
you'll find his method equally rewarding. 
Mail the coupon below for a $3 personal 
AA subscription (52 weekly issues) to be 
sent to your home—and get FREE a copy 
of the booklet “These Ads I Like”—a com- 
pilation of specific advertising campaigns 
which Fairfax Cone, President of Foote, 
Cone & Belding has reviewed in Advertis- 
ing Age during the past several years. 


Advertising Age, Dept. O11, 


200 E. Illinois St., Chicago 11, Illinois 1 
Please enter my 1 year subscription to Advertising Age at the regular $3 | 
rate and send me free a copy of “These Ads I Like” by Fairfax Cone. i 
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Sometimes the small type 


tells the big story 


Here’s an item from page 31 


of this week’s SPORTS 


Say hey! 
last week. 


SI went to its first World Series 


And this appears on page 70 
of this week’s SPORTS 


(Signed) Raymond R. Ammarell, Jr. 
Business Manager 


Sworn to and subscribed before me this 22nd day of 


The circulation of each issue of SPORTS ILLUSTRATED has 
exceeded 500,000 net paid. In its first two months, SPORTS 
ILLUSTRATED has published eight issues: 571 pages of editorial 
material (122 of which have been in’ full color); 14524-pages of 
paid advertising, plus 16 pages in our New York and Chicago 
retail sections from leading merchants. 


We would like to take this opportunity to thank those adver- 
tisers who have been running (or who are already signed up to run) 
in SPORTS ILLUSTRATED. The list (as of October 5th) follows: 


Apparel, Footwear & Accessories 


The Adler Co. 

Allen-Edmonds Shoe Corp. 

American Bemberg 

Bass Outdoor Footwear Co. 

Bates Shoe Co. 

Marcus Brier Sons (Bantamac Jackets) 

Brown Shoe Co. (Pedwin) 

Burberry’s Ltd. 

Catalina, Inc. 

Clarks of England 

Alex Colman (Sportswear) 

Cooper’s Inc. (Jockey Underwear) 

Countess Mara 

Courtaulds Inc. 

Cresco Mfg. Co. 

Milium Division of Deering, Milliken 

Mazet Division of Deering, Milliken 

Dobbs Hats (Division of Hat Corp. of 
America) 

David Doniger (McGregor Sportswear) 

Field & Flint Co. 

Florsheim Shoe Co. 
General Shoe Corp. (Jarman Shoes) 
Grossman Clothing Co. (Hand-shaped 
Austin Leeds & Groshire Clothes) 
P. H. Hanes Knitting Co. (Sportswear) 
B. W. Harris Co. (Zero King Sports- 
wear) 

Harris Tweed 

C. F. Hathaway Co. 

William Heller 

Hercules Trouser Co. 

House of Swansdown 

M. Jackman & Sons 

Jantzen, Inc. 

King-Size Inc. (Men's Shoe Catalog) 

Knox Hats (Division of Hat Corp. of 
America) 

Miron Mills Inc. 

Monsanto Chemical Co. (Plastics) 

The Palm Beach Company 

Pendleton Woolen Mills 

Plymouth Mfg. Co. 

Redmanized Jersey by Allen 

Red Wing Shoe Co. 

Revere Sportswear 


Ripon Knitting Works 

Sleex Slacks by Esquire Sportswear 
Co. 

J. P. Smith Shoe Co. 

Springfield Leather Products 
Company 

Stetson Shoe Co. 

John B. Stetson Co. 

Stone-Tarlow 

Susquehanna Waist Co. 
(Ship 'n Shore Blouses) 

Norm Thompson 

Towne & King 

United Merchants & Mfg. Co. 
(Robert Hall Clothes) 

The Vassar Co. 

White Stag Mfg. Co. 

B. H. Wragge 

Wright Arch Preserver Shoes 


Automobiles, Automotive Accesso- 
ries & Equipment 


American Motors Corp. (Nash Cars) 
Arnolt Corp. (Sports Cars) 
Chrysler Corp. 
Chrysler Sales 
Carysler Institutional 
Exide Automotive Div. of the 
Electric Storage Battery Co. 
Firestone Tire & Rubber Co. 
Ford Division Ford Motor Car Co. 
Lincoln Division Ford Motor Car Co. 
Mercury Division Ford Motor Car Co. 
General Motors Corp. 
Cadillac 
Pontiac 
General Tire & Rubber Co. 
B. F. Goodrich 
Goodyear Tire & Rubber Co. 
R. M. Hollingshead Corp. 
Hull Mfg. Co. (Auto Compass) 
Rootes Motors, Inc. 
Standard Triumph Motor Co. 
Studebaker Corp. 
Kaiser-Willys Sales Division of 
Willys Motors 


Transportation, Hotels & Resorts, 
Industrial & Agricultural 
Development 


Bermuda Trade Development Board 
British Colonial Hotel 
Broadmoor Hotel 
Canadian Government Travel Bureau 
Wilbur Clark's Desert Inn 
State of Colorado 
Cunard Steam-Ship Co., Ltd. 
Elbow Beach Surf Club 
El Paso County Board Sunland Club 
Florida State Advertising Commission 
French National Railroads 
Hertz Rent-a-Car System 
Mexican Gov't Tourist Bureau 
Michigan Tourist Council 
Nassau Development Board 
North Carolina Dept. of Conservation 
Pan American World Airlines 
Southern Pacific Railroad 
Union Pacific Railroad 
United Air Lines 
Robert F. Warner 

(“Distinguished Hotels’) 
Western Pacific Railroad 
Wisconsin & Michigan Steamship Line 


Business & Financial Sections 


American Express Co. 
(Travelers Cheques) 
Bank of America 
Citadel Press 
Do/More Chair Co. 
Emerson Books Inc. (Golf Book) 
Estwing Mfg. Co. (Tools) 
Fine Editions Club 
Alexander Hamilton Institute 
John Hancock Ins. Co. 
International Business Machines 
National City Bank 
Phoenix Mutual Life Ins. Co. 
Popular Dogs Publication 
A. K. Saiz Co.—Tanners 
(California Saddle Leather) 


Retail & Direct By Mail 
National Editions 


Abercrombie & Fitch 

Bonwit Teller 

Brooks Bros. 

A. Harris & Co. 

Eddie Jacobs Men's Store 

H. A. & E. Smith Ltd. 
(Bermuda Retail Store) 


Chicago Editions 


Arnolt Corp. (Sports Cars) 

Brentano's 

Capper & Capper 

Carson Pirie Scott & Company 

John A. Colby Sons 

General Retail Corp. Flagg Bros. 

Henry C. Lytton 

Maurice L. Rothschild & Co. 

Saks Fifth Avenue 

Charles A. Stevens 

VonLengerke & Antoine 
(Zenith Radio) 


New York Editions 
Abercrombie & Fitch Co. 
B. Altman & Co. 
Best & Co. 
Browning King 
John David 
Franklin Simon 
General Retail Corp., Flagg Bros. 
Lord & Taylor 
Peck & Peck 
Wallach’s Inc. 
Winthrop Shoes 


Weekend Shopper Sections 


Abar Mfg. Co. (Electrical Manicurist) 
Albin of California 

American Portrait Artists 
Around the World Shoppers 
Eddie Bauer (Canadian Vest) 
Brandicalf Chamois Shirt 
Burns Martin Big Men's Catalog 
D. P. Bushnell Binoculars 
Chet Studios (Gifts) 

Cortley Gifts (Highball Glasses) 
J. F. Day & Co. 

Fighting Fish Products 

Forst Packing Co. 

Col. John Gerrish (Boomerangs) 
Godfrey Import Corp. (Guns) 
Gokey Co. Soda King Syphon 
G. S. Harvale Co. (Sport Ties) 
Holiday House — 

Jackson Enterprises 
Linguaphone Institute 

E. B. Meyrowitz Binoculars 
Charles F. Orvis 

Pan-Technics (Penscope) 


Pinnacle Orchards (Gift Fruit) 
George Sayers 

Scott-Mitchell (Drills) 

Seven Seas Import Co. (Clocks) 
Suwanee Craft Shops 

Norm Thompson 

Thoresen’s Hunting Knife 

W. R. Vermillion Co. (Gun Rack) 
Westen’s 35mm Outfit 


Horticulture 


Parker Sweeper Co. 
Plant of the Month Club 
O. M. Scott & Sons Co. 


Drugs & Remedies 


Amer. Home Prod. (Aeroshave— 
Anacin—Outgro—3-in-One Oil) 
Battle Creek Equip. Co. (Massager) 

Ben-Gay 

Lewis-Howe Co. (Tums) 
Mentholatum Co. 

W. F. Young Inc. (Absorbine, Jr.) 


Sporting Goods & Toys 


A. J. Industries 
Acushnet Process Sales (Golf Balls) 
American Hard Rubber Co. 
Autoette, Inc. 
L. L. Bean Inc. 
Benjamin Electric Co. 
Browning Arms 
Brunswick-Balke-Collender 
Camillus Cutlery (Pocket Knives) 
Century Boat Co. 
Colt’s Mfg. Co. (Small Arms Div.) 
Cushman Motor Works (Scooters) 
Charles Wm. Doepke 
Dunlop Tire & Rubber Co. 
Enterprise Mfg. Co. 
Gokey Co. 
James Heddon’s Sons (Fishing Tackle) 
Jarman-Williamson Co. 
Nestor Johnson Mfg. Co. (Ice Skates) 
Johnson Motors 
Kiekhaefer Corp. (Mercury Motors) 
Lambretta Motor Scooter 
Lone Star Boat Co. 
MacGregor Golf Co. 
Marengo Distributing Co. 
(Paulson's Bait) 
Marlin Firearms Co. 
National Service Sales (Megaphones) 
Olin Industries (Winchester Guns) 
Outboard Marine & Mfg. Co. 
(Evinrude Motors) 
Poly Choke Co. (Variable Chokes) 
Products Unlimited 
(Plastic Seat Cushions) 
George Sayers (Golf Clubs) 
Seattle Quilt Mfg. Co. 
(Sleeping Bags) 
A. G. Spalding & Bros., Inc. 
Stowe Woodward 
(Ebonite Bowling Balls) 
Stratton & Terstegge Co. 
(“My Buddy Tackle Boxes and 
Falls City Minnow Buckets’’) 
Trojan Boat Co. 
United States Rubber Co. (Golf Balls) 
Wilson Sporting Goods 


Toiletries & Toilet Goods 


Johnson & Johnson Co. (Tek Hughes) 
Lucky Tiger Mfg. Co. 

McKesson & Robbins (7awn) 

John Hudson Moore (Sportsman) 
Noxzema Chem. Co. (Shaving Cream) 
Remington Rand Co. 

Shulton Inc. 

Vick Chemical Co. (Seaforth) 


Household Furnishings, Equipment 
and Supplies 


Celebrity House (Home Products) 
Jefferson Electric Co. (Clocks) 
Justrite Co. 
Royal Doulton 
F. Schumacher Co. (Drapery Fabrics) 
Sessions Clock 
Waring Products Corp. 

(Waring Blendor) 


Radios, Television Sets, Phono- 
graphs, Musical Instruments and 
Accessories 


General Electric (Electronic Tubes) 
Musical Masterpiece Society 
Stromberg Carlson Co. 
Webster-Chicago Corp. 


Building Materials, Equipment 
& Fixtures 


L. O. Koven & Bros. 
(Swimming Pools) 


Smoking Materials 


Benson & Hedges (Parliaments) 
Brown & Williamson Tob. Corp. 
Sir Walter Raleigh 
Viceroy 
Wally Frank, Ltd. 
R. S. Herbert Co. (Viking Pipes) 
Liggett & Myers Tob. (Chesterfields) 
Ronson Inc. 


Jewelry, Luggage, Optical Goods 
& Cameras 


American Optical Co. 
Anson Inc. 
Argus Cameras 
Bausch & Lomb Optical Co. 
General Aniline Film (Ansco) 
Girard Perregaux Watches 
Hamilton Watch Co. 
E. Leitz (Leica Cameras) 
Mido Watch Co. 
Minox Camera (Kling Photo Corp.) 
Paillard Products (Bolex Cameras) 
J. B. Perrin (Camera Bag) 
A.H. Pond (Keepsake Diamond Rings) 
Shwayder Bros. (Samsonite Luggage) 
Skyway Luggage Co. 
Society for Visual Education 
Weston Electrical Instrument Corp. 
Youle Enterprises Inc. 

(Weather Instruments) 
Zodiac Watch Agency 


Entertainment & Amusement 


House of Murphy Restaurant 
Westchester Racing Assoc. 
(Belmont Park) 


Gasoline, Lubricants & Other Fuels 


Ethyl Corp. 

Macmillan Petroleum Corp. 
Pennsylvania Grade Crude Oil Assoc. 
Sinclair Refining Company 

Union Oil Co. 


Beer, Wine & Liquor 


Bourbon Supreme 
Brewing Corp. of America 
(Carling’s Red Top Ale) 
Brown Forman Dist. (Early Times) 
Cresta Blanca Wine Co. 
Glenmore Distillers (Kentucky Tavern) 
Goebel Brewing Co. 
Peter Hand Brewing 
Miller Brewing Corp. 
The Pleasant Valley Wine Co. 
Schenley Industries 
Schenley Import Co. 
(MacNaughton's Scotch; Carioca 
Rum) 
Schenley Distributors 
(Multiple Brands) 
Brandy Distillers Corp. 
(Coronet) 
Dant Distributor Corp. 
(J. W. Dant) 
Seagram Distillers Corp. (VO— 
Ancient Bottle Gin) 
Standard Brands (Fleischmann Dist., 
Black & White Scotch) 
“21” Brands Inc. (Ballantine's Scotch) 
Van Munching Co. 
(Heineken'’s Holland Beer) 
Hiram Walker 
Walker’s DeLuxe 
W. A. Taylor (Old Smuggler) 


Food & Soft Drinks 


Durkee Division Glidden Co. 

Franzenburg Wolf Creek Smokehouse 

Metropolitan Bottling Co. 
(Schweppes Quinine Water) 

Swiss Colony Cheese 


SPORTS 


William W. Holman, Advertising Director, 9 Rockefeller Plaza, New York 20, WN. Y, 
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